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Abstract—The purpose of this project is to examine the impact of visi cooler installation on chocolate sales and product 

visibility in retail outlets. In the highly competitive FMCG retail environment, chocolates are largely impulse-driven products, 

and effective in-store visibility plays a major role in influencing customer purchase decisions. Many retail outlets rely on 

traditional shelf displays, which may not adequately attract consumer attention. To address this issue, branded visi coolers are 

increasingly used as a point-of-sale marketing tool to enhance product display and accessibility. The study aims to analyze 

whether visi cooler installation genuinely improves chocolate sales performance and retailer perception. It also examines how 

factors such as daily customer footfall, space availability, and display sufficiency influence retailer willingness to adopt visi 

coolers. Data were collected by surveying retail outlet owners using a structured questionnaire and analyzing their sales 

perceptions and store characteristics. The study further investigates the relationship between improved product visibility and 

perceived sales improvement using statistical tools. The findings of the study assist FMCG companies in identifying suitable retail 

outlets for visi cooler deployment and developing effective retail visibility strategies. Overall, the study highlights the importance 

of visi coolers in enhancing retail visibility, stimulating impulse purchases, and supporting sales growth, thereby contributing to 

more effective retail marketing decisions. 

Index Terms— Visi Cooler, Chocolate Sales, Retail Visibility, FMCG, Retailer Perception 

I. INTRODUCTION 

 
Retail display mechanisms have become effective instruments for influencing customer purchase behavior, particularly in the 

fast-moving consumer goods (FMCG) sector. Chocolates, being impulse-oriented products, rely heavily on in-store visibility 

to attract customer attention and encourage purchase decisions. Retailers can enhance product appeal and accessibility by 

using modern display infrastructure such as visi coolers, which provide organized, attractive, and eye-catching product 

presentation. Branded visi coolers have proven to be a successful merchandising tool for displaying chocolate products, as 

they improve product visibility while maintaining quality and freshness. 

The impact of improved retail visibility on chocolate sales reflects broader changes in consumer shopping behavior, where 

visual appeal, ease of access, and point-of-sale influence play a crucial role. As consumers increasingly make purchase 

decisions inside retail outlets, brands must adapt their in-store marketing strategies to remain competitive. By utilizing visi 

coolers, chocolate brands can strengthen their presence at the retail level, build stronger engagement with customers, and 

stimulate impulse purchases. This study examines the effectiveness of visi cooler installation in enhancing product visibility 

and sales performance, analyzes retailer perception and willingness, and considers the implications of retail visibility 
strategies for chocolate marketing in the evolving FMCG retail environment. 

 

II. RESEARCH METHODOLOGY 

 

A descriptive research design was adopted to examine the impact of visi cooler installation on chocolate sales performance 

and retail visibility in selected retail outlets. Both primary and secondary data sources were used for the study. Primary data 

were collected from 353 retail outlet owners using a structured questionnaire, while secondary data were obtained from 

company reports, industry publications, academic journals, and FMCG retail studies related to in-store merchandising and 

visibility strategies. The sample of 353 retailers consists of selected retail outlets dealing in chocolate and confectionery 

products. The respondents provided valuable insights regarding daily customer footfall, space availability, retailer 
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willingness, and perceived sales improvement after visi cooler installation. A structured questionnaire served as the primary 

data collection instrument. The collected data were analyzed using MS Excel for data organization, frequency analysis, cross-

tabulation, and regression analysis, along with the Chi-square test to examine relationships between key variables and assess 

the impact of improved display sufficiency on chocolate sales performance. 

 

III. REVIEW OF LITERATURE 

 
Ghosh and Tripathi (2020), in their study “Impact of In-Store Visual Merchandising on Consumer Impulse Buying Behavior 

in the FMCG Sector,” examined how visual merchandising tools influence impulse purchases, particularly for low-

involvement products like chocolates. Using a survey-based approach among urban retail shoppers, the study found that 

visibility-enhancing tools such as branded racks and visi coolers significantly increased unplanned purchases. The authors 

concluded that visi coolers act as a “silent salesman” by improving product prominence at the point of purchase, thereby 

positively impacting chocolate sales. 

 

Rathnayake (2015) conducted a study titled “The Role of Point-of-Purchase Displays in Enhancing Brand Equity: A Study on 

the Confectionery Industry,” which focused on how refrigerated display units affect brand recall and consumer trust. The 

study used structured questionnaires administered to retail shoppers in tropical regions and found that chocolates stored in 

visi coolers were perceived as fresher and of higher quality. The findings suggest that visi coolers not only preserve product 

quality but also strengthen brand visibility and top-of-mind awareness, leading to higher purchase intention. 

 

Gupta and Jain (2021), in their research “The Impact of Product Placement and Cold Storage Visibility on Consumer 

Purchase Intent in the Indian Confectionery Market,” analyzed the relationship between chilled displays and consumer 

perception. The study, based on a sample of retail consumers across Tier-II Indian cities, revealed that chocolates displayed 

in visi coolers recorded nearly 22% higher brand recall compared to ambient shelf displays. The authors concluded that cold 

storage visibility plays a crucial role in shaping consumer preference and improving sales performance. 

 

Satish and Bharadhwaj (2014) explored retailer perspectives in their study “Information Search Behaviour among Retailers: 

A Study of Refrigerated FMCG Products.” Through interviews with small and medium retailers, the study identified key 

factors influencing the adoption of visi coolers, such as electricity cost, maintenance support, and brand incentives. The 

findings highlighted that retailers who actively used visi coolers experienced better product movement and improved 

customer attention, indicating a positive link between visi cooler usage and sales outcomes. 

 

Verma and Madan (2022), in “Geospatial Analysis for Retail Distribution: Identifying High-Potential Outlets for 

Infrastructure Investment,” proposed a structured framework to identify outlets suitable for high-value assets like visi coolers. 

Using footfall, store location, and sales turnover as criteria, the study concluded that visi cooler installation in high-footfall 

outlets leads to improved return on investment and higher value per outlet. This study strongly supports the need for scientific 

outlet selection for visi cooler deployment. 

 

Leua and Sawhney (2010), in their study “Study on the Effectiveness of Retail Environment Classification of Cadbury India 

Limited,” examined how retail environment classification systems influence merchandising effectiveness. Using a survey of 

100 retail outlets, the study identified gaps in compliance with merchandising standards and dissatisfaction among retailers 

due to operational challenges. The findings highlight that improper implementation of retail environment standards weakens 

in-store visibility, suggesting that structured merchandising tools such as visi coolers can improve display consistency and 

sales performance. 

 

Koul, Sinha, and Mishra (2017) conducted a study titled “Small Retailer’s Merchandise Decision Making: A Grounded 

Theory Approach,” focusing on merchandise decisions of Kirana retailers. Through qualitative interviews with small 

retailers, the study found that product assortment and display decisions are primarily driven by customer demand and space 

constraints rather than profitability. The research concluded that limited shelf space restricts visibility of impulse products 

like chocolates, reinforcing the importance of compact display solutions such as visi coolers in small retail outlets. 

 

The Mondelez International Study (Year not specified) titled “A Study on Visi Cooler and Achievement of Value Per Outlet 

(VPO) of the Retailers,” analyzed the effectiveness of company-provided visi coolers in improving outlet-level sales. The 

study found that although a majority of outlets achieved their sales targets, many retailers did not operate the coolers due to 

electricity costs and space limitations. The findings emphasize that while visi coolers have strong sales potential, retailer 

willingness and operational feasibility are critical factors influencing their impact on chocolate sales and visibility.  
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Ramanathan and Meenakshisundaram (2015), in their research “A Study on Retailer Perception towards Chocolate 

Distribution Channel with Special Reference to Tier-II Cities,” examined retailer attitudes toward infrastructure support 

provided by chocolate manufacturers. The study revealed that visi coolers are perceived as a risk-mitigation tool in high-

temperature regions, helping reduce spoilage and improve product quality. The authors concluded that the availability of 

cooling infrastructure significantly influences retailers’ confidence and sales continuity for chocolate products. 

 

Pandey (2020) conducted a study titled “Study of Consumer's Impulse Buying Behavior for Chocolates and Brand 

Preference,” which analyzed impulse purchase triggers at the point of sale. Using consumer surveys, the study found that 

nearly 70% of chocolate purchases were unplanned and heavily influenced by visual stimuli near the billing counter. The 

research concluded that chilled and well-lit displays increase reminder impulse buying, supporting the role of visi coolers in 

enhancing chocolate visibility and sales. 

 

IV. OBJECTIVES OF THE STUDY 

 
The major objectives of the study are as follows, 1. To identify potential retail outlets suitable for visi cooler deployment. 2. 

To analyze chocolate sales performance and the existing competitive environment in retail outlets. 3. To examine retailer 

willingness and factors influencing the decision to install a visi cooler. 4. To assess the impact of visi cooler installation on 

product visibility and perceived sales improvement. 

 

V. ANALYSIS AND INFERENCES 

 

       To identify potential retail outlets suitable for Nestlé visi cooler deployment: 

 The majority of outlets are Small Grocery Stores (49.9%), followed by Chemists (19%). 

 Most outlets (67.1%) have a daily footfall of 50–100 customers and 58.6% are located in market/high footfall areas. 

 72% of outlets do not have cooling equipment. 

 63.5% of outlets generate less than ₹3,000 monthly chocolate sales. 

 Chi-square test shows significant relationship between Footfall and Space Availability (p = 0.001). 
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Null Hypothesis: There is no relationship between Footfall and Space Availability 

 

Alternate Hypothesis: There is a relationship between Footfall and Space Availability 
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Cross Tab Table: 

 

 
Inference: 

Since the significance value is 0.001, which is less than 0.05, the null hypothesis is rejected. This indicates that there is a significant 

relationship between daily footfall and space availability in retail outlets. The cross-tabulation results show that outlets with moderate 

to high footfall (50–100 customers and above) are more likely to have adequate space availability. This suggests that stores 

experiencing higher customer inflow tend to maintain better space management to accommodate customers and product display 

effectively. 

 

       To analyze chocolate sales performance and existing competitive environment in retail outlets: 

 Nestlé is the best-selling brand in 72.8% of outlets, while Cadbury leads in 27.2%. 

 KitKat (68.3%) is the highest-selling Nestlé brand. 

 Small packs (₹5–₹10) dominate sales at 76.2%. 

 76.2% of outlets do not have competitor cooling units. 

  Chi-square test shows significant relationship between Sales Volume and Existing Cooling (p = 0.002). 

Null Hypothesis: There is no relationship between Sales Volume and Exixting Cooling 

 

Alternate Hypothesis: There is a relationship between Sales Volume and Exixting Cooling 
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Cross Tab Table: 

 
 

 

Inference 

Since the significance value is 0.002, which is less than 0.05, the null hypothesis is rejected. This indicates that 

there is a significant relationship between average monthly chocolate sales and the availability of existing 

cooling equipment. The cross-tabulation results show that outlets with higher sales volumes (₹7,000 and 

above) are more likely to have cooling equipment, whereas outlets with lower sales (below ₹3,000) mostly do 

not possess cooling facilities. This suggests that higher sales performance influences the adoption of cooling 

equipment in retail outlets. 

 
     To examine retailer willingness and factors influencing the decision to install a Nestlé visi cooler: 

 Chi-square test shows significant relationship between Store Type and Willingness (p = 0.000). 

 Outlets without competitor coolers show higher willingness (p = 0.001). 

 Scheme awareness significantly influences willingness (p = 0.000). 

 Higher Sales (83.8%) is the main motivating factor for installation. 
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          To assess the impact of visi cooler installation on sales and visibility: 

 Regression shows significant relationship between Display Sufficiency and Sales Improvement (p = 0.000). 

 Reduced Spoilage and Product Quality significantly influence sales improvement (p = 0.000). 

 Nestlé Branding and Visibility significantly impact perceived sales growth (p = 0.000). 

 Nestlé Schemes and Benefits also show significant influence (p = 0.000). 

 

 

 

 

 

VI. CONCLUSION 

 
This project helped understand how visi cooler deployment influences chocolate sales and retailer performance. The 

responses show that Nestlé chocolates have strong acceptance among retail outlets, especially in high-footfall areas. 

However, many stores lack proper display space and cooling infrastructure, which limits the brand’s full sales potential. The 

study indicates that product visibility and temperature-controlled storage are key factors affecting chocolate sales. Retailers 

believe that chocolates sell better when they are properly displayed and maintained in good condition. Willingness to install a 

visi cooler is mainly driven by expected sales growth, reduced spoilage, and attractive trade schemes rather than store size. 

Overall, the findings confirm that visi coolers act as effective sales-enhancing tools by improving visibility, maintaining 

product quality, and increasing retailer confidence. Strategic installation in high-potential outlets can significantly boost sales 

performance and strengthen Nestlé’s competitive position in the market. 
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