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A Study of Effect That Consumer Perception towards Visual
Merchandising has on Brand Attitude and Purchase Intention
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Abstract

This study was conducted to examine what effect was produced on brand attitude and purchase intention
by consumer attitude towards the visual merchandising of premium supermarket made using self-reported survey
method during 1 Jun 2016 to 14 Jun 2016 as perceived by consumers who have experience in purchasing a
product in premium supermarket located in Seoul. Result findings are follow. First there was significant influence
between consumer perception and brand attitude (8=0.157, p<.001) for harmony, 3=0.111 (p<.01) for attractiveness,
B8=0.639 (p<.001) for suitability, and 3=0.146 (p<.001) for trend), but credibility didn't have any effect on brand
attitude. Second, according to the results of making a regression analysis in order to analyze an effect that
brand attitude had on purchase intention, the brand attitude had a significantly positive (+) effect on purchase
intention (3=0.818, p<.001). Third, the influence on purchase intention by consumer attitude towards the visual
merchandising of premium supermarket was verified (3=0.181, p<.001) for attractiveness, 3=0.520 (p<.001) for
suitability, 8=0.325 (p<.001) for trend), and the harmony and credibility didn't have any effect on purchase
intention in current study.
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{Table 1> General characteristics of the subject

General General Frequency Percentage
information information N) (%)
Male 109 43.8
Gender
Female 140 56.2
20~29 55 22.1
30~39 115 46.2
Age
40~49 68 273
50< 11 44
High school 1 0.4
Education College 43 17.3
level  University 125 50.2
Graduate school 90 32.1
Sales/Service 14 5.6
Official/white collar 30 12.0
Professional 104 41.8
Job Private business 8 32
House wife 56 224
Student 30 12.0
Etc. 7 2.8
<100 thousand 44 17.7
100~200 28 11.2
Average
income  200~300 thousand 50 20.1
(ten thousand 300~400 thousand 39 15.7
won)
400~500 thousand 53 21.3
500< thousand 35 14.0
month 1 16 6.4
month 2~3 66 26.5
Average
frequency week 1 95 38.1
of Vst ek 2~3 59 237
almost every day 13 53
Total 269 100.0
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{Table 2> Result of validity and reliability test for consumer perception towards the visual merchandising

factors
. Factor ~ FEigen- Varianc Cronbach's
Factor Variable .
loading value e(%) a
Composed of menus matched the brand image. 727
The use of small items related to the product increased the g8l
value of the product. '
Compatibility The prand image with the visual store matched the brand 854 3474 17.369 91l
image. '
The appearance of the employee and the costume, and 671
dress fit were matched with this shop. '
The display style made the product look attractive. .665
Overall lighting is attractive. .580
Attractive 2.406 12.031 758
The music inside the store is attractive. .868
Shoe window production is attractive. .668
Menu pictures gave me confidence. .873
The attitude of the employees gave me confidence. 875
Responsibility 2.792 13.960 .848
Hygiene and safety gave me confidence. 818
The store's advertising message gave me confidence. 742
The color harmony of the store was good. .898
The interior of the floor, wall, ceiling, and furnitures was 791
harmonious. '
Harmonious 2.950 14.748 911
The out-of-store outside terrier is harmonious. 702
The shape pf food, Tableware, color and temperature were 831
in harmony with the brand image. '
Continued management led to a new store atmosphere. 816
The menus were fashionable. 767
Fashion 3.294 16.469 .865
The interiors quarterly was fashionable. .883
Technique periodically was fashionable. .661

KMO=.747, Bartlett Chi-square=3,836.595, Sig.=.000, Total cumulative variance(%)=74.577

A ZYA AFEA tiek ARl ale] B 29} Al wiate] ES SR FRES
A= Hio] A s J3S AHET] S5l 54 2054202 —Hr*b] Aee FHEATH
WG AZHA AFEd el tighk Anla) Q14 8 ole} 72 A A Zv|d urlE
ANE, THULE HalE YeE Fiist] vs3] o] &she 317—‘1—1% 1Al A ZAHA AE A tiek &
AR S HAZ ATbe (Table 5>9F 2ok B4 Wizl 914 291 T =344, wFA4, 434, 73
Az}, 2d2 adj.R=80524 80.5%2] AWES A 89o] BHE HZo| fod JIgg v =
Yehdtt 18] 31 Durbin-Watson a2 2.158 24 AL HoEr) a8E g B AT A 7}
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{Table 3> Result of validity and reliability test for brand attitude, purchase intent factors

Factor Variable Factor loading Eigen-value Variance(%) Cronbach's a
Brand attitude 1 786
Brand attitude 2 .869
Brand attitude Brand attitude 3 .863 3.337 66.739 .873
Brand attitude 4 780
Brand attitude 5 781
KMO=.858, Bartlett Chi-square=600.889, Sig.=.000, Total cumulative variance(%)=66.739
Purchase intent 1 .822
Purchase intent 2 .876
Purchase intent 2.679 66.966 .826
Purchase intent 3 721
Purchase intent 4 .846
KMO=.726, Bartlett Chi-square=419.302, Sig.=.000, Total cumulative variance(%)=66.966
{(Table 4> Correlation matrix
Factor 1 2 3 4 5 6 7
1. Harmonious 1
2. Attractive 4397 1
3. Compatibility 563" 400" 1
4. Fashion 4077 4267 6227 1
5. Responsibility .035 309 079 .007 1
6. Brand attitude 6327 .499” 864™ 6637 004 1
7. Purchase intent 390" 471" 7217 678" .030 797" 1
¥ p<0.01.
A 12 Pl olsl e A= R e v gEst o o
Lol Fog Y= rAE RS HolEth 1
2) HEE B0 200 Q0 OIxlE ¥ =2 & ATl AXE 7HE 2= A== A
Bals gert 7l o] A= e A
B7) glale] SHHSR BAE HEE, F5AF 3) ARZA &FMEH CHst AHIKRIA 2
2 7 s Tt eSS A ol -_rl[lH O|=0l OIXl= St
AT (Table 697 2L AR}, BUL o B AZHE BERA i 294914 29l0] T
—6342H 634%2] AWEe Yeth gelm v ow 1%1—5— G Amins) gakel =1
Durbin-Watson 3t 2.00624 29} 23 3sle] 2k TR AAA FEAE g anja; 1A o
210 EPAS SR T, FEES 4309132 EAF ﬂ—%, TEHTE Fuf 925 FYste] tsEA
o AgeE T W25 2 APR= (Table D2} 2ok B4,
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{Table 5> Effect of consumer perception towards the visual merchandising factors on brand attitude

Dependent Unstandardized coefficient Standardized coefficient t Significant
variable B Standard error Beta probability
(Constant) 5.441 150 - 36.246 .000
Harmonious 157 035 .160 4.501 000"
Attractive 111 033 110 3.349 001
Compatibility 639 .040 638 15.870 000"
Fashion 146 035 154 4.140 000"
Responsibility 057 037 044 1.561 120
R?=.809, adj. R*=.805, Durbin-Watson=2.158, F=205.420""
™ p<.001.

{Table 6> Effect of brand attitude factors on purchase intent

Dependent Unstandardized coefficient Standardized coefficient t Significant
variable B Standard error Beta probability
(Constant) 5375 .140 38.469 .000
Brand attitude 818 039 797 20.759 000"
R?=.636, adj. R*=.634, Durbin-Watson=2.006, F=430.913""
** p<.001.
Rl e adi R=62224 622%2] ABES el ol 2 A AL ZANY funple

t}. 28]31 Durbin-Watson 352 2.1372% 2¢F = o] &3t mAHEA
ele] 1ate] SRS SREAT, Fake 82773 HIAF /1Y
2 ke Aftes SHEAT T SEe] Felgt Y= mA = A HoFrh

{Table 7> Effect of consumer perception towards the visual merchandising factors on purchase intent

Dependent Unstandardized coefficient Standardized coefficient ) Significant
variable B Standard error Beta probability
(Constant) 5.528 262 - 21.129 .000
Harmonious .108 050 .108 2.182 303
Attractive 181 047 175 3.825 000"
Compatibility 520 057 507 9.068 .000™"
Fashion 325 050 332 6.445 000"
Responsibility 025 052 019 475 635

R*=630, adj. R*=.622, Durbin-Watson=2.137, F=82.773""

Hx

* p<.001.
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