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Abstract

Today the retail business environment becomes more complex and unpredictable in nature. In this research article
researchers try to discus on engagement of arts in creating values in retail sector organisations. As the art based
methods are used in various organisational developments, so this paper focused on four processes proposed by Darso
and Dawids (2002) in retail sector organisation, to identify how these methods innovatively works on retail
customers and why these process are important for the retail organisation performance. We identifies that the
retailers should have to focus on the use of arts based method such as decoration, entertainment, developing the high
skilled employees and attractive retail environment, enables customer to see the retail store environment more
differently which helps in improving the performance of retail sector organisations. Based on the review of earlier
published literatures, the present study shows that the uses of arts in creating shopping values more innovative,
effectively and efficiently in retail sector organisations, have become a key to develop the effective business strategy
to get competitive advantages over others.

Keywords: retail sector, retail environment, shopping values, arts in business, business strategy, organisational
performance

1. Introduction

Creating retail environment more attractive and startling is an art to communicate the assurance of merchandise
delivered and experienced by the customer during shopping process. Undoubtedly, the retail industry is a one of the
fastest growing, changing and dynamic industries in the world today. Recent years have brought winds of change to
the retail industry for Indian market. IBEF Report (2013) shows that India is ranked fifth in the Global Retail
Development Index in 2012 because of increased urbanization, consumerism and emergence of organized retail
outlets in the form of malls and hypermarkets in which hypermarkets would be the largest retail segment, accounting
for 21% of total retail space by 2013-2014. Artful creation of shopping value in the retail store is an essential part of
retail business strategy. Currently the organized retail sector in India constitutes 8% of the total retail market than
traditional retail and it is expected to gain the share of 20% by 2020 (Deloitte, 2013). Besides selling merchandise to
the customer from retail outlets, retailers are more focused toward a role of providing better services to customer.
Darso and Dawids (2002), study presents four options to Arts-in-Business: “arts as decoration, art as entertainment,
arts as instruments, and the arts as a strategic process” of transformation for the business activities. Behind this
concern the questions of how these four options of Arts-in-Business will be effective for creating values in retail
sector organisations. As there is a rising appreciation of more creative and innovative work for creation of shopping
values (Babin et al., 1994; 2005) artistically. The development of personal and organisational creativity is repeatedly
cited as an essential requirement for today’s organisations (Amabile et al., 2005). The applications of art in creating
value makes the purchase decisions easier for the customer and they can share their observed experience with their
peer group members facilitate retail organisation to focus on use of arts in retail business (Atulkar and Kesari, 2014).
The learning’s of retail environment is necessary for the development of retail marketing strategies (Arnold and
Reynolds 2003), retail store performance and also for the benefit of the staff performance in this competitive
environment. In response to the research question in the recent research on retail sector, the main objective of this
study is how the artful creation of values using four options of arts in business will help in improving the
performance of retail sector organisation in India (Kesari and Atulkar, 2015). Based on the literature reviews of
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earlier published papers, this study tries to recognize the use of arts in value creation, helps retailer to design their
store layout and environment more positive, attractive, exciting, innovative and motivated, which energies the
customer to shop from particular retail stores.

2. Literature Review
2.1 Arts of Creating Values

Babin et al. (1994) study verifies the existence of shopping values in the customer, shows that the perceived
satisfaction from the product will influences customer shopping behaviour. A review on shopping values (Babin et
al., 1994, Wakefield and Baker, 1998; Babin et al., 2005) indicates that the shopping behaviour of the customer is
influenced by perceived values at retail store. It is argued that creating customer value is an art for producing
satisfaction and purchase intention for the product and services in the customers (Atulkar and Kesari, 2017) and most
of the time the retail business organisation spend lot of time on preparing the artistic ways to improve retail business
performance. Every customer loves the exclusivity of knowing the new and exciting thinks related to product, which
retailers have to focus, makes consumers to feel like insiders. They are placing importance on intrinsic values such as
kindness and collaboration at the retail store while making purchase. Study of Darso (2013), a distinguished
researcher, describes the four levels of arts in business, which we have used for creating values of retail sector
organisation for the organized retail customer.

2.1.1 Arts as Decoration

Retail store environment should be more decorative and attractive which can remove the strain and negative
emotions from customer mind and create emotional connectivity of customer with retail store and sales staff.
Therefore, the organized retail store owners invest more on store designing by using bright colours, proper colourful
lightings, promotional pamphlet, and physical facilities for providing shopping convenience (Chandon et al., 2000).
Bloch et al. (1994) showed that hedonic shoppers experience higher pleasure and arousal from the use of art as
decoration from shopping process. To keep the products in the public eye, the retailer have to demonstrate products
artistically encourage customers to connect with the merchandise at their sensual level. The art of shifting customer
preferences of everyday products was investigated by Hagtvedt and Patrick (2006) and this art infusion theory not
only influences evaluations, but also has a capacity to reduce emotional responses (Darso, 2013). It has been
observed that during festive season retailer sales their products with decorative packaging or in decorated shopping
bags, reused by the customer as gift bags or as shopping bags. Sometimes the packaging is so important that is used
over and over for other products that do not relate to the packages. Hence, the decorative packaging of the product
has become more desirable as a symbol, which feels customer enchantment, ultimately leads to make more purchase
(Atulkar and Kesari, 2014). Artistic use of colour combination in the retail store instantly impact on customer’s
moods and emotions towards retail store. For example when displaying any dark colour dresses, retailer may put
them on in front of a bright colour wall to stimulate the magnetism in the customer.

2.1.2 Arts as Entertainment

Organized retail stores are viewed as a place for entertainment (Bloch et al., 1994), where the customer does not
purchase products or items purely based on usability in order to satisfy their need recognition. Today the shopping in
this modern era clubbed with entertainment facilities, which consumers look for during their shopping trip. Thus, the
artful use of entertainment facilities like soft music and aromatic environment, artistic paintings on the walls,
refreshment facilities and gaming zone for the children’s generate pleasure and enjoyment (Arnold and Reynolds,
2003) in the customer. Therefore, the retailers that want to compete efficiently in this customer era must be able to
appeal the customers need and demand more than the offered products and services. Retailers have to induce art in
marketing activities to differentiate itself from other through entertainment activities and reduce the visual confusion
of the modern world by activating customer’s emotions through entertainment. Study of Sinha and Banerjee (2004)
observes that the shoppers in the category of leisure stores place a greater importance to the values provided by
entertainment. Therefore, the artistically use of bright colours, aroma and sitting areas design in the organized retail
stores encourage customers to relax and refresh their mood (Wakefield and Baker, 1998). Some time the retailers
invite television artists for the promotion of product launch, movies and promotional events on special occasions at
organized retail store creates excitement in the customer (Babin et al., 1994).

2.1.3 Arts as Instrument

Arts is used as an instrument for the development of sales staff such as skill development, works in a team and
motivation through appreciation in order to improve the employee performance collaborates with organisational
performance. Darso and Dawids (2002) initially identify behaviours and competencies that reflect improved
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performance benefits from arts-based learning. According to Schmitt and Simonson (1997), the customers always
looking beyond the basic functions of a product of services, when making any purchase decision related to product or
services. Thus, the use of arts in the retail stores and its performance in the market plays an important role in
preparing retail business strategies. Use of arts in teambuilding, communication training, leadership development,
problem solving and innovation processes (Darso, 2013), motivate employees to work effectively and efficiently for
improving organisational performance. Self-expression of the customer is the instrument via social media, blogging
and email marketing to capturing the view point of the customer related to the product or retail store.

2.1.4 Arts as Strategy

Strategy shows the direction and scope to the organisations over the long-term, helps in achieving the advantages in a
changing environment with the aim of fulfilling customer’s expectations. While preparing the business strategy arts
work a lot. Before preparing any new business strategy for the retail store businesses, retailer have to focus on pitfall
and how effective they are in the start-up in the earlier, then spotlight on current strategy. It enlarges the thinking, the
openness of ideas, willingness to expand into more and different things (Darso and Dawids, 2002). To get success in
this competitive retail environment it is important to see the future differently (Antal and Strauf3 2013) and the
ability to see differently the futuristic new horizons of business that will boost business in the near future is an art. It
is also important for the retailers to understanding the customer shopping experience (Atulkar and Kesari, 2016) with
patronage behavioural responses for better management of strategies in the retail stores, enhances the retail store
performance.

2.1.5 Arts of Appealing the Sense

The purpose of use of artistic qualities to various aspects of retail store environment by using above discussed four
processes is essential to draw attention and creating interest when the customers are not actively seeking information
about the products (Crader and Zaichkowsky, 2001). Vision is the main component of any retail organisation,
because the visual aspect of merchandise is what a customer first connects when shopping (Babin et al., 1994). This
sensory stimulation creates an image, impressions, and emotional attachment or association with the product which
determines whether the product will be acquired by the potential buyers or not. While shopping customer interact
with same product offered by multiple brands, compelling marketers to use colour, contrast, context and packaging
arts to shift customer preference (Atulkar and Kesari, 2014) to achieve success in today*s market.

It is a behavioural response to move closer to the merchandise, touching the product for observing the appearance,
design and quality before purchasing (Bloch et al., 2003). This can happen not only with the luxuries product (Crader
and Zaichkowsky, 2001) but even for the food items also. While purchasing cloths customer first take the trial, fit to
them comfortable them after the customer will take the purchase decision. Maximum time in FMCG retail outlets it
has been observed that stimulation created by touching the products creates an excitement, emotional connection
with the product and produces pleasure of shopping process, force customer to make impulse purchases (Atulkar and
Kesari, 2017). Use of music in the retail stores environment unknowingly change the behaviour of customers and
generate excitement and enjoyment (Wakefield and Baker, 1998; Arnold and Reynolds, 2003) of shopping process.
Familiarities of the music will affect the perception of the customer to react positively and negatively when the
music is not comfortable to them. So, the customer spends more time in the musical retail store environment. Aroma
or odours produced in the retail store can stir emotions, create calming feeling and relieve from stress (Crader and
Zaichkowsky, 2001), and also creates a connection between a particular scent with the brand or products. When the
customer smells the same aroma in any other place or time, they will memorize the experience and emotions tied
with retail store either it may be in the form of good or bad feelings. The fragrance processed can be either ambient
or non ambient. Taste preferences are also related to culture motivate retailer to make use of art through in-store
sampling according to the taste of different culture and societal peoples (Atulkar and Kesari, 2016).

3. Discussion

To compete today’s competitive challenging retail environment the retailers have to work harder continuously to
build a watertight business activities artistically. Today the retail business environment becomes more complex and
images, arts and performances have become a key part to develop the effective business strategy (Darso, 2013). It is
crucial to address the many possibilities that arts have to offer, not only as a key for success, but as a way of
empowering and opening new horizons in life and business to understanding and seeing the visible world (Darso,
2013). So, the retailers should have to invest their time and energy for using of arts in developing the high skilled
employees, which enables customer to see the retail store environment more differently (Antal and Strauf3 2013).
Having all the discussed four processes arts as decoration, arts as entertainment, arts as instrument and arts as
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strategy proposed by Darso (2013) present in retail business with artistic linkages is responsible for shift the
customer senses positively.

Discussion on appealing the senses it is observes that the infusion of arts in visualization (Crader and Zaichkowsky,
2001) not only influences comprehension and valuation of unrelated product competently but also it creates
awareness, customer loyalty and relationship about the merchandise to be purchased. So, the retailer will focus on
pricing, packaging, brandings, promotion, layout design (Schmitt and Simonson, 1997) that focuses customer
attention. Touching is a response to connect them with the product and this tendency is found highly in a retail store,
which helps in increasing the sales. Parallel to this the hearing the soft music played in retail stores make customer to
relax and refresh their mood from their daily routine hectic schedule. The presence of ambient scent in the retail
environment increases positive response, even the scent has no connection with the product (Henderson, 1996).
Finally, the taste contributes the experience of customer for perceived products (Crader and Zaichkowsky, 2001).
Companies always try to develop new concoctions to satisfy the changing taste of customer. Thus, appealing the
customer senses (vision, touch, hear, smell, and sometime taste) in the retail store environment, considered as a way
by which the retailers encourage their costumers to connect with the merchandise offered at retail stores.

4. Conclusion

The study conclude that the retailer have to identified the behaviours and competencies aspects of retailing that helps
in improve the performance benefits from arts-based learning, benefits the retail sector organisation. Thus, the
retailers have to sell the philosophy related to the product rather than selling the product to the customer to inspire
brand advocates in the form of lifestyle. By developing one to one relationships with the customer and writing email
related to how they feel in the retail environment, retailers can easily solve the problems and build connections with
them. Today the customers are differs from each other in the retail store environment with shopping values.
Therefore, the understanding and knowledge about the customer shopping values helps retailers to design their store
environment artistically to motivate and satisfy the particular needs of customer. Finally, the customers who buy
products or services from the particular retail store aren't just customers; they can be the best ambassadors of product
passing through the use of arts in retailing. Thus, use of art in retail store helps retailer in generating positive
evaluation and comforts to shop by providing excellent customer services and loyalty programmes.
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