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{Abstract)

This study is to empirically examine the primary dimensions of visual merchandising
(VMD) of internet shopping mall, namely store design, merchandise, and merchandising
cues, to be a attractive virtual store to the shoppers. The authors reviewed the literature
related to the major components of VMD from the perspective of the AIDA model, which
has been mainly applied to the offline store settings.

The major purposes of the study are as follows; first, tries to derive the variables
related with the components of visual merchandising through reviewing the existing
literatures, establish the hypotheses, and test it empirically. Second, examines the
relationships between the components of VMD and the attitude toward the VMD,
however, putting more emphasis on finding out the component structure of the VMD.

VMD needs to be examined with the perspective that an online shopping mall is a
virtual self-service or clerkless store, which could reduce the number of employees, help
the shoppers search, evaluate and purchase for themselves, and to be explored in terms
of the in-store persuasion processes of customers. This study reviewed the literatures
related to store design, merchandise, and merchandising cues which might be relevant to
the store, product, and promotion respectively.

VMD is a total communication tool, and AIDA model could explain the in-store
consumer behavior of online shopping. Store design has to do with triggering a consumer
attention to the online mall, merchandise with a product related interest, and
merchandising cues with promotions such as recommendation and links that induce the
desire to pruchase. These three steps might be seen as the processes for purchase

actions.
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The theoretical rationale for the relationship between VMD and AIDA could be found
in Tyagi(2005) that the three steps of consumer-oriented merchandising are a store, a
product assortment, and placement, in Omar(1999) that three types of interior display are
a architectural design display, commodity display, and point-of-sales(POS) display, and in
Davies and Ward(2005) that the retail store interior image is related to an atmosphere,
merchandise, and in-store promotion. Lee et al(2000) suggested as the web merchandising
components a merchandising cues, a shopping metaphor which is an assistant tool for
search, a store design, a layout(web design), and a product assortment.

The store design which includes differentiation, simplicity and navigation is supposed to
be related to the attention to the virtual store. Second, the merchandise dimensions
comprising product assortments, visual information and product reputation have to do
with the interest in the product offerings. Finally, the merchandising cues that refer to
merchandiser(MD)’s recommendation of products and providing the hyperlinks to relevant
goods for the shopper is concerned with attempt to induce the desire to purchase.

The questionnaire survey was carried out to collect the data about the consumers who
would shop at internet shopping malls frequently. To select the subject malls, the mall
ranking data announced by a mall rating agency was used to differentiate the most
popular and least popular five mall each. The subjects was instructed to answer the
questions after navigating the designated mall for five minutes. The 300 questionnaire
was distributed to the consumers, 166 samples were used in the final analysis. The
empirical testing focused on identifying and confirming the dimensionality of VMD and
its subdimensions using a structural equation modeling method.

The confirmatory factor analysis for the endogeneous and exogeneous variables was
carried out in four parts. The second-order factor analysis was done for a store design, a
merchandise, and a merchandising cues, and first-order confirmatory factor analysis for
the attitude toward the VMD.

The model test results shows that the chi-square value of structural equation is
144.39(d.f 49), significant at 0.01 level which means the proposed model was rejected. But,
judging from the ratio of chi-square value vs. degree of freedom, the ratio was 2.94
which smaller than an acceptable level of 3.0, RMR is 0.087 which is higher than a
generally acceptable level of 0.08. GFI and AGFI is turned out to be 090 and 0.84
respectively. Both NFI and NNFI is 0.94, and CFI 0.95.

The major test results are as follows; first, the second-order factor analysis and

structural equational modeling reveals that the differentiation, simplicity and ease of
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identifying current status of the transaction are confirmed to be subdimensions of store
design and to be a significant predictors of the dependent variable. This result implies
that when designing an online shopping mall, it is necessary to differentiate visually from
other malls to improve the effectiveness of the communications of store design. That is,
the differentiated store design raise the contrast stimulus to sensory organs to promote
the memory of the store and to have a favorable attitude toward the VMD of a store.

The results that navigation which means the easiness of identifying current status of
shopping affects the attitude to VMD could be interpreted that the navigating processes
via the hyperlinks which is characteristics of an internet shopping is a complex and
cognitive process and shoppers are likely to lack the sense of overall structure of the
store. Consequently, shoppers are likely to be alost amid shopping not knowing where to
go. The orientation tool enhance the accessibility of information to raise the perceptive
power about the store environment.(Titus & Everett 1995)

Second, the primary dimension of merchandise and its subdimensions was confirmed to
be unidimensional respectively, have a construct validity, and nomological validity which
the VMD dimensions supposed to have a positive correlation with the dependent variable.
The subdimensions of product assortment, brand fame and information provision proved
to have a positive effect on the attitude toward the VMD. It could be interpreted that the
more plentiful the product and brand assortment of the mall is, the more likely the
shoppers to favor it.

Brand fame and information provision as well affect the VMD attitude, which means
that the more famous the brand, the more likely the shoppers would trust and feel
familiar with the mall, and the plentifully and visually presented information could have
the shopper have a favorable attitude toward the store VMD.

Third, it turned out to be that merchandising cue of product recommendation and
hyperlinks affect the VMD attitude. This could be interpreted that recommended products
could reduce the uncertainty related with the purchase decision, and the hyperlinks to
relevant products would help the shopper save the cognitive effort exerted into the
information search and gathering, which could lead to a favorable attitude to the VMD.

This study tried to sheds some new light on the VMD of online store by reviewing
the variables mentioned to be relevant with offline VMD in the existing literatures, and
tried to link the VMD components from the perspective of AIDA model. The effect size
of the VMD dimensions on the attitude was in the order of the merchandise, the store

design and the merchandising cues.
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It is said that an internet has an unlimited place for display, however, the virtual store
is not unlimited since the consumer has a limited amount of cognitive ability to process
the external information and internal memory. Particularly, the shoppers are likely to face
some difficulties in decision making on account of too many alternative and information
overloads. Therefore, the internet shopping mall manager should take into consideration
the cost of information search on the part of the consumer, to establish the optimal
product placements and search routes. An efficient store composition would be possible
by reducing the psychological burdens and cognitive efforts exerted to information search
and alternatives evaluation.

The store image is in most part determined by the product category and its brand it
deals in. The results of this study support this proposition that the merchandise is most
important to the VMD attitude than other components, the manager is required to take a
strategic approach to VMD. The internet users are getting more accustomed and more
knowledgeable about the internet media and more likely to accept the internet as a
shopping channel as the period of time during which they use the internet to shop become
longer. The web merchandiser should be aware that the product introduction using a
moving pictures and a bulletin board become more important in order to present the
interactive product information visually and communicate with customers more actively,

therefore leading to making the quantity and quality of product information more rich.

Key words: Visual merchandising, store design, merchandise, merchandising cue,
AIDA Key words:

- 22 -



An Exploratory Study on the Components of Visud Merchandising of Internet Shopping Mdl 5

M L35 T A B AR F QR E AR

shE vaET BxRET

<HE>

AT W BT 3 T A4 B 69 K4 )% (visud merchandising dimension, VMD)i#
ek, G3E @, A BT, T EF LM EA BRI H 6 EN
B3, EZER T XM 5Bk — 5 — F K — 473 (attention-interest-desire-action,  AIDA)
BAFRVMD £ £ 6948 % Lk, AIDABRCE T ERNRARN T HY, KARE L
JNILA LR P RIT T MPY AR RE RO X TS, ZiREALE, REHR
VMDAREHE5HVMD S E X A, TEARZLIAVMDARERKIAGLEM X A,

VMD#MNAN AR #AITHR AR IEAR., AL, ARBAHE—HENRE, €T
ARSI R, AMTHREREAC IR, FEFAUERR, EXE—HENORES
WEH, AFRERTE@ET. BeaeflERRO LUK, TLEIRTIXTES. &
AR @,

VMD & —#+ il TE, AIDARA 48495 245 WM B89 £ & Wit ., )b @& THRE
BARERAENEZAHOESR, FRHEEEXEBAX, ATREGHERT, it
H, B BEEMEGELE, RENTRMENT RALGWY XITH M RRGHH,
Tyagi(2005) kﬁTwwmmmAﬁﬂﬁé%ﬁ%ﬂ%,%%%%ﬁ%%ﬁ*%%ﬁ
®. 7 ee)aEFeRF], Omar(1999))a 4469 N IR I4 7] =3 wh Z LM 1t. WS lR 2 Fe s &
BT, Davies #2Ward(2005)ih A F4E 7 & M3 A4 W sufe/E MIRAEZEm,. Lee
et a(2000)E M LA E e R R M ERT, HETE. @R, MR~ &
VEE

FEaETtREOEERAN, MBI FHE, ZT—BELWIRA GRS R 5] 23 E
BAENEE, AaiEsdaR. FETAMFZ &HE A, LRI ARt F gt
A, %E&Ti%ﬁ%ﬁﬁﬁw,%ﬂ&#ﬂifm%%& 1% 5| AR 09 K 8K,

* Post Doc. Research Fellow, BK21, Department of Business Administration, Pusan National University
** Professor, Department of Business Administration, Pusan National University, Correspondence author
*** Assigtant Professor, Department of Business Administration, Kyungpook National University

- 23 -



6 Journd of Globd Academy of Marketing Science, Vol.18 No.2, June 2008

A RABL A EELEEF M LW %A RIE, RIBAURIAM LA IS &
FERBY, BHERATPFPRIATOADEZELR., AENFZAERN L TR TOED
Ja, BASTRAES AR A, ZHA300MF &, 16640 KA T oM, XALH7
RBEA R A HIAVMDE BB Fe HAKN A E, RAAEFMAE TSGR ERR F 25
WY #AT, HE@RIT. WA ERTBTNE TN, VMDA K #AT
— M B F 24,

BARRERI T, SHHAR8GF51E4144.39( 8 &1 K49, 0.018 FMAKF), ZA
EHBAR AT, ZAER G bz N Fr 5 AwEGEN294, T30 T#E
2 K-F, RMR0.087,% T T # % 140.08, GFIF=AGFI % %] 0.9040.84NFIF= NNFI #F &
0.94,CFlA 095, —MEFIMfEhrRERLL R, £544. BERERHRMNK
AR AJE @R THY = B4R, LERTERFOTME T, XT—SREH, RTALH
Wb EERT LE LR EAITE 7, IHRBRGE X TOEEILR, 2714
8 )E @ TR B T UK OB B 69t Rk, XAR RS R A SR Hegitin,
B2t B HVMD AR AR & &,

HRZEZDT, 5| FHRERE LAY REG HIRHMNE, B—ZRTUBES, &
BI W LIk A a9 RAEFE AT FREZRT 2N eI E, MEAEHZ IR HE
HEMGIAR, A, REAVWHIR T LR L TG, XT—35] FTARBESRRZE L
QT RIFHIN MR G E AR HFRFG B ambe N, LR, AREREIFPCHREERT
DAEH —AthE, B TEMIERENLE ORI, LACERTEEME, &%
2R G E B EREGVMDY K E A BRRAER, KT ARBEAM A F ot s
Me R X ET, MERMRERER, SBMEEfE ARELYAEFVMDY A
B, ZERE ML, BEREEHARIZELRE, FF5FLTRANE B
SAE R BARITF X KA )E

F=, PRl A ERFIBHBZELY RENVMDY KR, EAHET HIEF
PRI R S M KRR T AT, MR R LR E Y AR AR
R69M A, ZALRRR ZH ZEFVMD 14T,

AR A LA LB AA KT 5 & AVMDA X 89 L& F & kA £AXVMD, ¥
VMD%£ % 5AIDAEA Bt A2k, VMDA A A EHAER K IMRAZER &, E@
AR R R,

—MEXLL, METUAALERZERE T, 26T ALEIRGE &F1Tie ) 691h%
RAATR, BPRAHFELTALRRY K8, MEREFTERRKENENA BT E

- 24 -



An Exploratory Study on the Components of Visud Merchandising of Internet Shopping Mdl 7

2 &P AL, B LR P ELELME R FHIREELORN, 21 —Ahk
0 = Sh I Fed Ry K, — A O BRZZR Y S EFFZ B8 R AR LT
BT 6% 094 71 .

Pt RIS ERTRETR/EOB S, ZIERT H&EY FTVMDY S K
RAETER, LMFAAET Bl M BEAR, ARG Yy RE, EHK
—RE WGt A AR R AL, WA H REINIRE], BHE 2L FHE TR 13 &
Fe5 B p R, ARMRHOBARFRTIRGF RNBEFTER, IHLE” S1E 86
KEFREHRENET,

X4 TRAHE, B@RT, W&, HERS, AIDA

- 25 -



8 Journd of Globd Academy of Marketing Science, Vol.18 No.2, June 2008

QEIY &3 Zo] VMD A 2Qlol] bk eBiA o

2 <b

2 od7= QUL E H|FY HACIo|Ae] FXRS 4_'_7—*"0I LTS Felst & MEEMD) Of
OHYIIE HX|l= S92 LdoidE EOE ADARE ZHEAM ME, ME, SZo =&E WEJCE VWD
9| QX (primary dimensions)2 2= M ZLC|X[ol, {AMC}O|E, ZLEI HACIO|AIEIM 2 LESIQICE M
ol ADE ECfZ MECIXICIO| SIYAIRICZE AN ZIAAN, X[&ECIM S, t{AClo|=2| 51X}
o= MEFM, ¥y, HEME, d2|1 HACIo|AEAMe| o}-rIXP lozE= HNESFAM Y 2E3E &Y
510 VMDEE=2l2| ZHE EMMAHOZ ZAISIUCE A7ZD} 0|F M A2 B&H0| Rlsh Mol &
2 O0|R|= ZHoZ LIEMRLC]

ZFHol: VMD, EzZC|&tel, HAcio|=, HACIo|ZIEhA

1. A A7|¢ 24 Davies & Ward 2003; Tyagi 2005). =
VMDE 167 JEASS AztHos 9

. 7] A E@E ?UHA/\FE— ol gow
Zr el A Tl Jolet ZnlAr} 95

A A2 AEQE el 9 & Ao
S AT A Tkt @ W 9E g s was g A9 e 12
e ) ao T s1ed A9 sk BN - 1%
oy 9 TP S deEdel B, aEn, 3n 5, 1A
O] g 5 e e araess 5

W, AxGERAME AFENDH AL,
a3 FEYdME A v BuE 9
n|sl7) % S}

HIFY wzIthe](VMD, visual merchandi-
sing) HX ko] o] AlZH4 ZjAlE o]
2A AAA 94E BT AYvied FEs

AZe 238 B2 IR §14 BEAYS

= L
Cl(corporate identity)2] & dzko|t}
ol & ”J'E]i ”HXJ% lﬂr—lsﬁi‘?ﬂ oA

KR
hgeR S ARUACINE Fshe sl TMNS ZojSol= wg e wlFo
A=l 2K Lea-Greenwood 1998; Kerfoot, e s Aol wal Aol Ztho] o

st BK21 HARSE AT [ email: kimkwangseok@naver.com
ek W= wAIA AL [ email: jkshin@pusan.ac.kr
QR 2w [ emal: unlimited@knu.ackr

- 26 -



An Exploratory Study on the Components of Visud Merchandising of Internet Shopping Mdl 9

o] H71 f3) AEU
o] ”ZOME g BlFduHteld
3 VMDell tigh Bl% 3te] BAIS ¥
v B e T B gen] 7
9 ArEAL ANGE Pedt 2k

A, o) AAES] VMDS) Ble)
Ae e tedl A7) S99 u e
1 (Lea-Greenwood 1998, Kerfoot, Davies
& Ward 2003; A3, S 2004, HFS,
18 3] 2004, 2005) A|&F AR Hola )
= 2ERINECA LB EY] HIFY
HHo]| Ao  #sfAE  Lee, Podlaseck,
Schonberg, Hoch & Gomory(1999, 2000)<&
ALlstaes Ag7E A9 o] FofAA] Kgh A
Aot & A= 7€ zEel wiAe
VMD¢} ##d **33‘5—? EFE Tk &

T4 VMDY 748424
AAE s dFeE, o] ¥e7F VMD
Bixo] thal mxl= FEFS BxolE] 24
st AFetazt gty 53], Aol H
HAthe| =, wHtolddA = 7]1EAF(Bitner
1992; Lea-Greenwood 1998; Kerfoot, Davies
& Ward 2003; Davies & Ward 2005, 73
Z1999; Lee et al. 1999, 2000)°lA] v]F=<L

4 gl £9Ee Aaye FPEEA

VMD®] A-87FsAde] wig- Erhal HojA]m,
stolgas 7w g g QlEMlagEe
QIEjgo]2 SAde] HlFo] & uwf mZitio]y
Ao RS dFH e AT e =
gk =0 2o

AR, & ATelxe APATAN AN
g VMD7-384:9] VMDEj=e] theh F3
< ) Brks VMDY Faxide v
e a7l 23& 534 gk 5, VMD
o] AR oM A7AEE oY

ol AZIE v Yok B AT Hd
Aol AVE 2A7] ALES ol2H =
2 Edz AFHsD olE Aol eyl
B2 VMD HEe] 9P vHE Y=g
2Aele] eelolg el EIE VMD A
e A% AR AL g Bk

R}
N
e,
A
N
olr

X
r'O
Lo
1A
z
Me
2
L o
R
e
A 4y Lo

4 o
- N
2
R
2=

ox
o
o
o
=)
X
2
H
fN

ot o [0 ot
do
N
Y
of
fol
o
2
rO
=2
o
P
ol 93:
[H)
=2

o

o ¥ of
ofr
~1> tlo

J“ o ML
or
_>,L
2
L
r_>.i
10 !
fl
Lo
- g
O

¥ fo

A2 ARy ﬂ]o]’ﬂ T ekar
THTyagi 2005; Lea- Greenwood 1998).
TamAEFe = ‘VMDE  #tho]
AEAoR st 98 AF ZElAHo

_|>4

3

]

o

= o

.27 -



10 Journd of Globd Academy of Marketing Science, Vol.18 No.2, June 2008

2 B3 olslsie RIH AHale, oig)
e} gelstel Mg ES AT, A, Bels

= Wgolnk ghar gejtar ITH Ak 2002).
gejskd, VMDe L ojn|7t gejs), X&)
HEA FAH AAAE FHoR s
o] o] Hek= EE A14H 1d 3,
Cl(corporate identity), Sl(store identity),
Bl(brand identity), FEXCxRl &%, VMP

(visual merchandising presentation) =

3 AEF uAzre] A ARUAIAES
omgttal & 4 vk

VMD+= @il 18-S Solal A As

2 &4 J7h vk kee Wi S

g =HoA HlIEE nRe} o] QAEILT

Apgel FdzeRs Ay e A

4 ZWolA VMDE =9 7}

A

lo
 fo

B AFoe VMD TARY

™ %0 i
S & o

gzl wHgoe|z wHte] T
(merchandising cues)oll i &sla, 4
1A= 89l

Hzte] Frujejaradrgel @S w
o2X AE, AF F 39 SHA
TS A

3 VMDZF FAH AFUA el dgeol
Zhe Aol Hgtete] AIDARZY Edig
3 ARAEYES Adrstalal o (attention
or awareness), -&V|(interest), £(desire)
ZEAAE anzbe] JEdlLas A4 o
dAlo] AT &, HEUARLS HEA
PAOIE =, 7HFF A thE o) Fo)}
AAE T e Ul a4st #d
A} =
1

2=~ ol
TR

[¢)
2 2 9t} aela WAt AR E Fojs
P& st AEFY, AREAE 32

ol

o] FX} TR
Al SAl= Fie8 5 (action)
A8y =2 M| 27} Aok

ZBlzte] Fufjage] g ol =
Tyagi(2005)7} IASAZ wzitke]de] Al
AR AX, AFFA 2 LS ARG
A Omar(1999)7F  QlElgfolr A& o] 9]
Al FEoR ARKE AFAAYLEH ], 4
FHz=Ed o] 2@ FuiAH(POS) H2=E# o2k
&9}, Davies & Ward(2005)2] Armfo]u]X]
= HAFIYR oz x E¢7](atmosphere),
W tho]Z(mer- chandise) @ HAIFY ==
AT FHEAAE 7HKITE Lee et al(2000)
< 9 HHGelY d9o g mHgoeld ¢
Xl(merchandising cues), 2:3-2--(shopping
metaphor: o3 AMAJET), HETRQI -
ojob(AARel), # AFFAS AAS
vl Atk

AMEAT 48002 ABATE 5F
sted QJIEUl =] 5AS AlEA, 1A
Hl 2 A= AlF Het 2 2R, Fszhs
4 oAl AR FESIAESE ©l= Yoo,
Park & Mclnnis(1996)7} &84 wjg<] &
Ao g AAIZE 71x], AAME ) A, A
FT4, AA H 99719 A 7R S-S
JEUl £ E0] ST AEAL Ao=, o]
7heE 22l agEe] Adzs e}
fge] AdI, AFL AFTAY, a8

=o
2B

o i
¥

s

o

o

ol |t

—_)

HeAgge B9l #EAAYUE o]
Alze] ZgRo T HPETIAR], 747
5, WA, 93 58, AEgEe Ay,
AFER X F2 5L TFPe, 19w
FeAgA JEores AEAHE, AXNHE F

- 28 -



An Exploratory Study on the Components of Visud Merchandising of Internet Shopping Mall 11

Guix] aclewa Aeld, wAAus, R

2 ZAE VMDe= #HeAge] wig- AHtka
£ 4 ok
2.1 QHAALT =9 HEC|X}Q!

2219l ANEANN PlolEE ozl
AN AES QAL & 5 ek AL
tzEZgol} dlojolso] Avlae] Fejsh 7]

Aol FgES- v|X|= AAH(Janiszewski 1998),

LA Fo| A Alo]E Tzl «dA] spE A
AlFEO gk oo ghdol] s 7|
T Utk APolE YRl 2 AAE a4
7t &

g F F dojob &uxpE uiEg
o wES =74 Aoty FHSzymanski &
Hise 2000). & JEjWl A3z Tzl 4]
2] ETHE frstu THEEAYE s
< 28k aade Bs & T Utk

Aol wiA R okl A HEW AuigHd ol

o3t A7EA, AFEF7He] =2 A (Markins,
Lillis & Narayana 1976), &-734lgjste] &4
oA HEE719] 92 Donovan & Rossiter
1982), ATl dojA] Axje] Fa4d
(Bellizzi, Crowley & Hasty 1933)el] ti3t
A7t o]FolxInt ok Baker, Levy &
Grewal(1992)2 Donovan & Rossiter(1982)
o HEES7 AFE FAst] HEolnA|
o sl FASF v} ov Baker, Grewal
& Parasuraman(1994)2 HIIES AFH
Ay} F3xolu e thgh AM|ate] FEI A
ANAX AF3FA

ALY HoklMe HEIHS =83
SAmEESet 24 5, gARISA(HaE
=Nez|

=]

do), ATNG 5), 2T AEH B
Az zElde] FE BOR BF

Grewal & Parasuraman 1994;
Baker, Levy & Grewal 1992; Kerfoot,
Davies & Ward 2003). 3Fsd3} A3
(1994)2 HE3E F YRl 847F &Rzt
DEs} YEel|Ael HAE AT 2
ged, Ul aas 94 ATFAE A4
# olft WES BEI AYEY =
2 wolx] o= Qo] Hls] @A el

am, 2HlAe] Aol Qe AET
e AFA 2aole 9e) PxolA BA
7] 4 MelN te $4akd W
T8l FAslth

aRAEse A0 de) A7t A
sls} BT #7o] Apsl A4E B4
A= digk AZteo]  FUHEY. Weber,
Brown & Weldon(1987 % }%”:—O] s
o)A 1 Yx=

9 ]71—744 ;q_lﬂ:lg}g} 7\11]:4]

(Baker,

7H Aot

AX =) FR1Eolde —?-E]"“Eﬂol
(orientation)o]& 1% 3hH, AH|APL =
AF8H(position or status)S A7 - 37
2 uE2A gotste] oA BAEE
gog s AEs] ARk As
ot drkzloz QEqlEold AUET=
AXe} FRHE QJAAAA Aol izt A
< AT olEst eEQlElold A

e AN B dff

M 1M e o 40 o 9

N

- 29 -



12 Journd of Globd Academy of Marketing Science, Vol.18 No.2, June 2008

T BEA o FZE FHATIBR 4]
5o AT UG AAEe olET
(Titus & Everett 1995; Kerfoot, Davies &
Ward 2003).

FEFS VA= AR A AZITHJaniszewski
1998). A& S, HATHMIHAH) F3EA
Pohs EAS Fe ovlAeE gt A A)
HAEHTH Folof 7o) FAHgo R <3 F
A& olafislr] offHtta =24 Aol o|gh
e AFEE(Gestalt) AelgAEe] A+

Ak, AFRE AEsiAEe Az
A A B gAY o
x MAEo] B

tlo % o X
O

> EE o IH?J

N = offt

= i E
a sl 0912 rﬂ

o3 o

f o o

o 2

oo TS

>, rlo . mgf_i,

u\g B it

1Hu ¢ =

2 L

ofN =

3oy

3, X,

U o ol

%
oX,
)

1999).
11999)8]  AFell A HEAI)
Ajgol o] TlRIRES] (4]
L TRl v E=E vl
o mAE Ao Jept,
g Jhedl sl selvyas
ol B S AT &

AAle] Aol ver @ Ay

oz

Jo
o,
£
lo v ol
o K

N % E
ML 2 o ox
L o R
(M m
i)

u

offt O rd o2 2t

}_

—l>4
9,

o

#F

o X My
LTV O I OB
08? é
ogY
oy 8o
. ffu
> S
)
2
off 1
i
[o
o
o
>

o
fol
©

BNy

4

>\

(NN

ot

to 1o

N o
U

7Hd 1 IEulegEe] HEHARIE VMD =
of o] ¥¥Fe mE Aol

2.2 HELCIo|=

AEH §EA=} Masiel FPHEAdA
alAEe] &% W 2 Fad a4y 7}
S S thgs AF/AE2 oigh B u
WFEAY Aelth BRI £Be
osaiole] wla| WamIGo] wa AwEAlE
o Qlgsol A AFo] Solbur B

) =74

tlo
ot
1=
ol
Y
(o
2

: oA Frelargle] H(F)Eo 7 g
F AFY F(=Zeo)7t B Fastte oA
F47 20000 QNEILEE =] mdTo] e
Al AFTFAE AR gloix Fag W
Foltth.

Lee, Hock, Podlaseck, Schonberg, &
Gomory(1999)e]l oJatd AlFFAold ¢
Aol A7} AR A AAsRs 28l A
Fuo] AlFol ofd A7t #EhE AoR
AFSH/, AF7H, Bils, F4 55 £3
gk AAlSkaL Stk Ean AlETAe]
A3E st aRAEY S5 HASH
Aok Ftta FAdItl 8|3 Kunz(1997)9}
Javenpaa & Todd(1997)& A|Z<] thekAlz
AF F4o] LAY IHYl &£ T4
ZQ1 FEFs mhaL F4e3th

AelLBEo] A9 AFTH Ao H)

alAFE S AET

N
o
o
i
o,
i
A
e
4 =



An Exploratory Study on the Components of Visua Merchandising of Internet Shopping Mal 13

thBloch, Pigneur & Segev 1996). AH|z}
7} oln] QIR U= AFO|AY HAZL
AF AA Y BRI FHsHA oln] 4]
27F o= Fro] AFAAES Bkl U
Ho =2 X7 fPgTo] Hrh

VMD= FxEef &H|AHe] #AfguA oA
ol HolA av|Rpl A AXEHE AR
u-g- FQdith AlFe] it BRE 45
o] FEe] A, 4F QAFvia, A, HE
737k, ’\H]Z}«]ﬁ ol &2 & 0“’4' 043}
Q1 FujgHEo A ARAEL HF
e, A, Aoz, /\F&J "3*‘5— s
o g FEE HF wo= FUstal 1A
E T Aen & dvjdoemRy 744 A
He 878 F ok a2¥7] e A=

o] 1;%37_ _/,\_H];(]_Eg o}i— ;(4_1,:_ 3IA1L

7ML AEFS TE 4 Aok 2y 0"
H]/\:aioﬂ,q‘— :LE]GP 212 A o] xgy_.r_;‘g_o]

m1n fe <

do
ri)

AN

ANALTo=

o A& }i Nﬂlx}wl T & S
deput o = Adevtel o AFE
(Alba et al. 1997). Szymanski & Hise(1999)
o] AFAME AFHEI} e-TEol| FEFS
m 3t A3t AA A

Alba et al.(1997)2 <IH]
T2 Al oJEste] HR
Bt olFolm g, H2,
stel F4 Wb ol AFE
Zow 2Rl HAvelr AdEstr] e
T3 tHAlba, Lynch, Weitz, Janiszewski,
Lutz, Sawyer & Wood 1997).

AAd, FFA FAZ20000L dEYL

fr

|

)

p
0 Ex
o,
i
o
ot

i

3
QL
Rl
2

[m

1,

i
401'
_[\l
=k

N
M
=2

ﬂllrl

fo

O?J

£ L o o

Ol

2
>
1m
N
i

HH(bit-based) Zﬂﬁ"] H] o] ¥
S5 a8 JREGo] golgk gaF &
A AFLTE G|l tig wkSo] =
< AoZ Yo, AFe o|n| A HA
o] FSTE Ya AR} TR AFLF
& mHgold TkSo] F2 Fo=E Yt

M 2 e vlzitte)=
ol o] e v Aol

= VMD Hl=

2.3 HTCto|E EhA]

2eRIEFEANA AF ZAE o] o
3t 79 ‘%} HO 7 Lee, Hock, Podlaseck,
Schonberg, & Gomory(1999, 2000)= ™
tho]A] ©M(merchandising cues)E #|¢Hs}
Atk #HHtold Ta= feo]A A &
o] &g A(hyperlink) ¢} #HE] Uom 2
2Rl AXA e FujE AFeAY FXIS
7] A8l AlFS AXSAY AEFS R
= 7l&eEA YrzitoelAe] xpEstE AF
A s 2ty mETe]d 9xe] o=
41 Lee, Hock, Podlaseck, Schonberg, &
Gomory(1999, 2000)+= x}l(cross—selling),
A (up-selling), FH 2 &4 52 A
AlstAA o]E @7} slolHPE At AT
of AFFEYnlE, AU ErelE, AATF
IR = =i ol B A T AS) 7 A A 4 el
= WEArEe] dA HolAodA el
(AF/Aul2~) o] Reka) &2 dHdE

MEhe e YslolAE FxIES ofFs

off

ﬂilo oy

- 31 -



14 Journd of Globd Academy of Marketing Science, Vol.18 No.2, June 2008

= sfo|HHAE T3ith H
2 IR ool S B ol S S
T E= 0}% AL &£BE o]gAre] Fuf
£ &olstAl & Wt 0}‘4‘1} A E A=
F7H A=< E%H 52 AAEY Al
71315 7HA2th
LohseS’J- Spiller(1999)& Q1€ F o]z )=}
o] EA A& A7 AE S 28 3
¥ q]u]yq] o] Exo] ATEHIF mjEo
FEFS vRIa FEEoH, JAIE
YAl ddste] B o 32 Y HE
ZUEZ(store entrances)”} F71H8Q0 W
< AEskeE Ao E UEhTh oldg Ade
AREAE QIEjF|o]| =7} §lol AT &3PS
oA nA Auf AlelE AZAstr] I8l

9 AUgozN ToAEe] e AvlE

08 BT, FAABRAES B
R UL
5914 BEs 71 Ao J)e & 9l

2

(
v
iy

o
J|m

i
r (8]
Br
o
i

o] AolEr]}e)

ARz st
= ALO]E ZHA|
1 F AE EREU
H]X}«] AHrle] H X2} H
7 jJrQ}%L F e Ad=TFE9 EA
oFel FAAED B AFoAE Lee et
al.(1999, 2000), Szymanski & Hise(2000),
F471(1999), 2813 737](2001)9] Aol
A ARESE ARES Farste] AT
2p874e] FAF FHoEE HEYARKIY
ANZHA 2pEA, 228 Hxr]Rel @ Au;}_
AECARIelH, P9 FA14 &
ufgAde] 2HAA, AE/ AR &
a4, R £ E 39 HekE 7t
S5tk 2o dEjgRlgol Y FA1A
FEog= ALl AR et §of X

JA] gty - g 2P el YAEY 53
|

orr
N
o
2l
)
re
i
rr
Y,
o
Y
e
-1
=
[

fo do
T
I U
=
o2
b1
i
i)
ot
a
.
o
k1
m
=
[
> ofl

]ZOEH ﬂ

A & ox o o &

xﬂﬁ‘)ﬂ sl Eestar %l‘ﬁ:%& AE.
o= °]6H°}7] ﬂﬂ] Agsl=A] o722 A9
stk B AFolAE Lee et al(1999
2000), Szymanski & Hise(2000), Javenpaa
& Todd(1997), 873m(2001)2] A+l A}

- 32 -



An Exploratory Study on the Components of Visua Merchandising of Internet Shopping Mal 15

1 AEFEL ol 1AL AF

Fae] FAH FEozE ATAE FR

gepy, AFAHIEY E5 5 2 Agn

deo) tepde, BAsgAe TAY BB

oy AFBIS AAE, HFRAS of
_7

Hel v *é, Xﬂﬁ%l‘i«] A, B AEE
ol

o 388 2R, 2 954 O )
B A8 284 g - w2tk
IAER 54 HEE ol8sle] S

Uﬁiﬁ}o]z‘ DW %ﬂ‘ﬂ HIEA A AaH]
A=) = 5 frEstal, T+
= XFL 3l7] Q& AES AXSAY H3
A7IE 7Es Uele 202 B AFoA
Lee et al.(1999, 2000)2] A+E EU=Z
ZW AYE stk ololle HHto| A
dste] AHApt Fhazt °1~ AF &4
AFe Fdag rAFE 71 T 9v
ot 1Ejar 2 Aol A wdTholA @A
AREE FEEL Lee et al.(1999, 2000)0] ®
FAZ HRTeld ©Ae] /S EUE,
Lohse & Spiller(1999), Javenpaa & Todd
(1997), 873w(2001)e] Aol AR &
55 Faste] AT FAA s

A i rL BN

e AFFHE ]E“ 270, MD9] %
24, 3 welza |Alole, BAANE Pz

O 2= HAE gl H3,

H3, 2 FEA|Z U3t
el ae
- by gtk
H 5% AuE olesel St

3.1.4 VMDEH =

wHE FEE oulgn, 7186l
oA A Bes HES WA
ool Wzt oln|AE Hges EeAs

1Y REER

oz ujgeln)y

1A %
gATNA VMDS] 3
4, A, 84, 71580 E FEste] 4
Z ZAFEE vt ATHAESS, BFs] 2000).
gk of" tiidel] s AEHFHo=R 59
A e Hgo¥oZ dhgslE e SgE AR
Z AJ8ko Z(Schiffman & Kanuk 2000), 3L
= ZA(Mackenzie & Lutz 1989)oll4 A&
HE /ds 7122 dHUlLgES] VMD
o tigk =S 3793t} gty 2 ATellA
371 AAgE VMDell thet Bojg Eg=
VMD HEE 378k} s, 7414 5o
].01 ;\H =] xﬂxq qu]-:rL)ﬂ 1;]}\_‘3_}}“

r2 M L

fl

o2 QI FFolvA] Alx, R HAHoZ o
g owAe] tigk Bi== s

FAaPES JAE 1 'E‘X}*-‘-J—dﬂ Ato]
2l 100HOT(www.100hot.cokr)d] =%

= 1937 £3E 71eH Q7] &9

1z



16 Journd of Globd Academy of Marketing Science, Vol.18 No.2, June 2008

391 57l &BEH skl 570 ﬁ-‘ﬁ%% A3 B s stk A77HES
3ttt ol& &=l FHEo] L AE AZ31Y8] SPSS12E g-8-sle] Az o
A2 WA A }5}04 A} HEARE g AT AE = v‘f—@., ’B"LE‘*—?% AABFR S
sttt A< °l dFEA] X 2B = 1, LISREL’S AME3te] AWHARl age]
At ol Al AlQ)Etal B =919 ARIEE d=ot PR FY8s HFEAh Hx 4
1 ool A= A FHskih AE flel A =EA2 A8k Cronbach’s

FEL JHULEFENN AFS AH T Alpha =& Ao, o]F Z+ F471d
AafE AFo] de ABAE o=z o o thak &2l Qol1EA(confirmatory factor
24 AL Ee HE 744 |GA Tt analysis)S A5, AAH HFEES olE
g F e APRE FEOE At k4 st M-S AEskgnk AotE =3e] A3
th FEFES e AR AFskes 4 S5 Byl f8ll o2l 7R ARE ol &

e o83t sged o2 98 71FoF GFI @ >.90,
w

= AGFL >90, RMR: <.05, CFL: >90, x29
g3l P 52 o] &3tk

ZF 30055 At 3 2 AHAG v
S o] &3t wiRstReH, SHAE AEA
o A|AE Alo]Ee| HEsle] 5EIF &BE V. A=14 Ay
S EYE 3 Y aPE2d &) HESH
== Sk wiRE AEA 3005 7R-d
HEAHo 72 16652 SAEA | o83t 4.1, 7=l ME|EQt ENYE HIt
3.2.2 ME5t=0| AT} EAHIH 411 AMRHEN
dRlEAME AEAE AHULEFE HHAT HEYAR], mHtolz, Mol ©A,
ol #H FTHoA AREEHO] SHEE 2l VMDH %= SHFEEY W4 dads 22t
A7 Bldge] o= Ax Fnd JEE ZAFsl7] 18k Cronbach’s alpha #t< 7

O
7 2kttt 97) ©]2W452] Cronbach’s alpha
-

2
ol FTHF 4w W 107879 HHE T A= 070 ooz vepgon S4g=ES
Foto] AdEdel HdAst gl s ol M AR Wl Fel SA4SI
AESIA o] HAFA wER gEAbe A2 Atk = FAREA A A%
of 71Z3le] A AEFEe BAHE Ad S o8 WA adeMs 2
sla meksle] #F HEIERS pASAck  FETES HAS AT 1 3R).
dEEAL el A8 EAHCRA <

Bl &g vtz U mareld w412 BAR X 20N 28

Aok st T Fuo dd AF 4 A 3R A3 Aol Hed 7 A
°of elFoRaL, derlEwe] vt & o dE SAFESC] uiw adAey

- 34 -



An Exploratory Study on the Components of Visua Merchandising of Internet Shopping Mal 17

(unidimen-sionality) & A% 2 SR =
=S flok] a7 gREAT 18 RlE

H(CFAYE 47135tk

Ao

X
;
AN
I
(00}
Ny
o ow
m
K

EE RO ER L RS %%
W 2 BREgon, 7 a9ghe 06o]
Jow BYAS ARG AL ¥ 5 A
ooz - el g selasl
He ) RRog FEHel ¥AS 47

o,
[N
)

L 2 g Mo

Aletdtt. &, AEYARL, wHth U

Aol el 7 2ol disixe 23 &
o] @ 218 A (second-order CFA)S A3+
o VMDE|Zo] tsir+= 13+ 21y

A(first-order CFA)S AA)3FAth
B Q7oA VMDe] o8 7HA a2
S AHE 4 Qe TRRRICEA Al 71HA

_ll
[40
o r
[-40

> ML

L X
tlo
of
:?L_‘.
_{
T s
i:
H
)
%
oft

dell oisl AESITE HxEo] g g
(Ao digh vixds ZeAs W] 9
slo] FAIZEANZ % (construct reliability) 2}
AEZEFH(variance  extracted) S ARSI
TANELE T A dERl 7ER] 60K
o =4 Jehgon, EaEEge] 49 3
71%Q] 50T =4 YR B AgtellA] AR
1 FEES AT HNEel dis xS
Zt=t 8 4 QItHHair et al. 1998).

ST e B4 204A1A,

14

ARG B BAEERS HEe

2370

2 JY. FEe3AL SHMSE] o
2G| sl 7HAe AZAFY 3 59
Ae By #9E 4y FEEEA B4

23 o <& 2>oA AAE ukel 2ol Wy
Al Qo] SYE aAAA =
057414 0.87¢] HLloll loem=z 7]FE#S
055 doMal e Aoz Yepgth 72+ 2}
4 128817 238 R1TF RFSHZATE
BE 06S 2=33lal t-value7l BF #9
(>1.96) A= Yepten, 7z 22113
AWTE ZFSHAT7E B oAl
Ueht sl dS5EHATE VMD Al
o] k9] 87 AHdS FRIQRIEAS B
3 ddxtdde] dFEHIJeRR 7} Shefx
9 FEES parceling®HS o83k 4F
=3I & FEREYPS FHUFE o] 83}
GtHAnderson & Gerbing 1988; Roberts,
Varki & Brodie 2003).

TNEe] SEERAES FRIstr] 8t

AN o

H

L
HPZE FABA AN BEAE 2ust 3
ATE B3 4% 1S = ] 2
TG wEEPAEe] dokar & 4 Aok
(Macintosh & Lockshin 1997).

413 HZEISY HB

FRIQJNEAZEY FdaPAde] dsH 7t
TANEE HES tieted szt BATLE
ofd kol o= Hro] WAE A
ol 7] fJste] FABAREAS ATk
T W AAIAZE FelaE 001914 2
frofgh Ao 2 Ueisith & AA|E uie} ol
WL Ao ko] AFE T ATt
Ao AAS BA W A= A=
wom  WHAElGA(nomological validity) =
Holl X & AFollA] AMEHE FEES EBde)
ta & F JATHFERER)

- 35 -



18 Journd of Globd Academy of Marketing Science, Vol.18 No.2, June 2008

(Table 1) Exploratory Factor Analysis and Reliability Test

Primary | Secondary Factors
Dimen- | Dimen- Items
- e 1 2 3 4 5 6 7 8 9
) Visua Differentiated .833
Differen- -
tiction Unique .832
Peculiar 815
Simple Composition 854
Simplicity | Simply Classified Menu 775
Stqre Simple Design .651
Design Easy to Find Current 786
) Position '
N‘Z\gg& Easy to Navigate .763
Easy to Notice 714
Transactiond Status '
Assorted Product .831
A;;)"tdlrgnt Rich in Certain Category .816
Dedl in Assorted Brand 761
Deal in Famous Brand 794
Brand Dedl in Brand with
770
Mer- Fame Good Image
chandise Ded in Renowned Brand 744
Supply of Distinct 697
Product Information ’
Irrft?;:n Visud Information Provision .673
Sufficient I.nformetlon 658
Provison
Recommending Popular m
Products
Recom- Recommended by 703
mendation Merchandiser '
Merchan- Availability of User o
disng Comment :
Cues Link to Complimentary 83
) Product '
Link ™ link to Similar Product 748
Link to Relevant Product 731
Fed Well Arranged Overdll .885
Satisfied with Overall 881
Store Composition '
VMD Attitude Look Better-than-red owing 872
to Displaying '
Communicating Consistent 850
Image
Eigen Vaues 2457|2158 | 2.284 | 2.298 | 2490 | 1.993 | 2.042 | 2.218 | 3.046
Variance Explained 20.614|57.943|39.708| 30.190|10.375| 74.757|66.452|48.950| 76.15
Cronbach's apha .8506 | .7918 | .8075 | .7973 | .8189 | .8373 | .7069 | .8369 | .8953
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£ 3] 9 AF=E Bkt S8 7t
|AIFEAZFZ pat, 71254 AG(GFD, 94
HAlFZ2HRMR), $453A4(AGFD, %
BERIXE(NFD) 52 ©o]-83k9ith

TZRY Y Fho|AFRHAHE 49)2 144.39
2 fFY5F 0.00014 Fogk Aoz e

]

|

(Talbe 2) Results of Second-order CFA for Endogenous and Exogenous Variables

. Construct
Va. Items <. Estimates t-vaue St. Errors Relizbility V.E
Differn- d?ffl 0.79 - -
iation diff2 0.85 10.65 0.04 0.86 0.65
diff3 0.78 10.08 0.03
Store Smpli- smp4 0.71 - -
Design ity simp5 0.79 8.74 0.04 0.79 0.59
€) simp6 0.81 8.83 0.04
. loc7 0.74 - -
Navi-
gation loc8 0.87 8.74 0.06 0.80 057
loc9 0.65 7.59 0.06
asst10 0.76 - -
Agoor?Lrj‘:}:tent asstl1l 0.66 7.68 0.05 0.79 0.56
Mer- asst12 0.83 8.58 0.06
chan- Brand famel3 0.81 - -
dising Fame famel4 0.79 10.10 0.06 0.84 0.66
(b fgm;iS 8;2 10.13 0.06
in . -
chr’]fd;d info2 0.66 871 0.82 061
info3 0.82 8.53
Mer- Recom-menda- rec2 0.59 - -
chan- tion rec3 0.57 6.75 0.18 064 0.2
dising link7 0.73 - -
Cues Link link8 0.81 9.43 0.12 0.83 0.66
(© link9 0.83 955 0.11
vmdl 0.85 - -
VMD vmad2 0.83 1243 0.08
Atiitudes(d)* vmd3 0.84 12.72 0.08 089 0.68
vmd4 0.79 11.67 0.08

Goodness of Fitness Index for Each Messurement Models

(a) X%=29.60, df=24, p=0.198, GFI=0.96, AGFI= 0.93, RMR=0.027, CFI=1.00, NFI=0.97
(b) x2=31.78, df=24, p=0.133, GFI=0.96, AGFI= 0.92, RMR=0.032, CFI=0.99, NFI=0.97
(© X 2=25.85, df=5, p=0.001 GFI=0.93, AGFI= 0.94, RMR=0.058, CH=0.93, NFI=0.92
(d) x2=1.03, df=2, p=0.597, GFI=1.00, AGFI= 0.98, RMR=0.005, CFI=1.00, NFI=1.00
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{Table 3> Test for Relationship of Latent Variables

. Hypothesis
From — To St Coefficient| St Error t-vaue A nce
ex0 sD — AVMD 032 0.29 2.04%* accepted
Var.
! MD — AVMD 0.49 0.30 2.97** accepted
indo
Var MC — AVMD 0.25 0.13 2.82%* accepted

**  Coefficients are significant at 0.01 level.

) SD: Store Design, MD: Merchandise, MC: Merchandising cues, AVMD: Attitude for VMD ()
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(Appendixy Correlation Matrix between Variables
smp4 | Smp5 | Smp6 | asst10 | asstll | asst12 | famel3 | famel4 | famelS | infol6 | infol7 | infol8 | link7 | link8
smp4 1
smp5 | .568** 1
sSmp6 | 528+ | 667+ | 1
ast10 | 062 | 073 | 162 1
a1l | 055 | 079 | 026 |.556* | 1
12 | 149 | 132 | 477 | 614t | 531 | 1
famel3 | .179* | .A72¢ | 253** | 287** | 157% | 355 | 1
fameld | 337** | 256** | 296** | .218** | 004 | .238** | 655** | 1
famels | .354*% | 225%% | 297+x | 254 | 197 | 324** | B46** | 598** | 1
infol6 | .386** | .342%* | 341** | 204** | 25g** | 4BQ** | 425%* | 490** | 4T6** | 1
infol7 | .364** | .343** | 304** | .182* | .142 | .208** | .300** | 430** | 428** | 571** | 1
infol8 | .420%* | 263** | .351** | .331** | .286** | 431** | 420%* | 419%* | 471** | 699** | 533** | 1
link7 | .280%* | .306** | .282%* | 235%* | 326** | 352%* | 364** | 332%* | 241** | 382%* | 404** | 303* | 1
linkg | .271** | .189* | .207** | 208** | 23g** | 207** | 400** | 335** | 365** | .335** | 237+* | 360** | Bol** | 1
link9 | .336** | .337%* | 320%* | 206** | 204** | 350%* | 478** | A418** | 445** | 468** | 304** | A442%* | B14** | 695
diffl | .339** | .332** | 412** | 158 | 089 | .143 | .174% | .220** | 263** | .320** | .266** | .270** | .273** | .198*
diff2 | .388** | .337¢x | 438** | 258** | 213** | 242¢x | 251** | B4Qr* | 291** | 343x | 320+ | 30** | 315+ | 328+
diff3 | 379** | 300** | 368** | .181* | 216** | 240** | 106 | .181* | .186* | .235** | 297* | 270¢* | 277+ | 208**
loc7 | .334** | 352** | 409** | .166* | -077 | .182% | .357* | .303** | .365** | 408** | 423** | 382%* | 226*% | 252*+
loc8 | 456** | 357+ | 378** | 288** | 119 | .245** | 366** | .314** | 408** | 407+ | 375** | 435%* | 340** | 354r+
locO | .360** | .260** | .232** | 248 | .153¢ | 256** | 326** | 325** | 3g5** | 432%* | 353** | 404** | 320** | 301**
recl 008 | 2240% | 270** | 120 | A71% | 273** | 201** | 252¢x | 175¢ | 283** | 387** | 244 | 362Fx | 241%*
rec2 | 254%% | 240%% | 282%% | 241¥* | 227%* | 4O4** | 4O4** | 356** | 334%% | ABO** | BATF* | 442F* | 3TE** | 302%+
rec3 | .205%* | 220%* | 355** | 197 | -014 | .288** | 4OS** | 441** | 304%* | 363** | 426** | B40F* | 3A0** | 34T
atl | A471%* | 382%* | Blgr* | 275%* | 125 | 311%* | .498** | BOL** | 500** | 560** | 57g** | 510%* | .430%* | 402+
at2 | A410%* | 242** | 319%* | 206** | 142 | 305** | .435** | A430** | .442%* | B13** | BEL** | A57** | 374** | 308+
at3 | 360%* | 266** | 399%* | 317** | 152 | 330%* | 463** | A406** | A54** | 5a4** | B35%* | BAGr* | A432%* | 433+
atd | AL5%* | 267%* | 328%* | 260%* | 184% | 227%* | 453** | 386** | A413** | A472%* | 482%* | B0G** | 304** | 303+
link9 | difft | diff2 | diff3 | loc7 | loc8 | loc9 | recl | rec2 | rec3 | atl | at2 | at3 | at4
link9 1
diffl | 333+ | 1
diff2 | 389+ | 674 | 1
diff3 | 324+ | 21+ | 670** | 1
loc7 | 345+ | 216** | .163¢ | .151 1
loc8 | .337** | 244*+ | 256+ | 248+ | 638+ | 1
loco | 375 | 217+ | 226** | 255** | 469** | 569** | 1
recl | .263** | 162 | 218** | 199** | 147 | 213** | 264 | 1
rec2 | 353** | 139 | 212** | 136 | .353** | .202¢x | 284 | 423 | 1
rec3 | .395%* | .164% | 262** | 149 | .370** | 302** | 347+ | 395+ | 535+ | 1
atl | 512%* | 34g%* | 379%* | 274%* | AAL%* | A48%* | 332%* | 207%* | 415%* | 371%* | 1
at2 | 493* | 333%* | 370%* | 281** | .421%* | 358** | 374%* | 208** | 374** | 386** | .707** | 1
at3 | A483%* | 333* | A25%* | 323%* | A71** | AB0** | A418%* | 275%* | 305%* | 305%* | 701** | .700** | 1
atd | A478* | 315%* | 468** | 203** | 302** | 430** | 453** | 202** | 382** | 372 | 676** | 634+ | 672 | 1

*P<0.05, **P<0.01
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