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Abstract

Purpose — The current distribution enterprises have realized the necessity for integrated and specialized images in their
stores. From those reasons, visual merchandising has been considered as a powerful means towards brand value judgement
as well as maximizing both brand and corporate identity. This research intends to study and discuss the current situations in
Korean visual merchandising and its future concept setting. Based on the research findings, this paper tries to propose the
basic concept for development strategies of visual merchandising in Korean distribution market. Although the studies on
visual merchandising in Korean traditional markets have been continued, visual merchandisers have been distorted by display
control centers in real situations. Therefore, this study tries to set both current and future concepts in visual merchandising
for further discussions and a new complement formulation.

Research design, data, and methodology - This study has investigated previous studies with the way of normative study by
comparing, organizing concepts and relating terms on visual merchandising. In order to be an exact research, it seems to
be more appropriate to analyze this study with a deductive analysis way rather than inductive as for getting the core of
visual merchandising. Besides, this study changed the term ‘visual merchandising’ into ‘VMD’, and used it as an unified one.
Results - Visual merchandising has an important key in retail planning. With focusing on organizing visual merchandising
concepts, it should be adequate for domestic circumstances because there are various visual merchandising concepts with
different perspectives. Thus, it is necessary to establish a concept including modern and Korean features through previous
studies and data. Visual merchandising can be defined as followings. It enhances the value of shop images from visual
aspects and conveys brand concepts effectively. Its task is to plan and manage products sales by combining three
merchandising domains such as interior, display, and merchandising.

Conclusions - There are some limitations on setting academic concepts in visual merchandising due to its features as to be
taken in the field focused studies. More meaningful case studies should be performed as an area of future studies.
Therefore, it is necessary to perform an effectiveness analysis on empirical visual merchandising state and present the
course of development.
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AEXQl HHLZ, Youn(1997)2 AOi0|M HHECIO|YE
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<Table 1> The Development of the Interior Design in Korea

Phase Type Main Contents
- After the Korean War, there was a stirring of a
Soroutin coffee shop or restaurant business in the capital’'s
Ir:)’erio dg downtown zone to get a facelift.

- Wall ornamentations and paintings

(late 1950s) _ Regarded as a work of art or pure art by

professionals.
. - Application in residential space
Growing . .
Period |~ Balance of space and human, not just simple
(1970s) decorations.
- The recognition of the public.
- Plan for customers’ movement and lightning in
Maturation | order to efficient work and higher sales in

Period commercial space.

(1980s) |- Interior design in shops plans for space considering
a sore image and higher sales.
- creation of unique brand in fashion specialty stores,|
- The advent of flagship stores that highlight brand
. images of indoor and outdoor in an building rather
Peak Period
(1990s-up than sales purpose.
o date) | Space for V.P. with visual merchandising in food

service industries and household specialty stores.
- The necessity for CAD system introduction in
planning.
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2.2.3. C|AE2|0|(Display)2t H|FHMHHMLCIO|A (Visual
Merchandising) H|ul
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20| Fof d2|E A=3t= AO|CHLee, 1995).
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<Table 2> A Development of the Display in Korea

Phase Type Main Contents

Sprouting | - started out in the 1967 Montreal world’s fair
Period and the First Korea trade exhibition in 1968.
(1967-1968) |- As for displaying trade commaodities.

Growing . . . .
Period - Inte_rlor spemahsts,_ or arcl'_utects in groups
(1970s) designed show window display.
- A social phenomenon and trends were
expressed in ‘86 Asian Games and '88 Seoul
Olympic Games in practice.
Maturation |- Divided into commercial and non-commercial
Period display in academic, and commercial display

(1980s-1990s) | was researched separately for sale purposes
and advertisement(PR).
used as a mixed concept in visual

merchandising and interior.

Peak Period |- emphasized the concept in commercial display.
(2000s-up to |- Needs for efficient display based on the
date) concept of visual merchandising.
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Shim(2004)2| Z% H[FZMJLIO|ZY(VMD)S &ZEH
(Merchandising)2| A|Zh(Visual)2l2tl oMLt F, “A|ZAHS
2 S8 422 2oL Wl Bt Mo|n, thadt w
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o) MEEE ok ZAECl OpY AAFol2tD A

C}. Lim and Lee(2014)=, “H|Z=AD{XCIO|X(VMD)O|2H ALE
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el)
=
IOAA
Lot ARVMDY 2| “VMDE 0249| AR || B2 £
29| ¥XE ZHLZ, FSATNAM MDE =22 310f, AlZ}
X Q4E AF, HESts s o2t FHRYCHJapan VMD
Association, 2015). $HH, ZZ0| UAOME, 7|F(=HHE)0)|A
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A FCIO| X (visual merchandiser)2}l A3 CHKorea Institute
of Development, 2016).
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<Figure 1> Conceptual visual merchandising and area

makd, 2 AF0M 7|EQ| =2|8 Jst FolstitH
C}2 <Figure 1> ZCt.
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H| =M ECHO| & (Visual Merchandising)O|Zt “HtOfQ} O|O|
X 452 S8z, HHlE #AMOo| Q0] J7tnt 4ES &
Y| FOfst7| E2 HEHE HIWsH, 7|=2E dA S o
Aol 0|2 BNH 2| BS'0l2t0 Folgh £ ULk

J0of mE HIFEoACo|Eel 92 BN, A0 FI:o|
oo SHE SO st A2 QR SHo|A OHE o|o|X|Q|
ZHXE =0|1, HHES| HUES SEC R MYSHH, &t
2-BEE N3 = U QHE(OR20F7t AUCE =W, oA
of S =HO|A o, Y| R HE

= C|AE0] 20p7t ULCE MR, &ES 129 E

HEE o|=stol 7|2 U JHY, ofY R O § HECHO|Y
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3.1. VMDQ| A QA Ol MJ| ChA|

Kim and Lee(2010)= “VMDQ| O|0|X|= O{E QIE|2|0f, C]
AEg0, Z22 M, i@ S CtYst 14 240 FHHY A
gloz HWMEICID oiQin, 2E MA i 297], 344
2|, C|AaEg (0|, A=K, Ot|Z, POP S22 FME|ofRULC}”
2t FHHCL oHH VMDO| M| CHAE AmHEH <Table 3>
Ol AMQt 20| BEHAZ LiRA HHE 5= QAL

<Table 3> A Development in VMD

Phase DeVﬁ(I;)rﬁ?ent Detailed Contents by Phase
- Understanding for concepts in every floor
Recognition | and brand
1 for - Understanding for goods character and
shops(brand) | price range
concept |- Consideration for purchase condition and
business policy
- Put in place target customers
9 Identity - Understanding for trend and rival brands
setting - Product analysis and get the time of supply
- Decision to season theme
- Setting goods composition & proportion
3 Shop layout |- set-up position and range by each zone
setting - Circulation planning
- Making for presented goods & shop image
- Rough sketch(plane sketch according to
goods composition)
Interior - Create shop drawings, floor plan, elevation
4 planning & dranng, app_llan_ces drawing, Sign.
. - Planning of lighting
design - set up finishing materials
- set up direction, display planning, props.
- Prepare products
Construction, |~ Constructior_\ of §hop interior & exterior
5 display - Install exterior sign '
|- Arrangement of appliances
& promotion | _ Window direction & product display
- Adequacy of shop interior
- Adequacy of rates in goods composition
6 Practice sales|- Adequacy of circulation
& evaluation |- Effectiveness in sales inducing
advertisement and promotion
- Customers’ inconvenience in displayed goods

Source: Kim et al. (2014). p.63.
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<Table 4> A Development of Visual Merchandising in Korea

Phase Type Main Contents

Inducement of visual merchandising
concept.

Benchmarking a case of foreign
countries(US, Japan, etc.)

Sprouting Period
(early 1980s)

First appearance in Korean literature.
Application and systematization in fashion
store and department store

Used as a synonym for display.

Growing Period
(mid 1980s)

- VMD was used by Jang(1991) in expert
journals for the first time.

Application in overall retail facility field.
Maturation Period |- Recognized as a different term with display,
(1990s) that is, separated by display and visual

merchandiser.
emphasized the importance of visual
merchandising.

Proposed the needs for VMD in food
service industries and lingerie shops.
Extension of the range into multisensory
and non-territorial space.

VMD education and application to traditional
market and small traders.

- Recognized as an overall meaning with

Peak Period
(2000s-up to date)

display, merchandising, and interior.
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