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A Study on the Influence on VM based on Consumers’ Regulatory Focus on
Shopping Value and Shopping Satisfaction

Ho-Jung Leem, Hee-Sun Ohl), and Yong-Han Suh?

“Dept. of Fashion Design, Pukyong National University, Busan, Korea
2)Depl‘. of Distribution Management, Ulsan College;, Ulsan, Korea

Abstract : This study demonstrates how the composition of VM based on regulatory focus influences shopping value and
how shopping value influences shopping satisfaction. A survey form was developed and 90 copies were used for analysis.
SPSS 19.0 for Windows Package was used to perform frequency analysis, factor analysis, and regression analysis. The
results of the study were: First, convenience of VM had a significantly positive (+) influence on utilitarian shopping value.
Second, both utilitarian shopping value and hedonic shopping value had a statistically significant influence on shopping sat-
isfaction. Third, in terms of promotion focus, suitability, fashionableness, reconcilability, and attractiveness of VM had a
significantly positive (+) influence on the hedonic shopping value. In terms of preventive focus, convenience and rec-
oncilability of VM had a significantly positive (+) influence on utilitarian shopping value, and convenience, suitability, and
fashionableness had a significantly positive (+) influence on hedonic shopping value. In the promotion focus, both util-
itarian shopping value and the hedonic shopping value had a significantly positive (+) influence on shopping satisfaction.
In the preventive focus only the utilitarian shopping value had a significantly positive (+) influence on shopping sat-

isfaction.
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oz FAEIATE VM 3RS AZH A AETY B
T opgl HAlE olm|z] &S 93 FE] VM IE
A3 A-(Erden et al., 1999; Jeon & Park, 2005014 4743t
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A+ (Lee et al., 1999; Oliver, 1980)°1* <=
YAE A== 2. AL AlEEC] FFohe
2o 37 BEE A= W B 5719 olsdes A
W= /g o2 A3A-(Friedman & Foster, 2000; Higgins,
1997; Yeo, 2007)A =3 553}, oW=3 553 & 10
T3S 54 IAE HEE SASATH
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32 27k 3 iy

RS OO E HORERE WS olgsle] RES F
39t AFFAS 20133 29 18UHE 39 7Y Aleld)] &
117T4 AEAE wjEsle] SHo] Ebdst A E A9
Z 90F-E T BAAEE ARSI 2l gk Q1A
2‘@ 548 vt 2ok A#e 200 62.2%, 3080 25.6%,

Table 1. Factor analysis & reliability of VM

40t 6.7%, 5000 5.6%] o2 UERITH 2855 gk
Ak 61.1%, e A 18.9%, 5

|

Skl o)A} 144%, TSk
9 44%, 71Et 1.1%2] £02 Yepdth AHS tigmst
YA 64.4%, T 133%, AFFAEEE] 8.9%, Hul A v 22
8.9%, A8 3.3%, 71} 1.1%<] =22 Yepdth ¥ H 7t
A % FYL 50099 ©F 40.0%, 2008H) TRt 17.8%, 400
] oAb ~ 5008k Rk 16.7%, 3008H) o1 ~ 4008k m)gk
15.6%, 2008F o] ~3009H] mIRF 10.0%2] o2 YERsttt.

3.3. EAd

AgHEAoll= SPSS 19.0 for windows ZZ13]0] A&
o}, IEAIA EAL R4 (frequency analysis), =7
9] Bl AS2 2918 (factor analysis), W& I3
& A& % A4 (Cronbach a), AT+7Hd AEL 3
(regression analysisyS AA| 5151t
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4.1. EHHF| 008 g MEBZEM

4.1.1. VM 3219] 284 9 A= miA

VM 3RS ghetsly] glal aledS AAg Avke
Table 13} ﬂu} F2E el alo] F 4e] 71.837%E
Argsl F=3em, 6&%39 AAGRE B 552 oS YER

3 AU *E]E Al4*(Cronbach's a))7} 647914 8497 -3}

Factor Item Fact?r Eigen  Varience Cronbach's a
loading  value (%)
The traffic is planned for the consumers to enter and browse easily. 794
The width of aisles is wide enough considering the traffic. 771
Factor 1 .
Convenience The mannequins, props, and POP are properly located. 720 3.352 18.62 756
The POP and signs for sales clearly deliver the product information. 11
The arrangement is easy to choose and convenient. .660
The display using the mannequins, supplies, and props related to the products adds 730
value to the products. ’
Factor 2 The VM elements of the store are visually consistent to maintain the brand image. 707
L . . . . . . . . 2329 12940 .806
Suitability The display installations, display supplies, and mannequins are harmonized with the 609
mood of the store. ’
The mannequins, supplies, and props match the brand image. 552
The color arrangement or the display techniques show the new trends. 795
Fi:}fit(())rrlitil The appearance, signs, and flyers of the store attract the consumers to come into the store. ~ .737 2113 11.738 .849
The effective VM of the store clearly displays the images of new trends. 672
The arrangement, colors, and techniques maintain the harmonious image of the store.  .854
Factf)r 4 The floors, walls, ceilings, and supplies of the interior space are well-coordinated.  .801 2.790  15.498 647
Reconcilability
The colors used in the store are well-coordinated. 734
The products are displayed attractively. .894
FacFor > Radical images or unexpected show window displays attract attention. .858 2.348 13.042 780
Attractiveness
The lighting makes the products look attractive. 659
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Table 2. Factor analysis & reliability of shopping value

Factor Eigen Varience ,
Factor Item Joading value %) Cronbach's a

Factor 1 I do not purchase any products I don’t need. 813

Utilitarian I only pay attention to the products I will purchase while shopping. .803 1.996 33.268 788
shopping value I try to shop rationally. 716
Factor 2 Shopping is refreshing. 924

Hedonic Shopping is always a pleasure. .879 2.400 39.992 .869
shopping value Shopping helps me forget about stress. .805
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A F=oH, =250 HAZEE 25 716 o2 Y
3 AU} AZ| % AS(Cronbach's o)}t .60)35+e] &3 174
AASZ, = e7he] Fato] 788014 869 Haj7ke] =o 1)

2 d#Adol Aotk 29 1L g AFE olee s
e, FEA B slaAk 3 53 #Re] Zon, 29l 2=

At} A8 (Babin et al., 1994; Park & Pyo,
2006; Sherry, 1990)5 &3l W&zl A2 LHRE9] £
TMAE AeE a9 HEgE aYUEA F 7R Aoz
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Table 3. Factor analysis & reliability of shopping satisfaction

SRS QWA 9 A S A3 Table 33 Ath.
BAE A 2 B2k 79380%2 AW TR0, AT A

47(Cronbach's a7} 9482 FaJ7ke] =2 Ul ddAde] Uit

@ A7 Table 49} 2t 209 a9le]
2 M) Folon, RS A BE 723 oS U

BRI QAT A= Al9=(Cronbach's o)7} 6013+ &3¢

9 1 AES R Z9, 7

3 PR, 891 2

AT A Z9, ) F 53 Fo| YO P 9]

of RO Sirh. PYEH Wat YRy Qe
q

(

%% = (regulatory-focus measures)S =73+ &
H(median split method)oll <JA3}e] T8I}
, A BTN otz BESE W BE F9

e 7SR o] FURETE won oty oo
N .

42 AT AT

42.1. SJFHES] VM FAHl0] &g 7kRlel miAlE P

VM Tgakde] a7l mAls F3s doh] si8) 3
A S AAE A= Table 59+ 2tk 24 A VM 74
Hle A8 &37Hel vl el o] FAHCE £
g FEAN <u7t 913, 45.8%2] ABHE 7= Aoz
UEETE H2 A (3=530) 285 B A AR
qHd e H(He FFE WA AR HEHT.
T 2 A7 AEA £48 7K oRtee] BilE
g RS R AAEglens ey

o,

T
Ao

Factor Item Factor loading  Eigen value  Varience (%) Cronbach's a
I would recommend this apparel store to others. 920
Shopping e .
. .~ I would visit this apparel store again. 907 2.381 79.380 948
satisfaction

Shopping in this apparel store would be satisfactory overall. .844
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Table 4. Factor analysis & reliability of regulatory focus

Factor Eigen  Varience ,
Factor Item loading  value %) Cronbach's o
I think much about the product’s positive aspects. 878
I think about how good it would be after I purchase the product. 857
Factor 1 good 1w P P 3.064  34.048 858
Promotion focus [ focus on how much I like it. .856
I first think about the product’s positive aspects. 733
I think much about the product’s negative aspects. .824
I focus on how little there is that I don’t like about it. 197
F 2 I think whether I 1 hasing it. 72
ac.tor : think whether I would regret purchasing it 723 2711 30.118 788
Prevention focus 1 qont purchase the product if there is something I don’t like about it, even if 689
there is something I like about it. '
I first think about the product’s negative aspects. 563
Table 5. Effects of VM on shopping value
Unstandardized Standardized 5
D I E -val R F
ependent ndependent coefficients S coefficient(B) t-value
(Constant) 270 544 495
Convenience 563 128 .530 4.399%**
ilitari Suitabili 207 142 179 1.458
Ut1¥1tar1an ty 458 10.630++*
shopping value Fashionity 120 123 .100 979
Reconcilability .006 128 .005 .049
Attractiveness .024 .104 022 228
(Constant) 4.581 7122 6.346
Convenience 298 170 270 1.755
i Suitabili -.027 .188 -.023 -.144
Hedonic oY 116 1.655
shopping value Fashionity -.057 163 -.046 -352
Reconcilability -.118 .170 -.100 -.693
Attractiveness .098 138 .089 710
*r¥n< 001
T4, YTl w27] 43 Besolek e S VM T A8F 2B/} A2ty 2B 7 £FND] G v

B SHS AFEFE 283 2P S

g mlAThe AR £2E Aoz Amen.

=
& AN A3 Table 63+ o). A8 23712, et
B L] FAHCE fond el
, A 228%% UEt ol 112 Ak

Table 6. Effects of shopping value on shopping satisfaction

= Anderson and Sullivan(1993), Churchill and Suprenant

(1982)8] A7Ashs A sted,

A, A 297 mEo

5 ]
o= AE

El

o
=

AR,

o= 2mlxe] A8 47t

FEwololtr 24 £BUE

2452_%401] THE VM 7321lo] &g 7b3] 5l ey it

M dzde] &7 mAlE ddFS

Dependent Independent Unstandardized coefficients S.E  Standardized coefficient(f) t-value R? F
(Constant) 95 .59 61
Utilitarian
hoppi 2 1 31 2.48%*
s loppll?g shopping value > 0 3 8 228 9.627***
satisfaction _
Hedonic 46 11 54 37k

shopping value

#Hp<.05, F¥5<.001
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Table 7. Effects of VM on shopping value of regulatory focus
Group Dependent Independent Uzit;l?fiiiz:d S.E ngzlflg:;::ltz(e;) t-value R? F
(Constant) 4.205 1.080 3.895
Convenience 410 248 .380 1.655
Uti?itarian Suitability 444 263 386 1.690 Py 1853
shopping value Fashionity -290 292 -.186 -993
Reconcilability -.363 247 -.297 -1.467
Promotion Attractiveness 385 209 362 1.847
focus (Constant) -.962 728 -1.321
Convenience .169 .167 .161 1.009
Hedonic Suitability 324 177 290 1.830% 35 10080%
shopping value Fashionity 628 197 414 3.183%**
Reconcilability 443 167 373 2.655%
Attractiveness 338 141 326 2.401*
(Constant) .032 701 .046
Convenience 935 .148 .846 6.316%**
Utilitarian Suitability .007 170 .006 .044
shopping value Fashionity 222 149 213 1.487 065 11067
Reconcilability 381 152 359 2.505%
Prevention Attractiveness 256 137 232 1.870
focus (Constant) 7.344 865 8.489
Convenience 426 .183 369 2.330%
Hedonic Suitability 588 210 458 2.800%*
shopping value Fashionity 387 184 355 2.100%* >3 63437
Reconcilability 241 .188 218 1.283
Attractiveness -.168 .169 -.146 -992
£p<01, **p<.05, ***p<001
Pokns] S5 FARLS ANF ATHe Table 73 Pek F DaEee] S| 89S FASKE aulAEe] HYH £
A VM TR A 2R ] AR o) B oAl @vhe dvddsh PRAoR 9xsw gem,

ugk el ofmzt )AL, 63.5%0] AREE THE sle®
el A3 (B=.290), 73844 (B=414), 233 (B=373), "I
A (B=326)°] &B7Hell TAH R fFefm|dh el 4
B 9IS mAE AoeZ YEl o™, ol Pak and

]
%3 9tk gEAE VM AR
A &) BE FAHOR felud EelA olulzt Qi

Pyo(2006)] ZZgo] AmAe]

CERERETR

AER917)

, HelA (B=846), Z3MI (B=359)S H-82 &£ Exdl] BAZ O

Table 8. Effects of shopping value on shopping satisfaction of regulatory focus

Unstandardized Standardized 2
D I E -val R F
Group ependent ndependent coefficients S coefficient(B) t-value
(Constant) -.142 854 -.166
P i hoppi I .
romotion - Shopping Utilitarian shopping value 568 150 599 3.779%% 347 8.488%*
focus satisfaction
Hedonic shopping value 454 .146 493 3.112%*
) ) (Constant) 2.742 815 3.366
Prevention  Shopping Utilitarian shopping value 249 145 349 1714 186  3.593*
focus satisfaction
Hedonic shopping value -.080 139 -.118 -.579

¥p<.01, **p<.05
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2 Fouigt oM H e 9EFE PIAH, 66.5%2] HAHE
< /e ez Ytk He4(B=369), HEA(B=4598),
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FolA A+ G mAH, 53.1%2] AHES JRHE Al
2 UERRT
ZHzte] 2EzH e &B7EX7F a3 NS| x|

e FAT AI= Table 879k 2}, A, o2y 7
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AR A8 SR A £ R
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5 4 =
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