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The Effects of VM Components on Store Image

and Purchasing Intention of Fashion Stores
- Focused on Facade Color and Show Window Type -
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Abstract

The purpose of this study was to examine the effects of VM components(facade color and show window type)
on store image and purchasing intention of fashion stores. The subjects were 428 male and female university
students in Daejeon and Chungnam province. The measuring instruments were 6 stimuli manipulated by 3x2
factorial design of facade color and show window type, and a self-administrated questionnaire consisted of store
image, purchasing intention, and subjects' demographic characteristics. The results were as follows. First, facade
color mainly affected store image and purchasing intention. White color was preferred as more positive
images(pleasurable, comfortable, neat, and modern), and showed higher purchasing intention than brown color.
Second, show window type affected some store images. Semi-open type was perceived as more pleasurable image
than enclosed type, whereas enclosed type was perceived as more luxurious, neat, and attractive image than
semi-open type. However, show window type didn't affect purchasing intention. Third, subject' sex affected store
image and purchasing intention. Male subjects perceived more positively on store image and had higher purchasing
intention than females. This study suggested that facade color and show window type are important VM components
affecting store image and purchasing intention.

Keywords: VM(8]F ¢ 1w clo] %)), facade color(FAFE A4)), show window type(r HE=-& 23), store
image( & 2 o] 0] X]), purchasing intention(-*1 2] =)
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POP(Point of Purchase) 5 thoFst @
E} Ko and Suh(2010)= & FujA<]
ol aglo] gt aQliA A, o
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ZtH(Lee, 2006).
T AFE (facade) = 74%&4
L AoE Ax Y- 9gH
o 755 A4 E, W4, Mw% At
£9, 297, BUA PHaLd
Ropst 2o 9% 4% 5

S S |/ T

=

r
o,
o
-
oXx,
Of

o =
—’_O’

= b oyE
me AN At o o o3

2 b
—‘T-_mz

rlr

é“.:

S
=

lil
F o
>~
-
o
Eu-tn

{49 %iﬂolt}(Hwangbo, 2005). >
Hzx o A A= o] B
AASE ol FaF 2, 1A
,4EY A, 7MY A= 5o A @

2N e ofu A& %*‘3}5 g 2

f
U lo
AQ ot

>0
u

u

Bl
Els

403
v
i

01011
)
e
Ol

- =
2
=
ja)

>

=
ox
o
fu
1o
~

S{,\E]-(Lee 2006)
e
A

L2 M
o =g
o
o
=)
>

=
N
)
fal
10
2
x
rok
N

2 o o X o fN

ool 4| VMo nﬂfz 7} e saE

EEREELELE

SRE RS EE 44
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JE AAASE 240 B WP
o|th(Choi, 2009). L2} wjA 7] o] 4H
olgst & 9l FkF Ol VM AL 7183517 9
A= TSt VM AL ASS FAA 5T E
o|gf|st= Aol BQdlrty JATE =R VM FA L
Haolw At o= 9 Fujof= Fof of
Fo A =AE gotiy] gt A7 +3
Hojof & Aoz weEo| ULk VM 4842
ATE 24 ARATE AvR, AENG
3F7](Fiore, Yah, & Yoh, 2000), = (Baumstarck &
Park, 2010; Park & Farr, 2007), wj AU} 5 A AF; A
F#(Lee, 2009)0 et A7 APEHoH,
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II. Review of Literature

1. VM component
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VM 4 a4 FolA 53] Ade FE 3 +4 Kim(1991)& Hzoln| A& 2A 54 Mz H¥
Q4 Agsto] WG ojnAE Hst=H F stel A au Azt 2o daf A Zshe A

R AL vk AL Aol BE A, FHA SA el BolEE 49Y Hxo|v)
F yglrEe 7HE Fad a9 $9 stuE, & Aot FEFA, 7H4, Auls A S o] Y
AR S sude] GRS 435k Toe o ABH £40) veh FHE A)5H BEou
g5 Bodorn, 29 @4 £H71E A A2 Fisto] AAsA 1Y 7153 20
St sEALE g wuje QA ans A E ke A £4E52 HEoln At
AL 4 rhKim & Kim, 2001). Lee and Lee(2007) 7| Htte Axoju| Ao S mjae AP Qo]
T VMOoA wjAol AA| el ojmA= MAto R 2t & 4= gl om(Kim & Chung, 2006), A3 2 A
FHHEZ Gtz VME Ads7] e A Tolux 1ZAHS, A, Sofdtat o
ol Bt ?4;?7} T-S-OI'E]'—’ A A 3t Tt 54 Az A4S NS Ynjstez 2y
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g P4 A9 Fas o o AxoluAY Aol urt Aot ¥ 4 9

& F9 e & "_E—%E}I’_ sF 4 9tk 4 A% th(Baker, Grewal, & Parasuraman, 1994; Lee & Kim,
S v AEol AL AWsts FHOEA 2008). Kim(2002)%= #Zolnx| & o HZIH
22 FE B S e REE oL, HoE = 450 93 VAR ERT Y FEE AAG
As st g8 AAstn =2 A74-E Fko] <l oz AostHA, g A, A A, FA
7He] Ao FFE = AR HEY AAHA =2, EAL Y Zdo] & ]47} L7l A A
olm A& Witsh= Folgta & 4 Qlrth webA Hzolul A7k 7]5 4 ¢l A Eolw[ A H} zoln| 4]
& AESE BAEEY Ade AA &olq 1Y o MEA ool o Agsirtar AAlskle). Sirgy
= W ez s, B H=opo st and Samli (1985)= 507119 Hzofmxof thgt Wf
Ao gy 55 HrojujA& A&t Luz SEAE S5t A A-HFA, AAT-qa3t, A
SoA A A4S Grled Fas 94EE 3 ZA-AHA, 23N HE 5 44dE =&
o oofye}, v Az S f= ©.1, Chun, Kwon, and Kim(2009)2 -2]uvh2tef
2 FugEo] AHA el IS A Aer B ZEAQ W HEANL AFHoer F9, A, &
o] Zth(Choi, 2003; Lee, 2011). A, A=, e 5o sALS AAsATh 22y
OFATIA A A HEolm A Ee HEZINA

2. Store image ek AP AL7F Agtolof A AEH ol et
HaojuAlet Jxeg S F4ske 24 aa5 & e SAETFE MNEsy] e A&EH o

S Eofof stejeta 2t

B WAL FAHLAE ofFE AFAF o2 7t

A ek 825 FUse] BP0 VM AR G Eolu Aol m A e =
A A Ao, B4 Axol da £uA7 b AR ATE b oS BEG MFolch FE A
AA He AwAe Ageletn H 4 ot WAF ATHE WU, Low and Lamb(2000)i
(g, 2002) GRS £EAE FAAGAIA o AL 4B, BLA F Aolot3 5
AERE 57 dge] e XS adle] od AL WA & AR HAT £PRYL W=
YARE ARolu AL 2uAe FofaEe] 44 Ll ZlGORM, Lul4e HACS I FEo|v]
4ol Fa% G WAL A0 HoldrkKeller, A% BHES FYAIIE FAG VM aloletn
1987). Shrh. Lee(2009) uh o] A8AFo] & AF

Hxolu Ao Aol ek AyATE Aun  AFNFY FEoluAe] v JFE AR
9, Dither1985)E JEOIUAY ARAD & A% WAL HYAD AL Kol B4R o
FE BATS RA Aol oheh hede] AN A< ouAE AP, Y A oluAE
stol 2L A AAO|HL AL An and AN AOE UEgou, 28 A w
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3. Purchasing intention
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(Engel, Roger, & Paul, 1995). 2
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& Tuie = 9 ol g A=
© g HojAti(Hong, 2000).

VM FA4 847 o oo wjA= g3 2AF
3 A3 AL A3E AuE W, Lee, Park, and Park
(1993)2 oj&Etuo] Y F+= VM 842 vy
o A xs, AR Lk AE 0|99 AET,

HE w20 74 52 ARt Xiong
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IlI. Research Method

1. Research problems

% 125

gu e BaoE VM 248
st & A2 9ol 2 Yol
oroliy] 98 AN E g o,

" A}E a o Wt §zolo A9t Fohe
2o Aol7} QLA E Yohit,

A, & =S S0l wet Hmolu x| g} 7o)
o] Fol7} ol 1—3— oropiiey,

A, @A) ATEALE EA0] wret Hx
ofu) x| o} -} o] o x} 17} Q=Ag o),

2. Operational definition of research variables
B Qo) Welo s AgE §ol9 247 Ao
L e 2

nwc Al I el 4e Age ud
Aoz B ATdAE 9 A% IR
ot e%x} Avola] 283 TAE Mgom
ANE A4, 28, AR 3741 ARS e
g0z At

& YES 9Rold & ARee] FHPA o
# 4L Yo AoE B ATNE £ UE
2o Aol B2 9 FHOE Az 2
Bl Fo fHoR ANY WATET 54
o2 g@oz BRI

Wmolw A% 54 YE HYeE A4S U
Bl ARA FEolnAE Wik AR,
# AT AR, nFAW, AL, 9
A, BB 53 gol HEANE et
249 BEAE AATel FEou S A

Fujolzet Auzte] Aldal glE=sp AA Tl
Hog2 AW FBL Wil Hog H oA
= AXNE oFugolA duhg o7& Fufd 9
o] QYA B B ECR 2R L

3. Research objects

AL 200 y st oz, B A
AREE AT FEA o] AFetT 9 20
Jy gt E 4280 AMAEYeH, 1A}
AFEFATH EAJLS (Table 1>3} Zth.
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{Table 1> Demographic characteristics of subjects 1) Stimuli
(n=428) AaEs ARslol oA A oo Tt
Dermographic variables Fre- | Per- AE dgE %"#3}7] 9Jsto], 20t T 1‘41@“5‘—“%
quency | centage o] & o] &st= o MFY BHE R &
o | Male 197 | 460 Fol gt HejxAs AA sk A EA: F
Female 231 | 540 20|59 FAFHAA Yol HAT FUA
Early 20's 231 | 736 Y MY BHES JRuAS didoR dAH
Age | Middle 20's 100 | 234 A B3 AAE F 18719 Wi s AAEHS
Late 20's 13 3.0 o &E, & dES Sal 2o AR mAE Q9o
Humanities 71 | 166 Alzkol Aol wheh vjnd A3 MAHETGE A
Social science 89 | 20.8 13ste], Agst BAL AAstmAt 201249 2¥
Major Natural science 106 | 24.8 % FFE st FujHe ARS FYGste 2
Engineering 87 | 203 A AAsH T
Arts 63 | 147 O F i Apzle] tig BAARE AHEE, 9
Etc. 12| 28 AE9 & WAL BHIHARE g2 on A& Y
~50,000 won 27 | 63 = SMo] 444%2 74 wol AHEE oY,
M"E“;‘y Over 50,000~100,000 won | 105 | 24.6 AR ZHAo] Zkzt 22.2%, 7]EF AAo] 11.2% 2
pnfn:y Over 100,000~200,000 won | 163 | 383 Vel HAAQ gS LAt doAes B
Over 200,000 won 131 | 308 A Atgo] YIS & 4 o &
50,000 won 123 | 287 $ 32 AP AF(0h, 2005)9 2AFES B
Monthly| e 50,000~100,000 won | 182 | 425 B ZAbstded, Wi dwe g8 Fks w4,
i‘ff““g Over 100,000~200,000 won | 104 | 243 238 Fo7 FEste] & A= HaEY oS
Over 200,000 won 19 | 44 A= G Aol 52.8%= 7P FubAQd R
ojglon, HH FhoR 1A HHF & d=
4. Research instruction L7} 334% 2 F HANL, FANLHL 148% =
2 ATE 93 SAETE SHHA FAE ettt o, wdE Qe-of A, v Ade
A & A= FFoll 93t 3x2 2 A A o o M, M, AR T FAM Ado] dfFEEo
gt A2 64 AaEi AEAR LAE I, HH AR BAo] 62.5% R 7MY WOl AHEE
{Table 2> Stimuli by facade color and show window type
Eacade colon White Brown Black

Show window type

Semi-open type

Enclosed type
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3x2 factorial design
off wzf <Table )9 ol & 6749 AS=ol A
ot AFGE A2 CAD T2 Q1 3D Max &
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AR A0z FHE 2 SR
A B Ba 94S 4
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B AT 2Eue 2457 98 AdE A
A zolu A, THYE, HAKY AT

A=

FAH EAo] st £ 3RESRE FAHHG
ot} Axoln|z 2AHEFFL Algld, A A AHx
olu|zjof thst AldfeL(Ahn, 2010; Baumstarck &

Park, 2010; Chun, Kwon, & Kim, 2009; Fiore et al.,
2000; Jung, 2002)5 Edi= AU & Al
A AHSE AEO|A ZAETE AAL, AR
3P, cuFAy, A Aol Suk go] EA Ax
AEsE AT AnA7E Hzo] dis) A zst
Neld, 238 40w AYHE 437
ojm Aol B F 12719 FAHEFoR F4
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5. Data collection and analysis

AEZXAE 20129 39 28YU0fA] 49 6o o
Folglon, F 45057} wj£Hof 44157} 345
Gtk 0% BAANA SHT $UAE Aolein,
4859 HEAZ A% BAARE 485
A4 SPSS 574 T2 (Ver.18.0) A%
stol pAE RO, B ATABE B Yo
AgEA W o gL 7|a% 4, Cronbach's «, t-test,
H 2F 52 M (variance analysis), Duncan®] th£H ¢4

3 Sol A

IV. Result and Discussion
Ao EHEA s AT & AZ P §
g, a2 gz AFFAY 544, o
9, Ay, 4 &=, 9 9ExEZu))o] Hxojux et
()3

FujolEef nj e = avtet 45§ aNE
o}x7] $}5te] MANOVA (multi-way ANOVA)E 4
Astgieh 7 Aab gAE AT 4 9o 07
a2 oFEASA Hol ZoxL Hdze
gunto] HEojmA|gf Fufolmo] o3t = &
FH(main effect)E U= AoZ Yelgon, #ol
o A5 A adte YErdA Fotth
MANOVA &4 A3}, 4528 a7k7t §ofetA|
o om vegong, 72 g 3 Ay
S dotE] A8 & Axf FII v Ao 4
o AL t-testS, TALE MAMYL T F Ao A
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{Table 3> The main effects of independent variables on dependent variables
Independent Subjects' demographic characteristics
. Show
variable  Facade window Monthly Monthly
DGPCHdCHt color type Sex Age Major pocket clothing
variable money cost
Sophisticated 10.82%#* -1.34 3.5] %k 1.67 1.36 2.57 2.18
Luxurious 12.33%* 2.84%* 2.47%* 1.28 2.16 2.13 2.34
Pleasurable 9.41%** 2.01%* 2.64%* 1.02 1.05 .62 A48
Comfortable 9.24%%* -.98 -1.02 2.87 .81 1.78 1.67
Neat 9.76%** 2.87%* -.84 .94 .68 2.06 2.15
Store | Chic 9.25%%* -.63 5.67%%* 32 1.50 2.15 2.56
image | Excited 7.22%%% 82 4.32%%% 1.62 1.39 95 74
Unique 113 42 5.10%** 1.79 1.07 1.74 2.16
Modern 21.00%** 21 3.38%** 1.29 1.09 71 1.45
Characteristic 3.13* 1.28 6.77+** 221 1.82 75 .67
Dynamic 3.47* .30 34T 297 17 1.58 1.36
Attractive 820k —2.25% 3.02%% 1.02 1.12 49 .94
Store image preference | 15.48%** - 138 5.04%** .68 1.77 1.27 2.08
Purchasing intention 3.85% -97 3.46%** .67 2.34 1.88 2.55
*p<.05, **p<.01, ***p<001.
AE, 4 &=, 4 A8ASH o dajdes dd ¥ AT B Hxon|Ao] JFE Fof FAE A
FEA(ANOVA) S AAJston, 1 s (Table Aol whet An|37h x| zhehe Hxojn|]o {9
3 Zr g Apol7t = ALR et T, FEE 19
TAANS AuEH, sAE AT & e & & o stE A2 gt FxofuA] F F
8, 223 AFEAT A " SN 9 2 el olmlA #do| 7MY 2 FFe A= A
Aol AgEnto] Haroju| A e Fujofe FAAC o HoAH, ugie, AHE, AEY 5
2 fFoA% dFe vAe AR YEbdth mebA o ol Fag JFZ A= ALR oA
2 42T FEoAME Hzolu X2 o= At
T SFE e ASE YEd sAE A4, (Table 4)0 AAH EAZNE Houd, A
& AEf 73, 23 AFFATHA H FolA o agag e, slle, (FREE oA oA
€ YA Al digt 238 THoR E4E = AT Mo ZMET o JEHIL Lga
HE Au Rz o 2o, AL FEHE ovAE RH= AL
2 AzZrE e, Ay, (FA e, Al

1. Effects of facade color on store image and

purchasing intention

1) Effects of facade color on store image

SEEE RIS

33 o5 Holn] )

& & o

b B B S

i

ARMolY 2R o 3
| olu A2 X7 oL,

R AU oAM= M| VMY &

TS e thet AEolu Aol Rol7k Y A E

A

g gobuy] §I5) WHE AT Duncand] THEY o 2
AR AR B, S A4 EE R

KN
=
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{Table 4> Effects of facade color on store image

o]

129

s

Independent variable Facade color
Dependent variable White Brown Black 7 score

Sophisticated 410 a 355 b 401 a 10.82%**
Luxurious 421 a 367 b 415 a 12.33%**
Pleasurable 379 a 350 b 325 ¢ 9.41%%*
Comfortable 532 a 473 b 490 b 9.24%%x
Neat 5.50 a 487 ¢ 525D 9.76%%**

Store Chic 3.76 a 336 b 391 a 9.25%%x

image | Excited 375 a 327 b 358 a 7.22%%%
Unique 3.46 332 3.55 1.13
Modern 436 a 410 b 351 ¢ 21.00%**
Characteristic 352 a 325 b 3.50 ab 3.13%
Dynamic 347 a 320 b 312b 3.47*
Attractive 394 a 346 b 359 b 8.20%x*

#p<.05, *#*4p<.001.

Grouping(a, b, and c) was divided by the results of Duncan's multiple range test.

S 2 AAE T

AR O AV B, M) ThE ML

2 % Ay Hls) by A
[e)

o o T

ol
——

S

=

N

al
T

s A, fajo] Wwerstn AsE Begal o
W& Aested ARAA Aoz ANH Y
A (Lee, 2009)2] AHE AT Rolet & 4
ek,

SHE, SHARE 4] T2 AurAQl A ol
of et 57 J=E Goprr] ¢ 4
Duncan®] ¥ 944 S ANt on, 1 23
L (Table )0 2tk 84 A7 Abvww, sha
= Age AuAe FEoln HEme] oS

i o

Fol, WA, 444, 2AY pow

A
B3

{Table 5> Effects of facade color on store image preference

ndependent variable Facade color
F score
Dependent variable White Brown Black
Store image preference 425 a 342 ¢ 392 b 15.48%**

wkp< 001,

Grouping(a, b and c) was divided by the result of Duncan's multiple range test.
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130 o Fufae] VM pA e 47t Axolu et Lo w FoF 2 kel

FARE d e gae
Helof MAb] wE A

(Lee, 200904 9] 4527}
QA G 2 £ AToAE AR

A0l Rol 7} 51tk ol A AL AA
St At A4 trope 7)ok A Ebe] x5}
7 Fd g el olejeol Ay Aso 3
o7 A % A AASHE Aolet AT,

2) Effects of facade color on purchasing intention
HALE Aol avlhe] ool we] JFE vl

2. Effects of show window type on store image
and purchasing intention

1) Effects of show window type on store image

& g {0 ek G 2olol A z}om 9l
cAS FotE7] f8 rtestE HAIT Ay}, &
6 pae BEelEIA A8 o & 9l
ROl uheh g, SR, ZAEI,
H A oul Ao A Fof gk Zfol7F Yl AL
Effoh. (Table 7)9] E4 A5 AHEH, d7
e AgPnn 242 ouxE AgHE A
2 Uehgon, q4g2 AN FEY AgAgal
2B wjE A oux 2 WgsE Aoz 1}

z
=
o o ¢

ol

A=A g doti 7] 98 W= A3 Duncan?] o E} T
THARA e AR A3, wAE A2 e ghe, & A= FFo] wE A Hzo]v]
Eo S Fol 20tf EY HAEL HAE A AIZEE 2AG A3 & A= FFO] nef
Apsgol whet v Aol A of Fuf o] o %k Aol Tablo 75 ‘ ‘
2 HolL A0 UEyt ogst An M3 able 7> Effects of show window type on store image
£ Ay 1Al I B =y iAol gt Z Independent variable Show window type
A, =, AL FAStE ¢ 7HA &7 Z<_,0]51 B ] Semi-open| Enclosed | ¢ score

} i Dependent variable type type
Q3 VMa a2 A, 2u| 2o S g 5ol A 2] 4 A
o] d&FS nAThy 3 A3l F(Lee & Choi, 2002; Sophisticated 3.81 3.95 -1.34
Syn, Shlm, & ChOl, 2004)9] 7334‘% Z] Z] _c-_)_]_T\___: 7)1 Luxurious 3.87 4.14 —2.84%*
ol t}. Pleasurable 3.65 341 2.01*

{Table 6>——I %@‘ 73]4_% /}—__}'lﬂ th J_]_/\I_t_- }\]_] Comfortable 493 5.03 -.98
o] slMel A7k Ml A9 H Tk ujAof Ao Neat 305 | 535 | —28m
T o ge Ao eyt g, pof S Chie S T
gr7t 54 HArg 2AE S ndsE o, 3 1mage | Excited 3.58 3.49 .82
Mo ugH 2o 2zo AmorE Hon, Unique 3.46 342 42
BANE BT 5F o4 THYES At Modem A0 | 416 | 2

o2 Ugo}, Mo 27} o]slo e 2 Characteristic 3.49 335 1.28
WO Hol, BALE MO A 2uI4EY T Dymamic | 328 | 325 | 30
Wolg e 777 o] AsHA g Ao B Atractive | 354 | 378 | ~225%
o o}, *p<.05, **p<0l.
{Table 6> Effects of facade color on purchasing intention

ndependent variable Facade color
; F score
Dependent variable White Brown Black
Purchasing intention 336 a 287 b 3.18 ab 3.85%

#9<.05.

Grouping(a and b) was divided by the result of Duncan's multiple range test.
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3. Effects of subjects' sex on store image and
purchasing intention

1) Effects of subjects' sex on store image
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{Table 8> Effects of subjects' sex on store image

Independent variable  Subjects' sex

Dependent variable Male | Female { soore
Sophisticated 4.08 3.72 351k
Luxurious 4.13 3.89 2.47%*
Pleasurable 3.66 3.39 2.64%*
Comfortable 4.92 503 |-1.02
Neat 5.15 524 | -84

Store | Chic 3.99 3.40 5.67%%*

image | Excited 377 | 333 | 432wk
Unique 3.72 320 5.10%%*
Modern 4.19 3.81 3.38%%*
Characteristic 3.80 3.10 6.77%**
Dynamic 345 3.10 347K
Attractive 3.88 347 3.92%%*

w5 01, *4p<001.

{Table 9> Effects of subjects' sex on store image

preference
Independent variable — Subjects' sex
t score
Dependent variable Male | Female
Store image preference 4.18 3.54 | 5.04%**

#En< 001,
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2) Effects of subjects’ sex on purchasing intention
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V. Conclusion
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{Table 10> Effects of subjects’ sex on purchasing
intention

Independent variable) Subjects' sex
t score
Dependent variable Male Female
Purchasing intention 3.24 2.96 3.46%**
FEp<.001.
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