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Abstract

The purpose of this study is the structural relations will be examined among the VMD image of clothe stores,
emotional reactions of brand awareness, brand image, brand attitude, and purchase intention.

An cmpirical study in experimenta] design was conducted to female college students in their twenties, who made
a huge influcntial group in the fashion industry, by considering the VMD characteristics of clothing shops. It
measured the eflects of VMD based on the changes to the consumer attitude before and afier the VMD renewals,
the correlalions berween brand recognition and VMD, and the influences of VMD on brand recognition and image,
which were considered as important {actors in creating brand assets.

The research findings were as {ollows: 1. There were differences in emotional reactions according to the VMD
image changes before and after renewal. Considering that the consumers recognized the VMD changes before and
aficr renewal and showed different emotional reactions, the ¥YMD image seems to be a major variable affecting their
emotions. 2. As for the changes to the VMD image and brand image before and after renewal, the consumers
recognized the VMD changes before and after renewal and conscquently recognized the brad images differently,
which implies that brand image can vary according to the effects of VMD renewal and changes to the VMD image.

Key words: the effects of VMD(VMD E 3. before and after the VMD renewals(VMD 8l € 478, brand
awareness{ BYE Q1A% changes to the customer attitude( 281 3} Bl B, empirical studyf 4
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