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Abstract. This study examines the impact of multi-product co-display 
on consumer choice behavior in retail settings. In the context of 
increasingly fierce competition in the retail industry, product display has 
changed from simple product placement to an important visual 
marketing method that affects consumer decision-making, and the 
mechanism of different display theme expressions on consumer choice 
behavior still needs further exploration. It mainly focuses on the impact 
of artistic theme description and pure attribute theme description on 
consumers’ diverse choice, exploring the mechanism of artistic theme 
display on consumers’ choice behavior through processing fluency, 
positive emotion aand perceived diversity. This method can 
systematically sort out relevant research results on product display, 
consumer diversified choice.  the same time, combining case analysis it 
compares Disney IP-themed pop-up stores and department store brand 
counters to observe differences in consumer behavior under different 
display logics. The ultimate goal is to explore whether artistic theme 
display can effectively promote consumers’ diverse choice behavior 
compared with pure attribute display. To achieve this, this paper 
constructs an analytical framework of “display theme expression, 
consumer psychological mechanism, and diversified choice behavior” 
through theoretical analysis and practical cases, systematically studying 
the impact of product display themes on consumer behavior. 

1 Introduction 
Product display is a very important promotional method in the retail industry, and research 
shows that about a quarter of retail sales can be attributed to product display. There are two 
ways to promote sales in effective product display: one is to shape consumers' value 
perception of products by conveying product and brand information to consumers, so as to 
make them consume rationally; The second is to directly promote consumers' purchases by 
attracting consumers' attention, optimizing the service experience in the purchase process or 
creating a sense of urgency in decision-making, and using consumers' impulsive consumption. 
Studies show that 87% of consumers' purchasing decisions are influenced by the scientific 
and conspicuous nature of product display. Therefore, product display has become one of the 
important means to influence consumer choices and increase sales in the increasingly fierce 
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environment of the retail industry. Most of the existing research on product display is about 
the direction of placement, space spacing, and the selection of multiple product portfolios. 
When we carry out a joint display of multiple products, how to effectively influence 
consumer choices has become a new problem, so in this study, we will explore the concept 
of "display themes". The former can promote consumers' diversified choices compared with 
the artistic theme of displaying products with specific themes or situations as the core, 
emphasizing the sense of story and atmosphere, and the pure attribute theme description that 
is displayed according to the objective attributes of the product. 

2 Literature review 
Product display is defined as a key visual merchandising method for retail enterprises [1]. It 
is a collection of products that are organized by enterprises in the appropriate quantity, order, 
and classification [1] and presented to consumers at the right time, which is based on a certain 
logic, such as function, situation, and brand [2, 3]. From this point of view, display is a kind 
of conscious planning. It is not only a physical display of the product itself but also constitutes 
an important external clue for consumers to obtain product information and evaluate its value 
in the shopping context [1]. 

Effective product display affects consumer decision-making and behavior through two 
paths, and at the same time, its impact is no single, but a multi-level and multi-path 
comprehensive effect. In terms of cognition and information processing, clear and organized 
display can reduce consumers' search costs and cognitive load, thereby making information 
processing smoother [4]. Product attributes, category affiliation, and perceived diversity will 
be affected by the display method, which will change consumers' judgment of them [5]. In 
terms of emotional and behavioral stimulation, a good product display will attract consumers' 
attention and create an immersive experience through the design of visual, environmental, 
and atmosphere, thereby improving the pleasure brought by shopping [6]. At the same time, 
it can stimulate consumers' impulsive purchasing behavior, achieve the effect of increasing 
sales, and affect consumers' tendency to diversify choices and compromise choices [7]. The 
influence mechanism of display mode can be explained by the fact that when the product 
categories or themes provided by the display coincide or coincide with consumers' tendency 
to process product information, the fluency of information processing will be greatly 
improved, resulting in more positive evaluations [2]. On the other hand, consumers' attention 
to the match between products and brands is influenced by the way they are displayed. 

At present, the deconstruction analysis of the specific characteristics of product display 
mainly comes from two perspectives: external and internal. The external perspective focuses 
on the context and physical elements of the display, including the brightness of light and 
environmental odors, which mainly play a role by affecting consumers' emotions, as well as 
the materials and textures of the booth and the placement of products [5, 6]. The internal 
organizational logic of product display is the core dimension that affects consumer cognition 
and behavior, and it constructs the information structure through specific product aggregation, 
and the "display theme" is the perceptual expression of this logic [8]. The classic 
classification includes alternative and complementary displays based on product 
relationships, as well as attribute displays and benefit displays based on information 
presentation [9]. In addition, display by brand and display by category reflect the 
organizational idea of the brand or category dimension [10]. These logics together shape 
consumers' perceptual fluency, matching attention, and aesthetic experience, ultimately 
driving their evaluation and choice behavior [4]. 

Product diversification, also known as diversity-seeking behavior, refers to consumers 
actively choosing products of different types, brands, or attributes when purchasing, rather 
than repeatedly choosing the same option [5]. This behavior not only meets the psychological 
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needs of individuals for novelty and autonomy but also helps enterprises promote balanced 
product sales and new category acceptance. Factors that stimulate diverse choices include 
individuals' deprivation of curiosity, structural needs, and cognitive needs, such as 
individuals' psychological state and situational perception that significantly affect their 
choice strategies. When consumers are in a state of uncertainty or mood swings, they are 
more inclined to enhance experience richness and contextual adaptability through diversified 
choices [11]. In addition, consumers with different cognitive needs have differences in 
information processing methods: those with low cognitive needs rely more on intuition and 
heuristics, while those with high cognitive needs are inclined to analytical decision-making, 
thus showing differentiated diversity preferences in different choice situations [12]. At the 
same time, external factors such as the size of the choice set showed an inverted U-shape, 
and medium scale was the most promoted for diversified choices, while ambiguous 
information or large choice sets prompted consumers to adopt heuristic processing strategies 
to reduce diversification seeking [13]. In addition, environmental resource factors such as 
financial constraints can also motivate such behaviors [14]. While previous studies have 
focused on the impact of display on the purchase intention of a single product, this paper 
focuses on how display affects consumers' diverse choices by stimulating deprivive curiosity 
and adjusting the size of choice sets, providing an integrated perspective for understanding 
consumer behavior [15]. 

3 Research hypotheses  
The essence of product display is to organize product collections through specific logic to 
convey value propositions and contextual cues [1]. The expression of the display theme can 
be divided into artistic theme descriptions and pure attribute theme descriptions. This study 
holds that artistic themes can facilitate consumers' diversified choices, mainly based on the 
following logical paths: 

 
Fig. 1. User experience gain path for an artistic portfolio. 

By building emotionally attractive and narrative scenarios, artistic themes reduce 
consumers' cognitive load when processing multi-product information and enhance 
processing fluency [2]. This expression enables consumers to more naturally perceive the 
thematic similarity among products and regard different items as reasonable combinations 
within the same usage scenario [3], thus improving the rationality of diversified choices. 
Meanwhile, artistic themes can trigger stronger positive emotions (such as pleasure and 
curiosity), motivating consumers' exploration intention and openness to new alternatives 
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[6,15]. In contrast, pure attribute descriptions focus on listing functional features, which are 
more likely to activate rational decision-making based on utility comparison and weaken the 
willingness to try new options. Artistic themes improve consumers' perceived diversity of the 
overall display by creating an integrated atmosphere and visual richness [4]. High perceived 
diversity not only meets individuals' psychological needs for novelty and autonomy but also 
provides a stronger sense of choice freedom, making them more inclined to realize situational 
adaptation and self-expression through diversified choices [5]. 

In summary, artistic themes can promote consumers' diversified selection of displayed 
products by improving processing fluency and arousing positive emotions. Therefore, this 
paper puts forward Hypothesis 1. 

Hypothesis 1: In a multi-product display, the application of artistic theme descriptions is 
more effective in promoting consumers' diversified choices than pure attribute theme 
descriptions. 

In Path 1, artistic themes integrate originally independent and scattered product 
information by constructing emotionally appealing and narrative scenarios. This helps 
consumers more easily capture the thematic similarity among products and interpret 
diversified choices as reasonable combinations in the same usage context, thereby reducing 
cognitive burden and enhancing processing fluency. In Path 2, artistic themes such as 
"dopamine style" can inherently arouse positive emotions, including pleasure and curiosity. 
Such emotions can stimulate consumers' exploration motivation, making them more open to 
new options and willing to break through original preferences to try diversified selections. 

4 Case analysis 
Case analysis in order to test the theoretical relationship proposed in hypothesis 1, it is 
necessary to carry out case analysis research in combination with real retail scenarios. 
Through the comparative observation of artistic theme display and pure attribute display in 
the real retail environment, the impact of different display logics on consumer behavior can 
be more intuitively presented. This paper selects two common retail scenarios, IP-themed 
pop-up stores and conventional retail stores, as the research objects, and conducts a 
comparative analysis on the research question of "whether artistic theme display can promote 
consumers' diversified choices", and observes the differences in the impact of the two display 
strategies on consumer choice diversity in the context of multi-product display. Taking a 
large number of Disney-themed pop-up stores with a large number of audiences of different 
ages around the world as a real situation case of artistic theme display, usually a store will 
place different types of products of the same IP together, build a unified visual style around 
this IP, so that consumers can immerse themselves in choosing products after entering, when 
multiple IP areas are in the same store, consumers will travel across districts and stay for a 
long time, and because of the mixing of stationery, toys, clothing and other products, When 
choosing products, consumers will be more likely to shift their focus to different types of 
products with different IPs due to accidental discoveries, which stimulates consumers' desire 
to buy across categories, and there will be many more unplanned purchases. In the real 
situation case of the common department store brand counter as a pure attribute display, the 
general department store counter will place the products according to a certain classification, 
such as product categories, brands, usage scenarios, etc., an area usually only one type of 
product will be placed, such a product display is convenient for consumers to quickly find 
the target product, and screen and compare it functionally, such a display method makes 
consumers more compare similar products, so the consumer's browsing scope is more 
concentrated, and the probability of cross-category browsing is also reduced. Comparing 
these two product display methods, it can be seen that the artistic theme display guides 
consumers to make cross-category purchases and matching choices by building a contextual 
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consumption space, so that consumers can purchase more diverse product types and choices; 
while pure attribute product display strengthens the path to find target products, so that 
consumers focus on a single product when choosing, which improves shopping efficiency 
but limits consumers' diversified choices. From the comparison of these two cases, it can be 
concluded that different display methods will affect consumers' information processing mode 
and spatial behavior path when shopping and then change their product selection mechanism. 
Because artistic theme displays are more likely to stimulate consumers' association and cross-
category browsing, thereby improving the diversification of choices when shopping. The 
analysis of these two cases responds to the research question of "whether artistic theme 
display can better promote consumers' diversified choices" from the practical level and 
provides practical support for the mechanism proposed by Hypothesis. 

5 Discussion 
Combined with the comparative analysis of Disney-themed pop-up stores and department 
store brand counters, the hypothesis 1 proposed in this paper (artistic theme display is more 
likely to promote consumers' diversified choices than pure attribute display) has been fully 
verified at the practical level. In the Disney-themed pop-up store, the artistic theme display 
built around IP breaks the category boundary, integrating cross-category products such as 
stationery, toys, and clothing in the same context space, and consumers are more likely to 
have cross-regional shopping, accidental discovery and unplanned purchases in the 
immersive experience, which is ultimately manifested in a significant improvement in the 
diversity of choices; The pure attribute display of department stores takes category and 
function as the core division logic, which improves the search efficiency of target products, 
but limits the browsing scope of consumers, making them more inclined to similar product 
comparison and single category selection. This result is highly consistent with the theoretical 
derivation, indicating that the artistic theme display changes the information processing mode 
and spatial behavior path of consumers through contextual design, and ultimately promotes 
the generation of diversified choice behavior. 

From the perspective of case practice, the core mechanism of artistic theme display to 
promote consumers' diversified choices can be summarized into three points: 

The narrative scene built with IP as the core allows consumers to shift from the goal 
orientation of "looking for products" to the immersion orientation of "experience scenes", 
weakening the excessive focus on a single product function and focusing on the adaptability 
of products and theme scenes, providing a more natural rationality for cross-category 
selection. 

Motivation for exploration: Mixed-category display design increases the probability of 
consumers accidentally discovering, combined with the emotional resonance brought by IP, 
which is more likely to arouse curiosity and exploration, and promote unplanned and cross-
category purchasing behavior. 

Reduced cognitive burden: The unified visual style and coherent thematic narrative 
simplify the processing logic of multi-product information, making it easier for consumers 
to perceive the internal correlation between different categories of products, reducing the 
cognitive cost of cross-category selection, and making them more willing to try multiple 
product portfolios. 

In contrast, the core logic of pure attribute display is to prioritize efficiency, helping 
consumers quickly locate target products through clear category division, but also limiting 
the scope of choice to a single category, which inhibits the motivation to explore and diversify 
choices. At the theoretical level, this study breaks through the limitations of previous display 
research focusing on physical layout, supplements the mechanism of product display 
affecting consumer behavior from the perspective of "theme expression", confirms that 
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contextual and emotional theme design is the key variable to promote diversified choices, 
and enriches the research dimension in the field of retail visual merchandising and consumer 
behavior. 

At the practical level, case studies provide clear operational implications for retail 
enterprises: 

For formats that focus on experience and emotional connection, priority should be given 
to the use of artistic theme displays to stimulate consumers' desire to explore and improve 
the purchase rate of combinations through scene construction. 

For highly functional and goal-oriented formats (such as supermarkets and daily 
necessities counters), scenario-based theme design (such as "picnic food light" and "home 
daily life") can be appropriately combined to ensure shopping efficiency while moderately 
guiding cross-category selection. 

The core of artistic theme display is not simply "visual beautification", but to integrate 
cross-category products around the core narrative, so that the theme becomes an emotional 
link between consumers and products. 

The case analysis of this study still has certain limitations: only two scenarios of IP pop-
up stores and department store counters are selected, and more retail formats are not covered. 
At the same time, observational analysis is the focus, and there is a lack of quantitative data 
to support the influence of intensity of each mechanism. Future research can further expand 
the scope of cases, introduce behavioral experiments, questionnaire surveys and other 
methods to quantitatively verify the impact of artistic theme display on consumers' 
diversified choices. It can also explore the moderating effect of different theme types on the 
display effect and provide more refined display design guidance for retail enterprises. 

6 Conclusion 
This study takes the joint display of multiple products in the retail industry as the research 
background, and in view of the gap of focusing on the physical characteristics of display and 
the lack of in-depth discussion of display theme expression, this study focuses on the 
expression mode of display theme, builds a theoretical analysis framework through literature 
combing, and combines the case comparison of actual retail scenes, verifies the promotion 
effect of artistic theme description on consumers' diversified choice, clarifies its internal 
action path, and finally forms a research conclusion with both theoretical and practical value. 
It also provides a direction of reference for subsequent related research and the practice of 
retail enterprises. The study confirms that in the multi-product joint display scene, artistic 
theme description can significantly promote consumers' diversified choice behavior 
compared with pure attribute theme description. Whether it is the "dopamine makeup" theme 
of the beauty collection store or the "light French lazy corner" of the home life collection 
store. The theme reflects the obvious advantages of artistic theme in improving consumers' 
cross-category purchase rate and increasing the average number of categories purchased, 
which is also highly consistent with the assumptions put forward by the study. The core of 
the reason why the artistic theme can play this role is that it not only reduces the cognitive 
burden of consumers to process cross-category product information, makes it easier for 
consumers to perceive the theme association between products, but also stimulates 
consumers' exploration motivation, so that consumers can look at product choices from the 
perspective of scene demand and emotional experience, rather than simply comparing 
product attributes, providing a reasonable psychological basis for diversified choices. This in 
turn drives actual diversified purchasing behaviors. 

From the perspective of the theoretical value of the research, this study breaks through 
the previous product display research limited to the scope of physical organizational logic 
such as placement position, spatial spacing, and combination form, and for the first time 
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incorporates the expression of display themes into the research horizon, and puts forward the 
classification perspective of artistic themes and pure attribute themes, enriching the research 
dimension of product display. At the same time, this study constructs "display theme 
expression - processing fluency/positive emotion/perceptual diversity - consumer diversified 
choice "It clarifies the internal mechanism of display themes affecting consumers' diversified 
choices, supplements the research results in the fields related to product display and 
consumers' diversified choices, and also provides new ideas for the theoretical research of 
retail visual merchandising. At the practical level, the conclusions of this study provide clear 
and practical guidance for the design of multi-product joint display of retail enterprises. In 
the increasingly fierce competition in the retail industry, product display is no longer a simple 
physical display of products, but a key means to influence consumer choice and improve the 
purchase rate of combinations. For retail enterprises, especially in categories that focus on 
experience and matching such as beauty, home furnishing, and clothing, when conducting 
multi-product joint display, they should abandon the traditional way of simply listing product 
attributes and adopt artistic theme expression. Enterprises can combine market trends and 
consumer emotional needs to create narrative and scenario-based display themes, and allow 
consumers to intuitively perceive product matching scenarios by building immersive display 
scenarios, so as to stimulate consumers' willingness to explore and diversified choice 
behaviors, and ultimately achieve an increase in product portfolio purchase rate and overall 
sales. 

This study also has certain limitations, leaving room for subsequent research. This study 
mainly verifies the research hypothesis through case analysis, and has not been quantitatively 
studied through empirical experiments, and lacks accurate support at the data level, so it is 
impossible to quantitatively analyze the impact intensity of each pathway. At the same time, 
the research case only selected two major retail scenarios, beauty and home life collection 
stores, and the scope of application of the conclusion needs to be further verified, and has not 
yet covered other formats such as supermarkets, convenience stores, and clothing monopoly 
stores. Future research can quantify and verify the influence effect of artistic display themes 
through empirical research methods such as design questionnaire surveys and behavioral 
experiments, and test the mediating effects of processing fluency, positive emotions, and 
perceptual diversity. It can also further expand the retail scenarios and product categories 
studied and explore the differences and applicability boundaries of artistic display themes 
under different formats and categories. In addition, individual consumer characteristics (such 
as cognitive needs, curiosity level, aesthetic preferences) and shopping contextual factors 
(such as shopping motivation and time pressure) can be introduced as moderating variables 
to construct a more complete research model, so that the research conclusions are more 
universal and provide more refined guidance for the display design of retail enterprises. 

In general, the artistic expression of display themes is an important direction for retail 
enterprises to optimize multi-product joint display, which is in line with the needs of 
contemporary consumers from functional purchases to experiential purchases. In the future, 
with the continuous development of the retail industry, the scene construction and emotional 
expression around the display theme will become an important part of retail visual marketing, 
and the artistic display theme design based on consumer needs will also become one of the 
key starting points for retail enterprises to enhance their core competitiveness. 
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