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Abstract

This study examincd the correlation betwecn the attitude toward the adventlising(A,) and the attitude toward the
VMD{Visual Merchandising{Avmp), and the effect of A, and Aymp on the astitude toward the brand{Ay) in sports
wear market. 287 qucstionnaires were distributed to 20's male and female, and 284 respondents were used for the
analysis. To analyze the data, we used the struclural equation model, LISREL 8.0. The key points of the result were
as follows:

1} A, and Aymp influenced each other, and the effect of Avmp on A, was bigger than the effect of A, on Avmp.

2) Both A, and Avmp affectcd Ay directly, and the effect of Avmp on Ay was bigger than the effcct of A, on Ay

3} Ay create by A, could be changed by the mediating cffect of Avmp, but Ay created by Avmp could not be

changed by the mediating effect of A,.
4) The indirect effect of A, on A, through Avwmp was bigger than the dircct effect of A, on Ay
5) Ay affected the purchase intention directly in a positive way.
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