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Abstract

Retail firms have begun to pursue the marketing strategies, which stimulate
consumers’ sensibility and lead people to purchase their products. The visible effects
of visual merchandising (VM) arouse consumers’ interest and play an effective role
in having busy people efficiently choose products. Apparel retail stores such as SPA
use the offline store to be the experiential environment of their branding. Consumers’
sensitivity and response toward various visual merchandising strategies needs to be
accessed. The purpose of this study is to identify VM consciousness and VM
evaluation attribute factors. Relationship of such variables with other variables were
accessed. As consequence variables, product satisfaction and unplanned purchase
behavior were included in the study. An empirical survey data was collected from
men and women of various ages. Results indicated that VM consciousness and VM
evaluation attribute factors were not correlated with consumer demographic variables.
VM evaluation attributes were factored into appropriateness, attractiveness and
functionality dimensions. Clothing involvement and brand orientation significantly
influenced product satisfaction and unplanned purchase. The direct and indirect effect
(via VM consciousness) were significant. For unplanned purchase, brand orientation
only had indirect effect. The influence of VM evaluation attribute factors were
significant. Appropriateness had stronger effect on product satisfaction whereas
attractiveness had stronger effect on unplanned behavior. Functionality dimension had
only indirect effect on product satisfaction but did not show significant direct and
indirect effects on unplanned purchase. This study identified the pivotal role of VM
consciousness in various shopping and purchasing circumstances in offline retail store
of apparel brands.

Keywords: visual merchandising consciousness( B[z cFo] 5] ©J4]8), evaluation
attributes(FH 7R 4), product satisfaction(FEZ9F), unplanned purchase
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l. Introduction
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oxetel $EARA A7 At ARYAo|
AL vl L Q3 @4 0|tKTurley & Milliman, 2000).
aahEQl A7He A visval) Tk T3kl AHESIAY
(merchandising)& 25 ESI5k= 7fgo] v|5Fd HA
t}o]#] O & (Walters & White, 1987) EHE o|u|X]&
TAY FEEZZ 719 olm Ao 7]xsto] HE
AT HHE HAYS d2AA SLE AR o
A& FHA 7= S BHE wige] mAA
olgt & 4= qlth. H|FY HHTod S FoiA AET
HAETL ojBA AFUACIAH=A7 23, E
olfgt AFYAolHo] AFH o AH|RofA HF
o] FFFiel AU FFE F= Aotk
(Kerfoot, Davies, & Ward, 2003).
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II. Theoretical Background

1. Visual merchandising and clothing store

RS FEAA A2 T ABTol7) 4]
AJe] Tog AZe|E BL BMSAE et Sl
2R Tlo] AEhlg ek o) 7l e AR
29 A% 94 AL Y4 B 7Hs Aol &
TH(Damminga, Wu, & Johnson, 2012). -3-3§ o}o|g]o]
U FZodold 9] ZE7F AlgdE & 7] wizel &
3 Qre] 2 vhFoly A= HAEH 07} oF
A ol 37841 FRFEZ HE 4= Hholl glth(Jain,
Sharma, & Narwal, 2012). Tt} @ Za}o] Hx =
g 7HA] =94 BlFd &4 /45t 2ol JE
A HAYO] 9 9471 =, A FuiA Gl QojA
%Q3%t =Holti(de Farias, Aguiar, & Melo, 2014).

OlFAZAA AIARI HFAHH ol Heke
A= BERHEY ERE0f Filsh= onAE A&
Stz ZEAAE FLASoF Bt} Bl H o] 9]
542 AEY BT onxE ®HSH] fIsiA
Eolsole MYl JE7}F HEE Sh= A
Eo|th(Kerfoot et al., 2003).

ST
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1o

0157199 BN ke miHel Qmek
A% oluAE oo nAT ARUANA she
© FHES BEHES Folby] a3 ol ©
(Davies & Ward, 2005). A oJu]x]& AH|R}S]
Telat AT YOI AEe] el Frfelwo]
A felet dke Fohe Aol ofe] Aol 2Jsto]
B 1% o] Yrhe.g., Wu et al, 2013). H]FIHATo]
AL AH|AE ofyel, eIl HIEox LFEst=E
AES] PRaTE FUYAIE HYATE St
(Bitner, 1992).

U e}

2, Effect of visual merchandising consciousness
and evaluation attributes
OlFARZ ou|x|9] SHoj|A H]FAHFH o] o]
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AlZolo] ti(e.g., Kerfoot et al, 2003). Melta
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2R1Ret I Al @A o 7§7¢] ZAFSRRl=T HF
Aoz =3H H/RAYEE 2314, Mg, 134,
A3, 1813 715409tk Kim, Lee, and Kim
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3. Influence of visual merchandising: Product
satisfaction and unplanned purchase

AH|R}F 2L AES AHS o £FAY A 7HE
4 7ol 43 o] BF7HE & W e TH(Giese,
& Cote, 2000). =& Tr£2 ZA 0] FrlE o]o]7
o, B& A=t 1% 5 uAI"C] oA
344 IFL Y sk Rl0E thRolA
gt a4Y F sy} BurEe Ak AL o
235 N W2 E3) FAE7] Hoie 2Est 249 o
Aslo] ek 4 gl oxetel Fxo) mFduid
o] = ABA7L S AREF Aol A a1 5HA|
== 7leoln whEbA, vhE 5 ERhEol I v
ZIth.

gto] st tid o HFdm ATl aelo]
H R A= JFS Fol Ko and Suh(2010)
o) AoA RHES] AT o]} g7
=3t vl SEHA BRoA QoA RFofsHA whE
o JL vlAE Ao vepieh i, o AT

AHE HFdr Aol R4S RARAS F3lof
F&ot5ld], Hagdol, Wy, £uo o
olohg, m2rA T8lw dAER TR HE
Amttolq T8k gt B0 HAZH
Sko| HAE IFE AFHo2 HF3 Lee and
Han(2014)2] -] 1b 231, Mgd, 340
e 282 B B HTo] BT Fo% 9F
2 uA Ao etk 53] ol $Ee 4B
go] JrfFoz H2 ZS BT} Shin(2012)
SPAEZE Lo AF3lo|Ae] 20~30T] IS HhAto
2 3 AFoA HFYE HHTely +484E 3t

A&} AEAEZ FESIGEY, o] F 84 EF A
T =0 fott JE vAE AS HREAHS F
sto] AEott AFolAE SPAELAE A& tish
A4 E2US wiEsE EdsdEr, 249

%

p=4 = ]
wEo) Gabe ekt A4S Bustsc. e,

HHTo] 2 AAE oo AFAQA FFE PAY]
Ho= M3 9= vH-TL 3t

H|F A o] o] it APAoA= vl
v kol Hol et Au|AEe] BAlo} HZEAol
HA G &2 S50 dZd€th= e B2
ol the.g., Bhatti & Latif, 2014). £5] d=$ g
Edlol= JAGEY FAH &5 AFA717] g
o S5 ‘dOJO] Fth(Karbasivar & Yarahmadi,
2011). HAEF= AHY LN E ZHE X &
&0l o]FojA AR, exEl HREoH= F= A
F9 HAaEYo] 5o dF= o= 5 Utk

. Method

1. Research question
AZH A5 $Y5P S5l AAR AFRA
L oo 2

ATFEA 1. HFLHHntolq of24do] 4HA ¥
A3} ofw et FAZE A=A Lot
AFZA 2. SFFHNA AFEA AT,
FEADY FFl AoA HlFd
Arteld 24/ e] vz o] distod
o¥o]—53_r4-
2-1. AES HRl(S]BTo], FEAF)o|
AFLZ] A= el oA H]
Aetold o249l il avs
dofart.
2-2. AlEEY A 5T, ZEAR)O|
HIA o] v]R]= ol oiA ]
Aetold of24del wilads
dofart.
ATFZA 3. leo* Aol B7r&
]S dofE)
ATLEA) 4. FTFoRA vlF L Hrto] Y B}
549 SAARAY JFoll Yot 1]
FAv Aoy 24149 thA AT
thste] ok,
41, WZAH AT e W& SR
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o] AFUS0] HAE GGl Yol
A s Actold ol44e] AR
g gohirt,

42, BFQE Aoy BASAY SR
o] WA 1= FFol 9
o4 Bz rol 2Jal4o] oy
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2, Measures
H|FAH Hrho]d 9JAlAd2 A A e.g., Ru, 2003)
9] & 4 Hoto] ARgStlrh AMEE £
Appendix 1] YEFY It 39 Bl E AHKE 7|
Hote] QRIEAZ HATH 23 HUQRICE FE5
o™, A% alphar= 81 WHIAAHE =2 A
o7 Ueht o|Fo] EAojA HHgtS AHESHITH
HlEdm o]y g a4 Higt B JA] APA
T(e.g., Jeon & Park, 2005)°|4 AF2EH &2 3
Hsto] ARG
TFUiRESE £ H|F o] ol oJsto]
g do} gk AEo] wigt =R SH =AU
ARl S E = DB A HARI, F
4, T, 7ol ek 4], A9, ¥ 5 RS
o it HFEE SHIEE Skt & =39
A= 8280t} HIA G| £ HFY HAH
o]0 FFE whot uit A, FufE7F 7 A
o] F TFeE FHHNH, AsEe 64T
AtollA= AFEAE AHAEA HRICE 9
B E ZFsI=, AFol e THE, S,
FATE YW= 62F°] ARE I 3T AHA]
¥ o] ZRE Q= 3BFLE AAHEUT o
Tol o} AHEAFFS] A= 2+ 813 .600] 91Tt

A,
A

i

=

3. Demographic characteristics of respondents

ASZAE got] ¥ QRaNAE gyos
AEZRARE AAISHAH. 2310 24 B4 3=
Afshe A AH & 46680 SR AEA 7}
AR EIQITE SHR}O] 55.6%(n=259)7} RIS O™ 56.9%
(n=265)7} H|&o|dt}. FHAY] Aoz 41.0%
(n=191)7} AFE-2AL, 15.7%(n=73)7} S+, 11.8%(n=55)
b ALFRE. 0ljo] FRAn=32), WY
(n=22), AAYA(n=13), BA7152(n=10) 5] SHOI

ojqtg] - g 97

=okt}h 158 EYL 21.2%(n=99), Y EJ
9.0%(n=42)Ft}. AF QoL 40| 33.5%(n=156),
371X 0] 23.4%((n=109), 123 FA4F, FF, A,
24 A 5 BGA AFATE 20.2%(n=136)°] ATt
SEHA AP 20~59A] EEHI, B 3109412 1}
EbtTh

Atk BHEL 69.5%(n=324)7} thetw Eog g

V. Results

1. Clothing store VM consciousness and consumer
characteristics

B|Zdu] gty ojAlo] 4vzt AFEAH &
o] wet o] BA] thEX] Lottt WA Ao
BAYS JUPA BAS Foo] Lopmsrd, §
oJ3t FAE UehA] gl e AE ofRo] 3
o rtestS B3ko] Poprgkat], Al IRt Hol
7F YERA] 2ttt Cant and Hefer(2014)2] A9
A= Aol wet BlFdm ol Aol gt w7}
s 5 U2 Aol Eustylow, & AfoAE ol
o T2 Aol= YEtA] Sttt 453} Pt oEH|
5 AAA £ T Bl JA Ko7t JolE e
Al FQATE

Atolde IFAAEY g A" HAES
Z3FetA=dl, 13] £A] 285 ARE, 54733
=, 1AL 13] £BA] AESHE 714 9] £3dol ot
H|Fdm o] 9JA4dE o] Al 7HA] S0l tis
% {3t WAE YERA AUt AA Az H]
FAH AT 9Ag2 JIFEAH B0l oE
2H PF BHAT= FOF BAV FFEHA S= A

29| ojn|xebE AL Helolth, WAHoR 7}
AR ol WAV E2EATh=46, 33, p<
001). HlFAu Aol 0|43 AET} paE &

iy
>
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SEAG Zo] T HAJA A

H “r—w':—% dotE7] fJste] HlFdHdriely
o)A, olE o], 2=l JHAFF Al <l 91 Y
dokd AE (Fig. Dol HERH AT Bt
o4 9JA14o] BHL 3.600F T}E & E'i?l_“if‘% =
<= BHAE EAh ¥R 540 HFdHAG
ol A FEo] AR w2 A2 & 4 AU

At

2. Effect of clothing involvement and brand
orientation: Mediating role of VM consciousness
2 AT vFdm cto] Yt BAE v
EA479 FHHUACR AFUET} v AL £t
A WS ZFSHh AFUST B A LT &
£l

e GubAel AnEH oA EE Zo] oY
g, B5 Yo v|Fgmrte| Y} Add #go
= SAE0

(Table 2)e]4 ©]%3ko]o} AEA|GF0] 1|5
Aetolq ojAAel HAE ek Fohugich AR
A(f=14, p<.01), Bt} B 3ho](8=39, p<.001)°]
ogkeo] B} 75t AL o 2 Qrh

2og ojugtelol JEAFo| HFYmHrto]
A0l AL ol et ABe] Yol Bl o

<Table 1> Correlation of VM consciousness with
product involvement and brand orientation

Product Brand
involvement orientation
. sk Aok
VM consciousness .46 33
ok
p<.001
VM consciousness -‘ 3.6
Clothing 5
involvement - 351
Brand
consciousness - 331
1 2 3 4 5

<Fig. 1> Mean scores of VM consciousness,
product involvement, and brand orientation

Artoly oA49] wiAL o3t BAESAT

<Table 2> Effect of product involvement and brand
orientation on VM consciousness

Dependent var.:
VM consciousness
Independent variables B t
Clothing involvement 397" 8.48
Brand orientation 14" 3.03
R 23
F 70.03™

¥ p<.01, ™ p<.001, * standardized regression coefficient.

FE JARACE GolHQITH(Table 3). &A1,
T 599 2% AENS Aot |3t F=
e Gl o] ZAoflA] vBldmHdrto]d] 9449
RIS dotE 7] fIste] YIAA BHEAZ AAl
gt ZAIN(Table 3), H|FHHHrtol] 929 Zgh
A A7 YEH o™ (8=45, p<.001), THE F HQl
9] 43k o] GOl ElE| (=23, 15, p<.001).

o|e} Z-& AME Folo] oEH 049} FHA|ZFO]
A FTZo] wA= 7kl 3101/‘1 1 Akl A
ool RE miaTt e A & 5 U

1}

(Fig. 2)0]| (Table 2)} (Table 3>-4 IAES &
HAE 42 18os YEUH
AFTE o] Qo] & Aol A H|FAmHTto] g 1}

ol

BAY FEUSE APAT) A WM AFH ol
AT EFSAT. AAH AR HRE
e AEUEo] H9eh uplNE Awug
(Table 4; Fig. 3).

I AEA A3, vAg ol JRAFEDT 9
F3o19] o] st HeErETH(8=41, .10, p<.001).
0|9} T2 BAFE T2 Helo] AFUE mA= ¥
F= Lot & 73-H(Table 3; Fig. )2} § A L}
Wk SY¥ewol Blsdw Aol o4l Hel
< F71E IAA IAEA AoE BY A 944
o] JF2 Wi A3HAIL(B=47, p<.001), 24 F
o T EHHRAY JFH 2 o SolSqdH 5T
ofo} FAFo] AFUSF © FEF F-<
TEA Uehd SHE EA o] frostx
27 YeRd Zoltt. ol2A HlF qrto]d 9
go] HA g o] vX= ol iz Ml
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<Table 3> Effect of VM evaluation attributes & VM consciousness on product satisfaction: Hierarchical regression

Dependent variables: Product satisfaction

Independent variables I t I t
Clothing involvement 417 9.28 23 5.53
Brand orientation 22 4.96 15 3.95
VM consciousness 45 11.68
R 30 46
F 102717 134.04
™ p<.001, * standardized regression coefficient.
Product Product
involvement involvement \
Product VM e | Product
satisfaction / Consciousness satisfaction
Product Brand
involvement orientation

<Fig. 2> Mediating role of VM consciousness: Effect of product involvement & brand orientation on product satisfaction

Note: Thickness of the lines

7S] dEE, A

)
2
Ao} A3 GRAA ATE e RS L S

¥

3. Clothing store visual merchandising evaluation
attributes: Dimensions

N ARseld BasE a0 Sisi

Aol Zbe 250l diste] 8RlEAS AAl
F AT 4L Bolo) 250
Al 8.%lo] F=ZEEUtk(Table 5).

A A 8912 of#f 7Hx] <lE=of7h dEgol 9l
I 232 om Fxo| oju|x| 9} & dkri= thy B

oz FAgxlo] 9lo] HgJ(appropriateness) 8910
= gslg F U 99 HAKo|n Fuze
Q23 A28 4 olulA7t A%Hos BAAGE
Y] EgE2 12 A(attractiveness) 221 0. 2 HHE Y
o Al HA 8912 34 B4 T2 5 HE 7
4 Sg0] e B9 Gnd SH] ¢ 2Pl Hof
7154 (functionality) 2 10 2 HHE A} Al 8219

represents strength in significance.

o] 63.65%PoH, QOIHE 23lo] AlFE
T}, 72k 82, 81, 772 & AFAo] AEE
9] EAoA= *ﬂ%ﬁ& AH&SEI T

H|F A d ol A Bri&Ade] diste] AH|R} QI
BAA EAY Zolg OPOFH A3, e JATEA A
S04 Rl zpol7} vrehtA] kot ghE, (Fig.
4He Al 8919 Y 5L vehd Aotk Al
821 FoA AT Hatol 7HY =eH, 7164 B

w3k ol 7P @it

m

Q e 4
Y

o

o

4. Effect of VM evaluation attributes: Mediating
role of VM consciousness

H|ZdmHTho|A A|71R] HIEEA QRlo] B o
TollA 2ot 7 SEHFA AFEI vl A g
of PX FFS FohESIH

(Table 6)0i= H|FAM Ao H7l&Ado] o4
ol mAl= AP FFS AARAS Eot] Yokd
Zoltt. 71 A3t #9hy aRlo] 7 AdshA A awt
£ U2 A= AS & 5 ArH(B=42, p<.001).

291 -



100 SHRGENA wEAH ALY 244 oA

o=kl 3

=2

By RoT

<Table 4> Effect of VM evaluation attributes and VM consciousness on unplanned purchase: Hierarchical regression

Dependent variables: Unplanned purchase

Independent variables I t B! t
Clothing involvement 417 8.83 22" 5.11
Brand orientation 107 2.32 .04 1.01
VM consciousness 47 11.39
R 22 .39
F 68.14™ 101.33™
¥ p<01, ™" p<.001, * standardized regression coefficient.
Product Product
involvement involvement \
Unplanned VM —— Unplanned
»l purchase

orientation orientation

purchase / Consciousness _
Brand Brand [ =

<Fig. 3> Mediating role of VM consciousness: Effect of product involvement and brand orientation on product satisfaction

Note: Thickness of the lines represents strength in significance.

3 ol AUE 24z EHlel 94 3
M UAIR A3t olg} PL A 1S okl

A F9rEol et 3]HEA A3 Table 7), Al 7HA] 8219] Jgo] M AUAth(B=.14, p<01). H|F
&4 2Fd 7MY 2 S AL 2L AP Ao
9oz UeRth(p=30, p<.00l). FHHOZ 754 AR

<Table 5> Visual merchandising evaluation attributes: Factors

Eigenvalue
X Factor R e
Factors and items . (variance % | Reliability
loading .
explained)
Appropriateness
Store display attributes such as mannequins, props, equipment harmonize with the 17 2.88 82
store atmosphere.
Interior design of floor, wall, ceiling, and equipments coordinates each other well. 73 (43.88)
In-store stimuli and expression strategies add values to the merchandises. .70
Color strategies of the store matches with other elements well. .67
Interior elements are congruent with the brand image. .65
Attractiveness
Surprising images and show window expressions attract attention. .81 2.55 81
Eye catching representations make the merchandise appealing. .76
New store images are managed through interior coloring and expression. .68 (10.25)
Visual merchandise management makes the store image novel. .66
Functionality
Physical attributes of the store make it easy to access the store. .81 2.20 .76
Pathways are spacious and customer movements are well considered. 77
Coordination of items provide product information. 72 9.51)
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appropriateness
VM attractiveness - 3.32
VM functionality - 3.23

2 3 4

<Fig. 4> Mean scores of VM evaluation attributes factors
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<Table 6> Effect of VM evaluation attributes on VM
consciousness

Dependent var.:
VM consciousness

Independent variables B t
VM appropriateness a0 9.10
VM attractiveness 16™ 3.48
VM functionality 147 3.41
R 39
F 101.717
™ p<.01, *" p<.001, * standardized regression coefficient.
2o ET Aotk HFAArtol J44¢)
WALTE e lch. 58] 944 Welo] £
Fo Ao wsk SHIEE )44 Welo] v

Aasph ek Z9o] gt 440 F7% 3

i

olgt ol Awol whet A5ste] HAGYT

<Table 7> Effect of VM evaluation attributes & VM consciousness on product satisfaction: Hierarchical regression

Dependent variables: Product satisfaction
Independent variables B t B t
VM appropriateness 307 5.91 .10° 2.03
VM attractiveness A7 3.38 .09 2.05
VM functionality 147 3.30 07 1.73
VM consciousness 4T
R 28 41
F 58.43™ 79.98"
* p<05, " p<01, ™ p<.001, * standardized regression coefficient.
VM VM
appropriateness \ appropriatenes \\’
VM Product VM > VM e Product
attractiveness _| satisfaction attractiveness Consciousness —| satisfaction
M / M -
functionality functionality |~ ~ -

<Fig. 5> Mediating role of VM consciousness: Effect of VM evaluation attributes on product satisfaction
Note: Thickness of the lines represents strength in significance.

- 293 -



102 SEEEEE L R

=4
=

(Table 8)0lAl= THHAS
ATE Yehd Aot I|HEA
7V A FFE vA= 2902 wWiFY (=24, p<
0002 Uehydth Aridozs A/gdaclel ax
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V. Conclusion and Suggestion
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<Table 8> Effect of VM evaluation attributes and VM consciousness on unplanned purchase: Hierarchical regression

Dependent variables: Unplanned purchase
Independent variables B? t B t
VM appropriateness 197 3.49 -.04 =79
VM attractiveness 247 4.43 157 3.13
VM functionality .07 1.38 -.01 =23
VM consciousness .54 11.36
R 18 36
F 34.79™ 65.61""
™ p<.01, ™" p<.001, * standardized regression coefficient.
VM VM
appropriateness\ appropriatenes| T~~~ _ _
\ BRI
VM ™| Unplanned VM > VM o Unplanned
attractiveness :V purchase attractiveness Consciousness = ; purchase
VM ”/” VM ”,—”—
functionality |-~ functionality [~~~

<Fig. 6> Mediating role of VM consciousness: Effect of VM evaluation attributes on unplanned purchase
Note: Thickness of the lines represents strength in significance.
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Appendix 1

Visual merchandising consciousness measure

Questionnaire items

Visual merchandising of fashion retail store---..
is very important for consumers.
makes me to feel shopping pleasure
expresses brand images.
makes it easier to locate brands that I like.
expresses fashion and trend.
expresses seasons.
provides various information
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