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A Study on Influence of VM Attributes and VM Personality based on Consumers’
Regulatory Focus on VM Attitude and Revisiting Intention

Ho-Jung Leem Hee-Sun Oh" and Yong-Han Suh?

)Dept of Fashion Design, Pukyong National University;, Busan, Korea
)Dept of Distribution Management, Ulsan College; Ulsan, Korea

Abstract : This study demonstrates how VM attributes and VM personality influence VM attitude based on regulatory
focus and how VM attitude influences revisiting intention. We used 303 copies of the survey form for the analysis. SPSS
19.0 for Windows Package was used to perform frequency analysis, factor analysis, and regression analysis. The results
of the study: First, direction and arrangement of VM attributes had a significantly positive (+) influence on VM attitude.
Second, fervor and trust of VM personality had a significantly positive (+) influence on VM attitude, while unpleasantness
had a negative (-) influence. Third, VM attitude had a significant influence on visiting intention. Fourth, in terms of pro-
motion focus, direction, arrangement, and promotion of VM attributes had a significantly positive (+) influence on VM
attitude. In regards to prevention focus, image of VM attributes had a significant influence on VM attitude. In promotion
focus, fervor and trust of VM personality had a significantly positive (+) influence on VM attitude, while unpleasantness
had a negative (-) influence. In prevention focus, refinement and fervor of VM personality had a statistically significant
influence on VM attitude. Only promotion focus showed a significant influence of VM attitude on revisiting intention.
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Table 1. Factor analysis & reliability of VM attributes
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= B4 76.150%% ARE FIoH, FEE] AR BT
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L, 44, &54 59 EFor AHo] Qo] ge ’E}
HHsien, 891 25 I, $oF 5o EgoR A ¢
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Factor Item Factor loading Eigen value  Varience(%) Cronbach's o
Advertising in store 935
F 1
actor Signs 911 2,676 22304 925
Promotion
Promotion events .900
Overall mood of store .805
Color coordination 796
Factor 2 _ 2.999 19.155 746
Image Consistency of store image and brand image 761
Color coordination with symbols in the store .630
Show window display .863
Factor 3 Lo
L Lighting to enhance products .832 2.102 17.514 799
Direction
The latest trend of display 738
Well-organized product arrangement .882
Factor 4 gamzec b gement: 1.829 15239 757
Arrangement Product arrangement for easy browsing .884
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Table 2. Factor analysis & reliability of VM personality

Table 4. Factor analysis & reliability of revisiting intention

Factor Eigen Varience :
Factor Item loading  value %) Cronbach's o
Cheerful 926
Passionate 917
Active 912
Factor 1 5193 22580 946
Fervor Energetic 872
Vigorous 831
Bright 766
Luxurious 922
Elegant .897
Factor 2 Dignified 842 3531 15351 896
Refinement
Discriminating .640
Gorgeous 635
Vulgar .830
Irritating .806
Factor 3 (51 fochioned 796 3361 14614 858
Unpleasure
Tiresome 672
Conservative .699
Truthful 872
Trustworth; 791
Factor 4 Y 2847 12378 823
Trust Reliable 748
Honest 691
Attractive .856
Factor 5 5 0d mood 852 2582 11228 843
Charm
Different .805
4.13. VMEI=S] 20184 2 Al ety
VMEES] A0S WEl7] 98] QRN ANG Ak
Table 33} Zth FZ¥ e 8lo] F £kl 46.427%5
Ans] FAoH, JEES] AAghe BT 867 o2 e
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W2 dadol ATt

4.14. AT =S 81184 B A=A

ATl =e] S w7 S8l 82lRAS AAg At
+ Table 49} o} A Ad, vl Q%lo] F Ak
46.427%% AWd oM, FEEe] AR TF 867 ©]

Table 3. Factor analysis & reliability of VM attitude

Ttem Factor  Eigen Varience Cronbach's

loading  value (%) o

VM atFracts 892

attention.
VM P
. VM is likable. 867 2786 46427 855
attitude )
VM is refreshing. .829
VM is fun. 720

Factor  Eigen VarienceCronbach's

It
em loading value (%) o

Shopping in this
apparel store was  .860
satisfactory overall. 1.572 26202 655
I would visit this
apparel store again.

Revisiting
intention

.850
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Table 5. Factor analysis & reliability of regulatory focus

401

Item Factor loading Eigen value Varience(%) Cronbach's o
I focus on how much I like it. .888
I first think about the product’s positive aspects. .846
P]izfrtlc(;;oln I think much about the product’s positive aspects. 822 3.630 36303 208
focus 1 think about how good it would be after I purchase the product. .805
I purchase the product if there is something I like about it even if there is
something 1 don’t like about it. 660
I first think about the product’s negative aspects. .894
. 5 I think much about the product’s negative aspects. 881
actor . . . . .
Prefvention gfdt(;r:rtepli;rc:j;eettﬁfn];r(;dllilci 12 ]‘;}(1)?: 11ts something I don’t like about it, even 845 3893 38.926 890
oo I focus on how little there is that I don’t like about it. 797
I think whether I would regret purchasing it. .705
Table 6. Effects of VM attributes on VM attitude
Dependent  Independent  Unstandardized Coefficients S.E Standardized Coefficient(f) t-value R F
(Constant) 0.565 0.458 1.232
Promotion 0.075 0.048 0.083 1.555
VM attitude Image -0.006 0.079 -0.004 -0.077 262 26.424%%*
Direction 0.526 0.062 0.458 8.520%**
Arrangement 0.184 0.054 0.178 3.386%**
*Ep<,05, *¥*¥p<001
Ao fefmgh FEolA ofm|7t 1A, 35.1% AWES 7 B Sl
' Ao® Yehtth Fol(p=389), AN=(B=198)= VMEIEL
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2 VAT Lee(2012)0] A7ATSL FHA O A F), *ﬂ A Aow Yepie), bepd ofiEs ALe A fEA

H(p=079), == (p=.058) 2L VME=S] Felw] gk
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VM2 79 oln] A=A mfEHRl #9172 A= 37
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Table 7. Effects of VM personality on VM attitude
Dependent Independent Unstandardized Coefficients SE  Standardized Coefficient(3) t-value R’ F
(Constant) 1.485 0.288 5.151
Fervor 0.375 0.053 0.389 7.067***
Refinement 0.086 0.060 0.079 1.438
VM attitude 351 32.120%**
Unpleasure -0.239 0.078 -0.176 -3.050**
Trust 0.259 0.068 0.198 3.820%**
Charm 0.083 0.058 0.080 1.431

#¥p< 05, *

*£p< 001
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Table 8. Effects of VM

Dependent Independent ~ Unstandardized Coefficients S.E Standardized Coefticient(p3) t-value R F
isiti Constant 3.534 0.128 27.601
Revisiting ¢ : 056 18878
Intention VM attitude 0.150 0.035 0.243 4.345%**
attitude on Revisiting intention
*ikp< 001
Table 9. Effects of VM attributes on VM attitude by regulatory focus
Group Dependent  Independent Unstandardized Coefficients S.E Standardized Coefficient(f)  t-value R? F
(Constant) -.100 495 -.201
Promotion 162 062 139 2.595%*
Promotion VM
. Image -.063 .088 -.038 =710 338 30.980%**
focus attitude
Direction .661 .069 522 9.534***
Arrangement 203 .058 .190 3.498**
(Constant) 3.735 1.074 3.476
) Promotion -.058 085 -.110 -.680
Prevention M Image 316 170 311 1.856% 159 2.369%
focus attitude
Direction -.142 122 -.163 -1.163
Arrangement -232 155 -.199 -1.494
*p<.01, **p<.05, ***p<.001
A RGeS BAZoR foulsa, REME 27t 33.8% 7], Mazolm|x| gt HAle ojmx|eke] UA] T HE Wf o|n]A]
S} 15.9%°] AEs 7= Aow yentth Ry A o #d ® VMEA 7HEAE Tt VME gt §
S AE(P=522), HL(P=.190), H=Z(p=.139)2] == VME) A0 VMEIES 7H Zlolt,
Lo FAALE Foud oM B (] IS HIAE A An|Rpe] 2- 2 wE VMol VMEIES] vXe 3
oF yEpen, oz gk ouF| (=311’ VMEE &+ A= Table 107 o). g2 Je, ogxd
of SAACE frefngh sl F(He] YT iAE AL e ARG

= et 2 49 B 2 &
A%, HA {3 2El9] T2Edo] 59
&40l /1EAE Hate] VME Ak
28 e U RE DE S ES R P

Table 10. Effects of VM personality on VM attitude by regulatory focus

HI Al =S

EAMeR fenala, R7E 22 352%
S 7THE AoE ek
o](B=.378), Al (B=213)7} VMEIZo] SAIHoZ §2]

s}z A ATk

o o1 H

ngk S Aol FFE AT Ao Urhgen] £
(B=-192y= VMEES] BAHOR Fouldl f5olA 2()9]

Group  Dependent Independent Unstandardized Coefficients S.E  Standardized Coefficient(p) t-value R F
(Constant) 1.502 358 4.192
Fervor 363 .059 378 6.154%*%
Promotion VM Refinement .081 .068 071 1.200 35 26,2854
focus attitude  Unpleasure -.264 .087 -.192 -3.051%*
Trust 294 .078 213 3.767***
Charm .086 .069 075 1.243
(Constant) 2.502 .664 3.770
Fervor 262 .147 259 1.782%*
Prevention VM Refinement 330 144 416 2.289%*
focus  attitude  Unpleasure -311 242 -258 -1.285 2% 1597
Trust -.190 194 -177 -980
Charm .062 157 .083 398

*p<.01, **p<.05, ***p<.001
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Table 11. Effects of VM attitude on Revisiting intention by regulatory focus
Group Dependent  Independent  Unstandardized Coefficients S.E  Standardized Coefficient(f3) t-value R’ F
P . Revisiti (Constant) 3.544 130 27.231
romotion - ev1s1?mg W 068 17.089%**
focus Intention . 147 .035 261 4241 %%
attitude
P . Revisii (Constant) 3.386 481 7.041
revention \ ev151ng W 036 1.979
focus intention . .198 141 .190 1.407
attitude

£p<01, **#p<.05, ***p<001
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