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The Influence of Visual Merchandising Congruity Perception on Brand Attitude
and Purchase Intention: Focusing on Mediation Effect of Perceived Risk

Hyun Hee Park'
School of Business Administration, Kyungpook National University; Daegu, Korea

Abstract : This study investigates the effect of visual merchandising congruity perception on brand attitude and purchase
intention. In addition, this study examines the mediating role of perceived risk in the process. Four retail fashion brands
with classic image were selected in the previous research to avoid the influence of different brand images. Questionnaires
were distributed to 200 customers leaving the four fashion retail stores which were chosen by the previous research. A
total of 167 completed questionnaires were analyzed using SPSS 18.0 and AMOS 7.0 statistical packages. The results
were summarized as follows. First, visual merchandising congruity perception positively affected brand attitude. This
result supports the match-up hypothesis. Second, brand attitude positively influenced purchase intention. Third, visual
merchandising congruity perception did not directly affect purchase intention. Visual merchandising congruity perception
indirectly influenced purchase intention by mediating brand attitude; however, it did not directly influence purchase inten-
tion. Therefore, the strategic approaches to enhance favorable brand attitude through visual merchandising congruity per-
ception should be tried. Fourth, visual merchandising congruity perception negatively affected perceived risk. Fifth,
perceived risk negatively affected brand attitude. Sixth, visual merchandising congruity perception affected brand attitude
by mediating perceived risk. Therefore, it is needed to devise the visual merchandising strategy that lowers the perceived

risk in order to make a positive brand attitude.
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W=2] ou|AE AAIGFOZH niFlollA 734 Hal=efo] xpd
3= 7hssA e a3bEe Zewdsgelgly & 4= o
(Bell & Ternus, 2006). W& Ba=eo] 7$- sjAduge] VM
I AAZe] R gt I BAE oju]R] Aol =fo
He Aoz d#A grK(Curtis, 2004; Nobbs et al., 2012).
o9} I H Eo] VMOl gk A7 Bol A= gk
o, ZA Al 7K /389 dFE RS £ Aok 3, VM
32 AKCho & Lee, 2012; Kim, 2011; Kim & Hong,
2012; Park & Jeon, 2007)0]] &3t AF=2 ¥t oy}t =
9] PAMES gz VM IS FARBIL o 4% o
TEo|th 4], VM 74849 G (Davies & Ward, 2002;
Kerfoot et al., 2003; Lee, 2012; Park et al, 2008)°] 3+

\__

ATER & A=, A, 29, 2D 5 VM R 8L
o 35 #MF AFSelth A, VMe| Hlmg el A3t

AEBorghini et al, 2009; Brakus et al, 2009; Jung,
2006; Ko & Suh, 2010; Park & Lee, 2008; Park et al.,

2007)2 VMe| Anjzte] HAlE elx, Bl ojn|x] Haxvt
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=, pelelmel 22 vzt kgl MjAle FE Avne A
TEoIth

o2t el VM &3 7= VM i P8 AES
oW WA FEohs o] AnlAte] FulEE w0l
BAHRIA Hm VM ofujAjel] Bk &} A|zho] B
Ha] owdl njAl whES doT|EAd 2Xio] gEolH
Tk 2 A olH ARATES ApEstsle] VM A=l
gk 23 Azte] Eej4]l HAE B=g FAske] o]
A7k 919 mifstEAlE dobiet] T8 A7EHo] ik

VME A25A19] 4591 AlrE |71 44 $41e
Zrloloks el ] A7 VIReR HAES vFd
2291 Crell FE POP, SIHZ]o], midAE7ixe] BE
ol dES frAshe =49 Hagwelnh webd VM

[or ¢ O
[ e [

[

SHH, AH|zRe] uldflel Jrera Yool AEE e
2, Azt ¢ (Perceived risk)’©]l Ut} Xz2HE 9132 Bauer
1960y <J3ll =YH AH|R} F o]2e 7ukst Jd e g,

= |

VM A3Adel tigk &na; A7k Bl gxe] 93-S w3
et ofugl AMAE FiAA thek AMREEe] A7 9
e 9 & Ug Aol Azt - AFE Park and
Lee(2008)0] Aol m2H, VMO] o[n|X|7} T84 Y 79l
2R ) R4S 9 wle e yeih, B o
T= olEd HPATE ste] VM SHET AlF 2 Bl
= olmx|e} Z3}E olF = A= uigk aMr ke &
T UE VM A Aze] AzkE f1EE wivlisie] BdR=
Ezo] JEEE mAERE dolr v} dr)

ZF7H] VM A3d EFeA] Almd &MRE el=drt
A oS A o, B A+ VM A3 A7 A7+
€ 93, BAE go] A4 SHA VM 8ol digk A=
>

f
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2.1. VM Hgtd x|zt

231 (Congruity)y2 AFE= BA=)o] Fd(aspects)d 4=
vz}e] A 7+e] Z3H(matching)Z 22 4 UATh(Puccinelli
et al, 2007). = 2HAE 54 AFe] AYs £43 on|A|
of tiall =pAle] olwA |t sHA T A dR|ghtar Ajbst
A =2 A 5 AdsA Aot B, AL ZJol-

294 (self-congruity)s} 7152 3 (functional congruity)S-

2 FEEo] JdsiEoIsit Aol AP AH|REe] Aol
AF/EANE 55 Al SHIAES] oWR|E= /A, ool
dEJE ] A= A (Kressmann et al., 200600 & U=
i, 7154 A3 MR AlFEE Bal=)e] S, W
2971, AFE AR ARAE 9Pk (Puccinelli et al,
2007).

sH, £4 A=olvt HHe) digh A e FHEA (in-
congruity)®] A& yehhs AHAke] Bl F5S g3
o2 AHE & Q= o]EoF 37 (match-up hypothesis)
o] St} 3L AN P10 FAE ThRo)L ATER
FE 2=, EEQ] BdS AMgslE Flo] BE AR
A G AL ot HEE A BIREUL.
A AF 7re] Foke FH A Farol glo] Bean
E fuksle 34l eglolH(Chao et al, 2005). Folx BHE
Ao} BE3ia) sk Aol H3E o Ho) g¥Felgial A
SFSHCH(Till & Busler, 2000).
olgfgt AYATE ZAZ £ AFolre VM HA Az
7] kol AZH VMo| sg Hall= olnjz] = Hils A%
IR|gch= o] Azko & Aefetaral gk, thA] Hebd,
g A2+ Cl(Corporate Identity), BI(Brand Identity),
g 29171, <lelg]e], 1Y, A%, POP, 2%, £UY 54 #
2 w1 ge] EHEC] AlF B BT ou|X|9} 35 olF= A
o] g AHR; FrRERL & 4 QThPark et al, 2007). B3
VM A3 Az VM 71%19] AlE, BAEr]Y Bls 5
& AFE BAE) TAMY, 2B FHA] A (target market)7+2]
Z+el A (perceived link)o]2ka & 4= ATt

S & H

X

2.2 BHE Ei=e} Folo=

HAE s HRsd gk MREAQl 7F=2A] Fishbein®]
o Blmmde] o5t oy 7R &4 gk Alde] =
o A9 For = HEE 43 St 7oA &4 o
ok Ad-e AFTA Sy 715 9 AEF g gk Al
2 S HAIFE B SAold A Fele] ik A
AH E th(Fishbein & Ajzen, 1975). 7 AEZH FHoMe=
Ef =7} Q1A (cognition), 737 (affect), 2|5 (conation) & 37HA=
A= At Ba glon, HIele UA,
T 2EE NEeRE Hol o] F Ve HEE B, Q1|
9 oz= A e oy 7
Ath(Lee et al, 2011). WA £ AFolM=
Hol Hal: glE Halzo) tigk Ahd=) 7t &
AZTE AAEY 384 F2 44 o
M| Bl Oish SojA S u Sl
ARl SUEE & e HIE HER Hlth

TFull=g Avxke] AYE nHES ouisie A=,
Ad3} s AA PejeE $A4F gEelgt & 4 Ao
(Engel et al., 1995). & AodA = FAIES Fullstarat st
£ R, 7FsAE A, ole oRel Uidt TldES &
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g @t 919l EA stiehe 2AEA) A 2tEA]
e e ToleAEe GRS nAA e 5 A7

A2 TFeer bR o] Aol g EAES A dske Zlel
TH(Cox & Rich, 1964). B2 AollA A4 {32 179
FHER 7ol oJeir S 1o tixRlAQl SHA
A7= I Ak e} BHE A st Ja

Kaplan(1974)2 AH|AFE-S | A|Fo] 7HE FHA1A =
T d=A thste] B she, B0l okdrE

1
8L w AZEna s A7kE A9 AT 99, 7]
S 919, AR 919, deld S, Al8d Siglom BRe

St Park and Hong(1999)y2 &Ielx o8- Fujd uf
e 8R4 AAA A3, AR A9, 49 98,
AlZHEEA 918, 718 e E SIS H, Summers
and Wozniak(1990y2 o3/do] &S o] g3 oJ&-g uj
g o W= ARAATE *]@Vq A3 HAAE Yoz BR
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E4 w2t zpolrt ¢ E1r(le 2001). Minshall et al.(1982)—°;
2 %Zilﬁ 5%1%‘, ALBIE A, AvE A8, A
4 A, Ak 9o LR 319om, Kim(1995)
2 204 A% A3 EH Yo R AN A5 7ol = A%
< AEE EA Az, 7HFe] @
< 5SS #YErE o M}l S X5 YUY VS
A 923l vk sI%Ek Lim(2001) <&-9] $3x4S&
A 913, AnA A, AAA A, A1 fEeR B
stRom, Az eld EALFoly 718l el vEeRt
o] tlshaolojA] Bl A A7kl
AP B2 tgor s 7
g =71 Aoz ATy 2nfE
218k Ko et al.(2008)2] ATellx=
AAAHAA A9, AR - AlEE -, AR - A A, A
2 e a7kA galle] FEHUCH, AAA AFaglew
H7] Al el Fag mA Flolgks o] i
HIREL ZnrlER 19 Al 370 tigt sl2R-S 2IA 9]
dow Azgite 2 & 5 AL stk
]9} 7ol 71Ee] AtollA DP
o] oA =93l 9on, ¢
© o] Fujejabad ol 1 E&H@} T A= %Tﬁﬁ?l%
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3kaL T} o)d)

oz Azg 9199 27 Mde

¥ ATeAE A SRe] T8 g
AT,

MR ] Hol|, FeislEe] AHE o Seit), oy
g &Y 5S B AHRAEL FF AF E deke &4
oF AF R A3 EH9 PR FuE PHoA He
dnjol]l ZH3ch(Roselius, 1971). 77 o= ZAzke] 93
7} o] o Fujolwe] ¥ dEs mAA HER, T
] A GAlA A AFS AT, S ST
32 =geh(Chu & Li, 2008). o]2jst =ge] o2 4
HZ= A7 S A7) 8] AIwre] H=ks Al
TH(Schiffman & Kanuk, 2004). o5 E°], AH|RP7} &
A AEe A9 HASE A=A, Zﬂ%Oﬂ gk H
2E A%E *a}ﬁ4l17i1% AFEERH 2AS €3, 75
S ARE o B5E Fe €t oleh 22 H‘%* %
—TLUH«WéXé < @ o PeAE EAEREE AR
Al71Al eHek(Schiffman & Kanuk, 2004). THA] Z3),
A7 B2 S =ol7] 8 A Hell A
NS Zolde MRk =8 AHolgty & = ok
U Pt S R s e #75*2 A% Azhe] FFo] 82
WA A&E, £ 0] =W AR 717 0] A
S 3 (Lee & Huddleston, 2006).

AT ol Al 933 AET FEAS AP
= WRolA| R, P& —Z,D{/\lﬂ 7] 1%k ZujAel71 % stk
(Roselius, 1971). Z:H]2ke] 18-S 742217171 918 7140lA F
sh= dEo] ARRte] A7hE S AAATIRR s £31
A7 o] H7)E ke Aotk A87AasEe] tiEAQ v
T AREA Be Hole 24T 88 H
A o] FE-& & 5 Stk o] FolM A olvR] E-&
B AT AP AlEehs A o] 2 4
QoA HFshe HA=s ooy AES aryle A
etk (Roselius, 1971). ¥ A2 VM A3 A2} B
B dAA AR 7] s g A omA] &8-S
g AT SHAA AP T 5 3
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25. VM e X2tz 23E s

Farde] §3o W F g o 3
Wat AE o] olnlAY Z3p IHAA BuEINE BED
B wnd v ek g Sol, Aawds AE 7o) ofv)

Busler, 1998, 2000; Yang & Chae, 2004), F3+ ]g=]Eo]
gk AHAA FueALE EoEths AFEH7E AT &
Busler, 1998). ]2} 72 MgATol] ZAsI & wf shiu)g
o] VM BHEo] AF 52 olnA] Aolo] A3 A7k
g Hal=ol thal elieo] 27l Jge mE Rojgt &
Hct. ool TR 22 M 18 AAEIIT
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26. HHE Efj=e} FOie=

MRS Fopllx] BIlE gle} Fajolzele] Al o
3 A7-g thRe] MAFEd A F el Alool] & Al
HATE EAShE AoR YRttt o]d] Anjate] Halsd oy
3 44 awel B grE prjowd FAZH 9
< " Zelgt AztEo] tEFt 7o) 7Hd 28 HAsTh

7Hd 2: HAE BiEs Fejoio] Ao @3S wE Aot

2.7. VM g X|Ztat ool =

VMe| FFAQ AL wjEe] St lon AMzie] ¢
v 815 o]To] AFS PHlst=E vkewd vk AEs
VM2 &M E3 R AR e d#e] J5ES o
ZLojd 4 UTHChebat & Richard, 2003; Spangenberg et
al., 2006). VM2 A AoA A Zksl= o] wjgda) of
HAE PRItk 2P SAA] e AE F4, AF
I el olmA] 2]l Fefeleg Hrishk=tl oA et
2 gAY JES FTH(Bakamitsos, 2000). ZHIAR] AA)
A, 484 &35 FFAI= £97] A=(atmospheric
stimuliy AH|zle] gFRele] g F7M7]a oA +
35S o]TH(Wright et al., 2006). W&k VM A A
7t B s tiEk T EE kol JTS & F JSs A
olg} FEHth. ol v & VM 38 AAsh

7Hd 3: VM A A7Re el Ao Jgke mE

etk

2.8. VM g Xzt X|ZHE 23, J2|n 23E EiE

A, AFT e 3 el Adelw Ry #91717F
AHREe] 7 918 X7hs WE F ke AAAFE AR
W o33 2t} Wells and Prensky(1996)°] =™ 472
717 RS A T gk HE S Sle A
H|2e} Aek 3 G S AlFstar Wil
oA AH|REe] Y7914 FES AsAITIY, g AlF
of tia] AATE BHded
= Ao g dujrte]
A AFS ks AS AAEAT delnA] &8-g Al
sle A MR Al gk ARIt §le AT, B4 A
oA FHEE AFS AEshes AS 5SSt Aol
A2 B, SHE, AlF HIAE 43S dEFoEs s
B3 olu]AE A A| I tKSchiffman & Kanuk, 2004).
Mitchell(1998)2 o] eHw=, FA%, Haldel 7k &
3 A7t A1ES AN dom, FJolut FAelA A
7 ol EAIZE, AlFEE AH2e] £, A W glolokx, Al
Fo] A, o] AW goldo] AHRP} A ZbslE Al7HA
Aol FFS mRIT S8t olelgh M-Sl A3

12
%0,
K
g
AL
Rl
o
(¢}
g
=8
=
)
8

2 o) s gse] VM At AF Az wlxel
Z

SAAE 7ol A Az 99e e 5 A Aole A

£ A EW v33} 2t Eastlick and Feinberg(1995)y= 4:H]
Aol QIABlE AFAETOl e A F4BE o]83]
A AHA oz B JFS v siden,
Jasper and Ouellette(1994)°] W2, AA] A|E glo] E7l5
g FHEE 7 R 7l Al BAlEe gis Bles 27 99

1w
ol T, aHlxk= MAAFE Tl Al A TEsE
LSRN IR R DU FERERY

TF HAs ) Al =7)e EQIRIR] AH|Rke] ) $18R)7)
o yolx|a T 98 x|zto] Yol Hal=o] thak 729 H

B3] HAlE HEs
vpro] Hehi, VM A A|zbo] vas Avile o &
& 7l RS A = el §19x ] AdSS B
Eol] gk Bliee o R vERg Zlojeh Az olel o
3 7ol 7Hd 4, 7H 5, T1E)al 7M. 62 A ssiT
7Hd 40 VM A3 A7 A2HE 91gel Fe] 93 v
ERUl
7Hd 5: A7k e HAls Bl Fo] g3 v Zlork
7Hd 6: A7k 182 VM 4 7 BAE H=

3.2. AIETH

FRANE SA7E AR wge]l DxEe] = Al sHe] A

AEEES, A, eth)S AHstd wig HHAE A

o2 HEZAIE AASLE Adoldt BlE ojux]e] gk

& AASLA shte] BIAe owA R FYslazt alem,

HARE7IeR] JIERE Bl 2] onxE st &
9}

24 (classic) ©IPIA= ZAEEZ ] (contemporary) ©]F|A|<}
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Fig. 1. Research model.

o wizicoly) g A7) BAE B} ujelEe] HAs G N2 5] ipEAE FHOE 239

< oJmdth(Jacoby & Kaplan, 1974; Lee, 2009). HJM

| & Folet ol¥ol AREAL Askert A S-S B

L) A Sole A6el G8E B Aol GUE 3
f A0l 2ehde] vlA a2t ool TiR

N 7}11—5— 7S TETHLim, 2001; Minshall et al., 1982). AH3] -

A 9L AAAE] Fujg olste] 317 2|e1E0] =}

l

E

mlo

HreEo] wolAAE B8 7144 st
She Y1EoItH(Lim, 2001). 21414 919
h

what shaAIES] Alol= AT E AA Aol nekiol

3 ¥R A sk 918 2t
HhE= g o ® Efu)A Y traditional) XL} #o]4] (basic) B HEs AERA) 9Es e 23E Ao =

olulA] T3} FAlSE ofn|E AMS-EC) g dutE o g Al7ke] HE B35 (Lee et al, 2011)0) wet Bal=d] tigh 7t
S50 IAgle] G 78 T Aol EAS Holx AAQ sE=Z AJ2Jslal, Mackenzie and Lutz(1989)2] E.2H
the] AlghSo] 3 T HrE: 7R Yth(Lee, 1997). 4 = " S9udS st ARSsisith FulelEs did B
79l 4] BAEMIE, WolXekex, 22, ) i & Heof oist prejate] AeR Aojslar, AF WEet vl

oA FHIAS o s HEZALE AAslgen, 349 200 HA=E oz YT i) Ut AT HES S T
Fo] AEA oA gHe| FFHIAY B SHE 33 e oAt Slote] SRS AMEsle] SAsIsict. Al
52 ALl 16757 £ A7) 4SS 98] ARSI AE BE 2 5H YAE ArE Sgsialon, <8 oy

3.3. Holo| ==X Ho| 3l &3 upA| Rk 2 QI AA B/ "‘ﬂf
VM 2P 2|72 VMo] Bl AE, HAE ou]x]¢} of
<g= J=Z A3}, Simonin and Ruth(1998), Aaker 3.4, A4
and Keller(1990)2] A& 23 7/MdS 43 28802 = =
Al AzkE 9182 Halle il Al wrle EFe R g dE vizisk
[e)

]k Kim(1995), Lim(2001), Kim and Lennon(2000)2] <1 7

chiydlA wlg- aZoS R &

e ST (Table 1 %),

A9 5PRL AT

[<] =

915te] SPSS 18.05 Ak‘lokﬂ R4, }?3]'_' 4, 2Ea
AAE o, AMOS 7.08 o]-&ste] WAl

ol ) AQe] 2ARIFL 22T, /1A dPe  AIE 2L
NaAEe 7150 wASe Slfe] HIAA ERTn Azele  wale] A3hes) Ame) felde A,

Table 1. Measurement items

Variables

Items

Related studies

VM congruity perception

PVCI. VM fits in well the product of brand
PVC2. VM matches well the brand image

Simon & Ruth(1998),
Aaker & Keller(1990)

Functional risk

Performance risk
Perceived
risk Aesthetic risk

Psychosocial risk

Physical risk

PRI1. It will not durable when cleaned
PR2. You will not feel comfortable wearing it in public
PR3. The construction quality will be poor

PR4. You will lose money if you purchases this apparel item
(e.g., because you will not be able to wear after one season)
PRS. You will not wear the item

PR6. You will not be able to match it with your current clothing
PR7. The color will not be what you thought it would be

PR8. You will be worried about what others will think of you when you put on
the cloth
PR9. You will be worried about that the brand is not well-known

PR10. The size will not fit you
PRI11. The cloth will not cover up your physical defect

Kim(1995), Lim(2001),
Kim & Lennon(2000)

Brand attitude

BAIl. I have a good feeling toward the brand
BA2. I like the brand
BA3. The brand is nice

Mackenzie & Lutz(1989)

Purchase intention

PI1. I have an intention to buy the brand that I visit now in the future.

PI2. T have an intention to visit again the store that I visit now in the future.

Researcher development
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Table 2. The result of second-order confirmatory factor analysis of perceived risk

Second-order factor First-order factor Stand. factor loading S.E. t CR AVE
Functional risk 0.666 0.430 -
Performance risk 0.738 0.215 5.136
Perceived risk Aesthetic risk 0.721 0.196 4974 0.880 0.596
Psychosocial risk 0.593 0.296 4.532
Physical risk 0.613 0.381 4.598

Fit: X2:71.371, df=39, Xz/df:1.830, p=0.001, RMR=0.047, GFI=0.929, AGFI=0.879, NFI=0.889, IF1=0.946, TLI=0.922, RMSEA=0.071

4. 7144E A 2MZn

41. EEo| EY

AFE-gEAte] EAS AvRd o 2 due vee
oAo] B Aoz Yehdedl, YA 25.7%, AL 743%
£ AT ABL 2021471 53.9%= T B oz
Uelstom 2223471 23.4%, 2425417 18%, 26-274 7}
4.7%= UERT 99 wE] &2 59el-109H w]ehe]
39.5%= 7P B2 Ao vEhkon, swhel w|who] 22.8%,
109+9-15%H m)Rko] 22.8%, 15%H1-209+) u]wko] 9.6%, 20
el ool 53%E YENth 99 £3345E 13] vl
3%, 13]-338] wTke] 40.2%, 3%]-58] w|vto] 33.6%, 53]-73]
w|Rto] 15%, 73] o]’do] 82%= e

:

wHe] Vet YR B § pew
%

Yol BEHL AFIA AR olBozRE AuE g
o 2% % 7 ZAE YRR 0B AL QA 9]
Sl Azl Bl 214 2918 AN

£ A7 A 9199 MAER T2s] A B
PR AFsAG A74E 989 TH 292 A4 98
e o idos TsgonE, ol Ahdel e 2

2]
2} &1 291X (second-order confirmatory factor analysisyS
st 23F gl Q%184 A= Table 29F 7o) Ve
ot 2¥ e AJeE y=71371, df=39, y/df=1.830, p=0.001,
RMR=0.047, GFI=0.929, AGFI=0.879, NFI=0.889, IFI=0.946,
TLI=0.922, RMSEA=0.0712 Yeht, HFe A5 i 4
WNES NEATIRRE 2 AT SARYPS AT Ak
gk Est adletEs EASEwe] 7IE 05 oS
2 veiston EAIE ke 7184 078 A3tk AoR
el 243 BlgAS grsla e Ield 4 Qo

(Bagozzi & Yi, 1988).
WA dAgS AE3H] At Cronbach’s o 48 43
SIS dRbd o= A=® A kel 0.6 ool Aol
g+ 4= QtHFormell & Larcker, 1981). ¥ ¢or&=
219} Cronbach’s agke] 0.697 ooz AZAlo] 9l
P SITH(Table 3 =), ERILQIEA S Falo] SAHR
= 1_

=
3 Hrlslglon, ZHnde] Agwi 4*=163.965,

=

il

1 o

e

ofth |
s

lo,
A

df=107, y*/df=1.532, p=0.000, RMR=0.036, GFI=0.903, AGFI=
0.846, NFI=0.875, IFI=0.953, TLI=0.930, RMSEA= 0.057% 1}
B, A= A5 OiFE AES NSATIER 2 AT
o] ZHEYPL AT T Utk HF EHIEY Wl 8914
Age] AEE B3l o]FAX =, 23t HAX7E 05 o
ol TEF=I Jukal B 4 Utk (Bagozzi & Yi, 1988).
Table 3014 R uis} o] RE AP ¥33} FH|X)7}
AT 05 oV Yep} & AFoA AMgE SHIE
Eo AFEIAS 2H IS 2T S gl
o

TNEZe] A B S Sl flste] HaalE

Table 3. The result of the confirmatory factor analysis for measures and
reliability analysis

Variables Items Stand. factor t
loading

VM congruity PVC1 0964 4817

perception  PvC2”  0.678 -
PRI 0729 9.622

Functional risk PR2 0784 10319 0.836 0.631  0.827

*

CR  AVE Cronbach’s o

0.880 0.791  0.790

PR3" 0855 ;
PR4" 0773 -
Performance 0.740 0.588  0.697
risk PR5 0.698 7.345
; PR6"  0.786 -
Aesthetic 0.740 0588  0.705
risk PR7 0694 6382
al  PRS™  0.791 -
Psychosocial 0.780 0.640  0.710
risk PR9 0.695 6.069
; PRIO"  0.754 -
Physical 0.773 0630  0.739
risk PRI11 0.782 6.085
BAl 0829 10490
Brand
ran BA2 0787 9970 0854 0779  0.834
attitude .
BA3" 0754 ;
PII" 0754 -
Purchase 0849 0738  0.773
intention P2 0838 8989

Fit: x*=163.965, df=107, x*/df=1.532, p=0.000, RMR=0.036,
GFI=0.903, AGFI=0.846, NFI=0.875, 1FI=0.953, TLI=0.930,
RMSEA=0.057

" fixed at 1

The values of perceived risk factors were extracted through second-order
confirmatory factor analysis
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I=(CR: Construct Reliability)2} 324525k
Variance Extracted) ZAXsl AA#A A S S=8)313t).
A3, AQNEE 07 ool T HEEA FEHS 05 ol
O|BE BF wEAEe FEUS @ F Utk(Table 3 Fx).
e e AVERke] TR PAIe) AR AEAl g
=7] w9l Fornell and Larcker(1981)2] 7|50l ¢]s}e] Zhde}
T FREUTL & 5 vt S, AZFE 989 13 AE
19, 3 919, 01 919, A1 499, 2
4 91900] dig 4BRAAAS) 22 9 VM AR A2k
A7t 918, E‘%HE B, Fruf ol

(AVE: Average

7] J:.Zq

Table 4. The squared correlations and AVE for the primary concept of

perceived risk

Functional Performanc Aesthetic Psychosocia Physical

Variables (1) e risk()  risk@) 1 risk(d)  risk(5)
) 0.631

@) 0.150"  0.588

3) 01747 0082  0.588

@) 009" 01457 0091"  0.640

®) 0084 0.116" 01637 0036  0.630

Bold values in the diagonal are the AVE for each construct and values at
lower diagonal cells are the squared correlations among constructs
p<,05, p.Ol

Table 5. The squared correlations and AVE of constructs
M congrui Percei Bran Purch:
Variables \;ercz(;tiil;lu(g ericsi(\;d attitzdg(3) int:niiois(eél)
0 0.791
2 0.047" 0.596
3) 0.115" 0247 0.779
@ 0.078" 0.089" 0.408" 0.738

Bold values in the diagonal are the AVE for each construct and values at
lower diagonal cells are the squared correlations among constructs
p<.05, p<01

Table 6. Model estimation

4 e 71HP_E 7Hag SIS
o, BNE HERYP| AL X|FE y=208.489, df=125,
1 /df=1.668, p=0.000, RMR=0.052, GFI—0.880, AGFI=0.836,
CFI=0.928, IFI=0.930, TLI=0.912, RMSEA=0.063°]2.& A1k
Ao WEAHe FEUS & F Uth
V*Zji A= v ok A, VM A3 A 2
= ol folgk Aol P nXe 2R YR HHEA
4=0.230, =3.008) 7Fd 12 AAFY} &4, HaA= Bee
TFoje| =] Folgk g YL vAE AoE YeEhHHEREA
F=1.025, =7.207) 7Hd 2= AAHAJS. AR, VM 234
A7t Fufelx)] Fo3 FIFE XA F= ASE ERt
(AEAF=-0.003, =-0.031) 7} 3 7|Z}=|Uch. YA, VM
A A7 A Aol Fo] dHE vA= AR e
VAZAG=-0302, t=-2.871) 7 4= AR =T oA,
A7 A BHAE ez Fo] FFS vXe ZoE e
WY (AZAF=-0.556, =-4.873) 72 5= AA=ALh 7HEHA
A= Table 63 7t
AXA, VM A3 AZto] BA= gxd HlXI” < %Oﬂfﬂ
7 f3e] izl ass HAS] flste] 94
Adaat, ey 9 F a9E AFEgh VM@Wq 21
zto] BAlTEo] nXE AHIEIE 024008 YEREoH,
b8 9¥L w2 3 7HAEEI= 0175(0287xo611)i
et AFadet ase] gos g F ade
0.415(0.240+0.175)Att. AdEFet HHEAS *U%E A3,
VM AT X|z}o] BaE gl AHAo g gk nja 4
= JARE A7k fgelEhs uH7Hte'i £ S E B
Lo g Frhs Ae ¢ 5 Ah
HEAS] TAA FelAd 7&"3—8— Bootstrapping 7183 A}
3% © #(N=5000: Shrout & Bolger, 2002), 443+
Table 73} 7t} %E 2E 7Re gt FFQA | o
3k W} A3 FHXE =& =(Preacher et al., 2007) %

ﬁ

4
r%

ri

)

o= w
Al B5E ol w2 Al Ak A2k ¢
el i adE ASshetl glo] Bt A48t e AS

vkalolgtar 8 4= gtk wislEake] 95%A1E RS 0.059904]

Path coefficient

H Path S.E. t Result
Non stand. coeff.  Stand. coeff.

H1 VM congruity perception — Brand attitude 0.230 0.240 0.076 3.008" Accepted

H2  Brand attitude — Purchase intention 1.025 0.782 0.142 7207 Accepted

H3 VM congruity perception — Purchase intention -0.003 -0.002 0.099 -0.031 Rejected

H4 VM congruity perception — Perceived risk -0.302 -0.287 0.105 28717 Accepted

H5  Perceived risk — Brand attitude 0.556 0.611 0.114 4873 Accepted

Fit: x2=208.489, df=125, Xz/dﬁ1.668, p=0.000, RMR=0.052, GFI=0.880, AGFI=0.836, CFI=0.928, IFI=0.930,

TLI=0.912, RMSEA=0.063

**p<.01,

E223

<001
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Table 7. The result of mediating effect verification

95% CI
Stand

coeff.. Lower Upper P  Result
Bounds Bounds

H Path

VM congruity perception-
H6 Perceived risk-Brand
attitude

0.168 0.059 0.324 0.005 Accepted

03242 0 EFHA] ¥or= wplasrt e A= YEt
Stk &, VM A3 Azt B El= BAllA A7HE $
o] Wi ga= p=005 FEolA BAHLE fosiA e
St web 7 62 AAH A
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< AFsrh fEd el tigk oln 101] o] A
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