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Abstract

Purpose - People have long thought that disorderly space would influence their lives negatively. However, disorderly space
may have positive impact such as increasing sales for new products for store managers. Borrowing the prior findings that
disorderly space enhances creativity, we developed two hypotheses regarding space order, product newness, and new
product adoption. We hypothesize that space order negatively influences new product adoption and that the proposed
negative effect of space order on new product adoption is moderated by product newness.

Research design, data, and methodology - We conducted a pre-test in China using 70 undergraduate students to test
whether two newly developed cosmetic products were appropriate for the experimental stimuli. We confirmed that a fragrance
patch concept, which is unavailable in the market, is a RNP (Really New Product), and an edible fragrance, which is
available in the market, is an INP (Incrementally New Product). Next, we conducted a main experiment with a 2 (Space
order: orderly vs. disorderly) x 2 (Product newness: RNP vs. INP) between-subjects design in China using 100 undergraduate
students. Half of the participants answered questions on the disorderly desk and the other half answered questions on the
orderly desk.

Results - We obtained evidence from the main experiment that consumers’ new product adoption is the function of space
order and product newness. First, participants were more likely to adopt the RNP when they were in the disorderly space
than in the orderly space. However, the effect of space order on new product adoption disappeared when the product was
INP; the adoption rates for the INP did not differ between the participants who answered questions on the disorderly desk
and the participants who did so on the orderly desk.

Conclusions - Our findings are counter intuitive. Contrary to the conventional wisdom that neat and tidy space benefits store
managers, the research demonstrated that disorderly space increases sales, providing fresh insights into store managers to
manage their stores and shops to sell new products. In order to help store visitors understand the value of really new
products, store managers will have to sacrifice space order to some extent.
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2. MMARL EK(Literature review)

2.1. MHE £=8(New Product Adoption)

MHZ0lZH oMK EXSIA| AH TS| MER HEZO|
Lt 7|1& HES 73 MES 25 =&stti(Nguyen, 2015).
steXo2 = AH|XE0| AMEN EXD QAX|sH F A
HEE &1 FOist § XBXHOE AESE ZE QAMZE™ES
MHE +=80[2tn Felgtn UCt MHEF =80 gt 7=
XRIIMNE &EQ HHAE0| =2 =X F& §9l7| sl &
g5 TI™ME|RUCHJIoo, Im, & Kim, 2014). X|X0= AMHZE
82 AN e QR AH|XIQ| Al M3k MZsH=
Al EE oY AHXE Mo A" S0 SIFE|/ICHRogers,
1983). 0|2I0= AKHE =80 FE2 O/Xl= Hs YD
A HHE|om, GFolLt MEnt 22 QASA SN B
Ch d2(d #H=0 st A7t 715tk FHE = QICKIm,
Mason, & Houston, 2007; Jin & Lee, 2018; Roehrich, 2004).
ZZole £E M2 FOE HOLIAM Fofst ®EFof st
X&EX™ AR S ESH7| = SCk(Park & Joo, 2018).
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2.3. M|&£9| MZEE (Product Newness)

ARKES AH|XPZF K25 AMES| MES FEo| o
2t AMAZS INP (Incrementally New Product: HEIE AlKX|E)
2} RNP (Really New Product: g%XI& AlHE)oz2 FLESIC}
(Ma No Reference, 2014; Kim, Hahn, & Yoon, 2015). INP=
AZOM EOIS2 71E MES ZiMTt AUXE0|H, RNP=
7|& MEZ0| MSHX| =22t MEE 7|S50|Lt &S Sst=
HNEZEc=z A FHH12|E PHELCH (Moreau, Markman, &
Lehmann, 2001). INP= 7|& X|E1} SAISH 7|58 HM38H7|
UH20| AH|XEZE MZQ| AMRO|LE &EZ Ofslist=H ofH
X| X2 RNPE 7|E HEiH= M3 CHE 7|=0|Lt 7|s0]
HEE|O A7| WEof, ®MEZ2l o £40| o EZ TIH
CtF=XE 2HI2A O[slist= Z0| 022 =Tt ofL2} K&
o sHE HMUE 27 shME= F7t &&50| EQsiCt
(Hoeffler, 2003). INP2| O|2&= BEA7} 7IHL E HEH,
AdI7t &2 XS4 2HE0| E2 TVE Mt & + A,
0|0] CiH|=l= RNPEE 7tatsid, XAtEF8 XtE&XkL 3D TVE
M2sf & 4= UCH

ZZof TME AXE A7 CEH INPQE RNPO| CHot
ot =3 T, 7] i, XA S o2 d2lE 7|H S0
o2t g2 20t oE =0, Y=g dote 40| =2
ghef REO| MEES YE 2UStHe= o RFQ| AtEE
HC} RNPO|| CHE 70§ 2|=Qf XHEHEO| O &2 AR LY
X QUCH (Herzenstein, Posavac, & Brakus, 2007). AMHZE ==
22 EQItO| XjEst Lo 2 ARSI H= EMHME, SE
HOR KZ ofMst= AlRE2 RNP =8 Q7 =7 &
DEX|EE o|gt Hi2 4STO|EXOoZ XIS ofMdst= AtE
E2 INP =8 97} 22 ASZE H1 EAC} (Ma et al.,
2014). X|Alo| 2F3t ZL0|= RNPE HEIISH7| Of2{9fshct
= 4tz QCt (Byun, 2018).

E35| 23t 21 (need for structure)?t AMXZE TWIHY Of
H I NK|=X[0f Cht 7|E ¢ dots 2 et 2hE
0| QUCt Kim et al. (2015)2 H|E X|Al0] &2 AH|XE CHA
o= XHIoA e F= UL 4SS 2UESHA QXA
o=z HE6He gl X3t 78 ZHSIY INPLL RNP
£ Ct2A Yrtst=X| A5t A7 ZAutof =M FLx3t
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He{sls 2EsH UM AUMHE 8 =7t 37 Ae=
0| At=IC}H (Vohs et al., 2013). ZEXo =z X|ZE E0| 52
RNPQ} ZtEsiM= KR Z7HHojA Kotst Zdar OREEIEX| 2
HEE 3D =280 UM MHE =8 2Tt =2
Ho=2 O &EICE SHX|TH X[ZHE 2[R0l &2 AMKEL! INPO
42, Eg 2ustHLt =7t 40| AXE =80 FEo
g2 ZAoE o&z|o MHR| 7Hdo| X|X|ZX| AS A=
Ofl & =ICt

H 2: 32t a7t dME +8 =0 0iXle g2 3¢
galof QlsiM ==& 20|k
H 2a: RNPE 2, =& SUMED 2o SZHoM A
HE +& =7t &= ZAO|Ch.
H 2b: INPZ2, =& SZOMELD SHet SZHoA
HME =8 <=7t =X @2 AL,

3. eI 2 (Methodology: Research design,
data, and methodology)

31. 97 2
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Space Order New Product Adoption

Product Newness

Figure 1: Research Model
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HEel MES0| CHE 42 F=E 37t =283 S7H0N
MHE =8 Q=0 Xo|7} JA=X| LOtEXt 2 (HZ2| Af
E8: RNP vs. INP) x 2 (37t HE| HE: HE vs. 2%
between-subjects design AeS TIWMAMCL DE FIIKIEL
olH] Ae Zuof 2t MEi=l RNP = INP & SiLES| XMIE
o asto] SEHAUCH, Mo HIMS M MA 2o 50 =
40| O{EA HIX|ZIR=7t0l MEtM S+ "2l F=7t CHE
gojAM SYst 2Z0| SEACL =8 S0 B = EIHR}
£ S10| JIX|Hg| "1 EHESHAH 50T Mo =07
e dYME 9 HE0| SEIUL, =T S7Hof HiIFE
MM 2740 EAM Qo] T Mo 0% HE A
Y nIE0yE
m 0|3 AZ Tt 100F2| gtdg CHACRE T,

SE PINEL T HIES +8% oIt UK T
ot MHE +8 o8 Z3ol7| YoM Wang et al. (2008)
of MOt 274 WES ABHD T 22 7H HEER AIBY

c}.

4. ARZ1t (Results)
4.1. ofH] H Zut

E7txt= 20CH O|2HO| 64.3%S XRX[}2H 0 HIsHA
O|M0| ES UM (F=28.6% vs 0=71.4%) 2= SEX7t
£ 3 siLto] MEOltE AMsH =2 Zo| gictn ErSCt
HZ2l MZ=0| et 24 Zah, OofZ0r mHX|2| AZZO
(Mojzomn=3.27) 7tRF2| MEZ0| H|5t0 (Mse==2.73,
p<0.05) =A| LIEHGCE OffH| A% Z1toj| h2tA Of= 0t mfX|
£ RNPZ M5l 71225 INP2 Mgt 7 = dEs &
AIRALY.

AE EIIXIE2 20CH OjTto] 88%E AtX|HSM, ofH| A
Yt ORI Z 40 HISHAM 40| AT (H=28% vs Of
=72%). tHE =8 2=/t S HElet HE2l ME220[2l=
2749| H==0f oM AFE=A| &I5H| LA ANOVA &
Mg HAISIUCHL 24 o S FElo] F raet 3¢ H
2 HZL MEZQ o428 27t SAXLE {205
LA HES M2 FRrit= |FOOISHA| FRUACE

AW, =& S| HishM =&e SUoM UNZF =&
O|E7} =QULCH (Morderly=3.35 vs Mdisorderly=4.37, F(1,96)=
20.909, p<.001). M, RNPQ| B2 =%ct SZH0|Me =&
=it Y= SUoMel 8 2=o| HISHM =UCEH
(Morderly=3.06 vs Mdisorderly=4.78, F(1,96)=29.306, p<.001).
J2fLt INPe| A0z HEE St =81et S7H0IM &7t
XS0 #=8 97} KIO|LFX|  LRUCHMorderly=3.64 vs
Mdisorderly=3.96, F(1,96)=1.029, p=.313). MHE =& 9|7}
YeE S0l HisiM =&et S0 =hts ol ZAEY

gl = i)
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INPO A LA E|X
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Figure 2: New product adoption as the function of space order
and product newness

5. APAM E2 U AIAFY
(Discussion and/or Conclusions)

5.1. A7Za g Bl AJARY

=2 28 g2 SoM I FElet ’MEFS M2I0|
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E 48 ol=2 7MW H4AS YL 4
HIRHE EESH BN MAE +8 o=t Of £OFY & o
Che ™2 wEsion, S| ojfd mie M=2gol MEjt
2 RNPQI Z20|8t MBI ¥2 Holict ZENo=
2 97 J|Z ARoIM CHRX| UE RE E Haol
T2t Hert MRS 48 ol=0| ¥BS OjFcs HE Eof

FACk= o stEHez Fast 2lo7F RALt

= ¥ Zits MYES Hilsls dfAS0AE S 5
87tsgt S0=2R2 QUAMOIEE HMEotch STHel HMES
2H[RPZE >OFS0|7| RBME OHE oM XtRE8S =2
= A=SF 2 FolE 29712 2HEI0E st= 0| Lt
Y-OICH DIFO| X|Lia Fe= 2o F2|=|of A2H &
A7 ME2E8E ZoEY + U RE2 050 47X
B MERM RNPC| 7HX|E 20hE TIeH XtA|I7F EE2(X| B2
Zolct. MHEe FE TOjoA HYHOl dets HEol=

O|EeE CIRO|HE 2 deol 2ME FFo 72 32t 3
2|0f| Chet MERE da{soF & ZAOlCt.

= Aol Zite Iulof 2| et L2 Tt Ml
ol =7|ZH|(F > %k -7, Don Quijote)?} A|HOIAN HS3t
02| Olf J0|M StLE d¥siELE =7I=2HOM= AZDt
dEE 2T OfL2h QlofEat HAMSO Ol=27|7HA| chyet

=S Hoist=0 S¢S §F0I2t: F=oF M1 #of
cbM 7tA0| Eetfict Z2Ee &% FEE SIS I
HES MRS BB = =Fs Foe R &
SFOILt T &F 2|, =7|=HE &F 2R/t EMEH
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SHA| @1 o&F TEO| FIEYF0IH 27t HOtM A
28E o7|0ls HeloHX| §Ct. oiX|2t =7|=HE W=t
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2HIAS2 28 SUOM EHSL MHRESE =N T
of of o Sl SNl MMES FH EA Foists B

= 7= og oAFOl AXIT A F JHX[e] SHAEE
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AT O ZRSICL o2 SOf X|ZHE Sldel Wesh 36
Moz 2 AHBORIR (O, HM & J|H) SE 3710
o8l 2YHY ¥HS F 4 AN, AR22 M| ofLf2}
IxstE W2to| BAHOR aFsls MHB0[ (O, S
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48 =2 &Y 4+ Yt ol2v|z BR B0 2aUo
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Appendix 1: A& Xt== (Experimental stimuli)
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Appendix 2: 57t ™2| (Space order)

Orderly space vs.

Disorderly space

Appendix 3: 82 2% (Questions)

Product newness(1=Not at all vs. 5=Very much) (Alexander,

Lynch, & Wang, 2008)

(1) o] M&E& FOiStH L7t 7|oiste HAYS 22 += U
= g ASHCKreverse code).
(2) o] ME2 FOiSt AFEY I E= HIE1 ¢ HY

7t9] 571 TS EHMIBHCHreverse code).

(3) of MEe FEel Holg onm U sBS Ho|
HHROF i,

(4) O HES ABSY Ut XIZ € = o= Ys ¥
+ 92 Zolc.

New product adoption(1=Not at all vs. 7=Very much)

(Wang, Dacko, & Gad, 2008)
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2
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