The Journal of the Convergence on Culture Technology (JCCT)
Vol, 9, No. 4, pp.601—610, July 31, 2023, pISSN 2384—-0358, elSSN 2384—0366

http://dx.doi.org/10.17703/JCCT.2023.9.4.601
JCCT 2023-7-73

A ZHAA(VR) e vl=E Yol (VMD)
TAAA7) Vs 89 AElF :‘cz of mX|]&=

A Study on the Effects of Visual Merchandising (VMD) Components
of Fashion Virtual Reality (VR) Stores on Psychological Benefits of
Technology Adoption
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Abstract The study analyzed the effect of VMD components of virtual reality (VR) stores on the psychological
effectiveness of technology acceptance. As a result of the analysis, among the VMD components of fashion
virtual reality (VR) stores, experientiality, aesthetics, and suitability had a significant positive effect on perceived
usefulness, perceived ease of use, and perceived enjoyment. There was no significant effect on perceived
usefulness, perceived ease of use, or perceived enjoyment. The results of this study are significant in that they
conducted an empirical study on the intention of use due to the VMD components of a fashion virtual reality
(VR) store, which was rarely covered in previous studies on fashion virtual reality (VR) stores.
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