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Abstract

Successful use of displays in stores arouses consumers' curiosity, and induces them to purchase a product after
a visit. Facade is a word meaning an external front wall of a building, and is usually the first point of visual contact
for the consumers. The present study is an empirical investigation of external appearance of a clothing store, with
a 2x2x2 factorial design of facade, show window, and wall surface material designed for the purpose of the study.
Dependent variables were store image variables and attitude toward store. A total of 320 questionnaires from male
and female consumers were used for the analysis. Facade type and material had significant main and interaction
effects, while show window type had no meaningful effects overall. A facade of irregular design prompted significantly
higher levels of perceived ‘elegance’, ‘uniqueness’, and ‘attractiveness’ of the store. Material itself did not have
significant influence but did have significant interaction effect with facade design. The interaction effect was found
in store attitude as well. In order to create a positive store attitude, a concrete material facade should have an
irregular design. Companies owning fashion brands should carefully select facade type and wall surface material
in the visual merchandising strategies of a store.
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Il. Background

1. Facade as a visual merchandising component
of fashion retailers
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2. Store image, and store attitude

Hazolu A= aH|AEo] FAIE 48] Il
A AR Haxof disl 7HAIA B ARl Q14
o]thLouviere & Johnson, 1990). Lindquist(1974)=

- 402 -



Vol. 23, No. 3

HE oluA = 75 H AT AR SAH= F
ol Hedl, 7154 S g AL 7H, AlE
2|

A T AW Ao, 4l £442 wjAe
A LA Bl 28R g2 uie] gk 29
7, 2748, WOl 53 Bl 2u4 £4o] ©
t}al 3}tk Menezes and Elbert(1979)+= 3 o]

njx o] PR tAZd o] k¥ (appearance),
AE, 744, a1 AuA Y-S HAsAT) o
Z AlEoly 7149 Zdo] 7]5Ael abhdid =
Folut ArlA &2 AE Al 8o sigdital
2 2 QA slAou AFELA So] &Ao 3
Aol Bzolm| A e Bk FEr} 1A 9]
3l A3t 7520 94ty B 4 9tk o]y
3 71549 QA47F Axo|u|Ad AL njA=
Agaclor 2835t Aol Mo ou|x|of A=
HENAHT 2L ou|z ot AR Aol HE o]
& Hi Zo] o Hgsittal ®ktk Cha(2005),
Kim(2002)-2 A H|Z7F =)= AR 29l A o]n|
27} 715 Ax omA KT} Az 18 o]n
Ag o 2 UEhda stglon, dEed 448
A A4S R 3 Lee(2012)2] AFA T ‘HlfEH A
U, EAL, BB, TFAYL 5o AYH

s

r

ol Hazolm A S 3Tk

HEH s 287 54 Hazof disto] =7
© AukAel Brte SAAAY R &2 F
o5t} 4olshe el tigt 7ile] Bj=olth(Yoo,
Hyun & Jeon, 1997). HEo| S 74L& 714
A = 72 BrtR oo A A L, whebA A
X FAE, APEYE, FufjoE 5 Ay or &
T2 A e Bae(1994)= w4 H
7HA = Aol A Rk o] 4

EaY
o g ARl Hdl, dasdelzt Holy

g Ueg Bofsts o 9ol o we L vlA
oHL Sjefrh Aol AE ulEd wathe gl &

al
Q48 gAlzo] A weh An|RISo] A
i oIS oI9A taA 4ok, 3

Ill. Research Methods

1. Pilot study
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2. Research questions
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3. Stimuli of experiment and manipulation check
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Concrere
wall

Open
show
window

Regular facade design

Irregular facade design

Closed
show
window

Metal
wall

Open
show
window

Closed
show
window

(Fig. 1) 2x2x2 stimuli pictures of clothing store facade
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4. Measures of store image and store attitude
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6. Characteristics of respondents
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IV. Results

1. Influence of facade, show window, wall
material on store images
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1) Influence on “Refined” store image
vw:su w33, HE o] AlAE HE o]

| WA= GE doh7] ffsf ol HIFE

|5+4itt (Table 1) AHEH TALE 9
AEE Az ou|X|(F=10.37, p<.001)9]
T BT, TS Qw §E T w1
A2 AT AL a3t UERGTHF=3.94, p<.05).
SALE Syl get TR B Aol
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oF 4= 13ItHe=-5.17, p<.001; Mean;==3.40, Mean
232=3.82).
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(Table 1) Two way ANOVA: Influence of facade and
wall material on “refined” store image

Source SS df MS F
Model 16.67 3 5.55 | 10.37%+*
Facade 14.45 1 1445 | 26.97+**
Wall material 11 1 11 210
Facade & material | 2.11 1 2.11 3.94%

£p<.05, *#p<.01, **¥p<001
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(Table 2) Mean differences of “refined” image by facade type and material

Regular-concrete | Irregular-concrete Regular-metal Irregular-metal F
(n=80) (n=80) (n=80) (n=80)
3.30 3.88° 3.50 3.76
. skkk
Refined image B A B A 10.37
*p<.05, **p<.01, ***p<001
* Mean score of 5 point Likert scale
® Duncan test results
Duncan testES ¥olE AiKTable 2), =12 E ¢ o] F 7IE B, e AW g7 ¥y 2R
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2) Influence on “Unique” store image
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(Table 3) Two way ANOVA: Influence of facade and
wall material on “unique” store image

Source SS df MS F
Model 23.01 3 7.67 | 9.77%**
Facade 14.45 1 14.45 | 18.42%**
Wall material 112 1 112 143
Facade & material | 8.45 1 845 | 10.77**

*p<.05, Fp<01, *¥4p<,00]
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2. Influence on “Attractive” store image

A= Q] o 83, W fRlo] mjF el AxE
ol Aol ul A& JEFE dobry] 9j5) oY W
B8 AAEFL) (Table 5)8 AMHHH THAE 9
W 8o wjE@ Al AE o|n]X|(F=18.42, p<.001)°]

(Table 4) Mean differences of “unique” image by facade type and material

Regular-concrete | Irregular-concrete Regular-metal Irregular-metal F
(n=80) (n=80) (n=80) (n=80)
291 3.66" 3.20 3.30
. . skekok
Unique image C A B B 9.77

£p<.05, #p<.01, **¥p<001
* Mean score of 5 point Likert scale
® Duncan test results
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ot = BIRE Bl A= o 3 HE A
o M7 ATAE aatE UERGTHF=18.42, p<.001).

TALE QI fFof tigt FA Al B AolE
Aot 7] 9|3f rtest® AR At AnlAb= YURE
7 oAE H HARl SRR B4R st
A fAel FES d° wEgder gttt A
S & 4= JAeh=-4.23, p<.001; Mean;;%=3.06, Mean
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(Table 5) Two way ANOVA: Influence of facade and
wall material on “attractive” store image

Source SS df MS F
Model 10.20 3 340 | 5.84%*
Facade 7.50 1 7.50 | 12.89%**
Wall material 0.78 1 0.78 13
Facade & material | 2.62 1 2.62 4.51*

%p<.05, Fp<01, *4p<,001

(Table 6) Mean differences of “attractive” image by facade

testZ ohit ATKTable 6), B2 YW fPo
A EaE AAQ YEI A e HQ ofm
2 Uitk 2 o 4 99T, L9k 9w &
FolwA g AaS 7Hd HE HEO B2
21 olul 7} 71 A AzkEla Qgieh

3. Influence of facade, show window, wall
material on store attitude

ARAAR AET A 8AeA TALE, & A
=, wuA o] e ol thef wjAj= IS &
ot 7| 9J5te] A HEFE A (three way ANOVA)S
AAIEE A, SAtE QJH FR ol ARt HE e =(F=
730, p<05)0] Thal S-ol3t = RIS vpelyct E
AL JE 433w AP Y-
4.83, p<.05)0l| 4] A5 A2 g5 LJERHTHTable 7).

SpAbE I ol ek A Hel B 2ol s
totr 7] Q) ttest? EA1SH AT Table 8), AH]
A oAby TS R tael fguct B
§ sk oAl S utekA Wxol dhat

type and material

Regular-concrete | Irregular-concrete Regular-metal Irregular-metal r
(n=80) (n=80) (n=80) (n=80)
2.98 347 3.13 3.26
ive i ok
Attractive image C A BC AB 5.84

#5<.05, #p<01, *¥4p<.001
* Mean score of 5 point Likert scale
® Duncan test results

(Table 7) Three way ANOVA: Influence of facade, show window and material on “attractive” store attitude

Source SS df MS F
Model 947 7 1.35 2.73%*
Facade 3.61 1 3.61 7.30*
Show window 1.75 1 1.75 3.54
Material .86 1 .86 1.75
Facadexshow window 20 1 20 40
Facadexmaterial 2.39 1 2.39 4.83*
Show windowxmaterial .01 1 .01 .02
Facadexshow window>material .64 1 .64 1.29

<05, *p<01, **p<001
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(Table 9) Mean differences of store attitude by facade type and material

Regular-concrete | Irregular-concrete Regular-metal Irregular-metal F
(n=80) (n=80) (n=80) (n=80)
Store attitude 3'1(3)3 S:bl ' 3§0 3g4 4.61%*
<05, **p<.01, **¥p<001
* Mean score of 5 point Likert scale
® Duncan test results
(Table 8) Mean difference of store attitude by facade 3 o]u|A 2 UERE AL oF 2> 9lglt). whak
type e HE ofm A= AFIL o5 o] ot A
Regular facade |Irregular facade ; 74 B R 24551, o8 LAo] s A
(n=160) (n=160) A A Bl wi vpAg o JlolA -8 Ao
Store attitude 3.06 3.28 - 2.67** 21 QyZE B R AE HAso)A B33
P05, Fp=01, Fp<001 T AW 73, R 4 A=, FAE AES
AREEE TAtER HsHE e o e Wi
7t o wthe 28 & 5 AUhE=-2.67, p<01) opA" o] & 4 Qlrk
Y oS vl shte o G 3 w AL W G HH AES AHE, 55
Aol avks A5sh] sl 4 #AREA], Duncan TP, mi Al K32 ofml Ao FEAg anrt b
testS ok AiNTable 9), 12 AW FFoId Btttk B2 W fEolHA EaHE fE
A e AL H27F P AEzH =t wv HETF P CARE, (=510, m el o)A
€ A4S & AaL duky A Kol £ 2 Uehditk= A& & 4 A%, duky i
2 AES 7H HZ7E Aol gt et wol FrEoldA W QS 7H M=ok F=2o Ad
ohe AR o 5 stk g, S5, i ARl oju|A| 7} WopdthE Ab
AE g A%tk & E9AE oW R, 24
V. Conclusion and Implication 2 E Afjdo] = olul Ao 7H 2 AuE WSk
ouf, m Ego] shlEg A Hrks At
WA 7S F8A Sk AFE Hole il & E85to] Hl=o] 5Aof whebA i) 4
BHE 7SS A4le EHES 28Rt A <l o dart Stk
AA1717] 9iste] gl2xal Qleh AEde] 48 SAE W R W AAES Y=
22N TAIEE A2 AW 98 i 7he)7) FEAE anrt vebgth 445, 2443 oH
© EEHA, aHAEo] g Ager Hete  fRoldA FA2E AEA HE7F 7P Harg
Fol7] hiiel 7HE et a4t "o & = mb mrhe A4S 4 4 AdlaL 99 W £9
At & dAFolM= dEEe] F4aa oAb oA wWE RAES 7h HTt Aol Bt e
S Qo) §, & YRS 97, ww Aol nx 7 wohiths AAE & 4 otk AdES A
L gRe 454 A7E Foko] ohugiet Alo] BAlE] B4 A wopste] AFAel
SMLE w49, & RS 4 MR AL B = TAoR 2HA AR /XA B A
5w QEolu| o] 2% 4L uAL A EO PulelE AAT THsAe] Solxu, AgE
o Uehgeh dAldoR Auige] BAgRT W bsA EE kobd Aol
o g 4% oln] g AT, &
g
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45 gl 4S5 E%oHOlE 6}1’/}
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