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ABSTRACT

Although online shopping continues to grow, offline fashion stores remain important
for multisensory experiences that influence consumer decisions. However, while most
visual molecular dynamics (VMD) research focuses on flagship stores, the strategic role
of item presentation (IP) zones in shop-in-shop formats remains underexplored. Thus,
this study investigated how different product display types—color-based, category-based,
and coordination-based—within IP zones affect the perceived benefits and store
satisfaction of consumers. An online survey was conducted with women aged 20 to 49
years, yielding 240 valid responses for analysis. The data were analyzed using SPSS 29.0,
employing statistical techniques such as frequency analysis, exploratory factor analysis,
reliability testing, one-way analysis of variance (ANOVA), and multiple regression analysis.
The results showed that consumers perceive different types of benefits depending on
how they interpret the display method. Additionally, emotional, self-expressive, aesthetic,
and convenience benefits were found to influence store satisfaction significantly. This
study contributes to the existing literature by highlighting the impact of display strategies
in shop-in-shop environments and demonstrating how visual merchandising can shape
consumer perceptions in both functional and affective dimensions. The findings also
offer practical implications, suggesting that even in spatially limited retail settings,
well-structured product displays can enhance the consumer experience and improve store

evaluations.
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Fig. 1. Experimental stimuli used in the study.
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Jeong & Koo 2024). JA+5AA 3 A<
HE 3RS 57 gAE Hr(13: W 184
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A 44 niEEd udele] Lol Wde
59 Agelgion, 20254 39 272%e 20254
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s %‘5'7\]'94 A= 200 807H(33.3%), 30Hh
(33.3%), 40t 808(33.3%) & 1=2A &
Zstgiom, o] 99| oz} EA42 Table 19
AAsFAr. £3H AFE= SPSS 29.02 &8
sto] 7]1&EA,
(Cronbach’s @), QLEAEA(ANOVA), T3]
AEA 52 HAIst] 451

oEL

SaH QQRY, AE 24

Table 1. Demographic characteristics of the participants

Item Category Frequency Percentage(%)
Gender Female 240 100.0
20-29 years old 80 333
Age 30-39 years old 80 333
40-49 years old 80 33.3
Married 84 35.0
Marital status Single 154 64.2
Other 2 8.0
General office worker 132 55.0
Technical worker 1 0.4
Service worker 11 4.6
Self-employed 2 0.8
Professional 22 9.2
Occupation Teacher / Faculty 1 4.6
Government employee 5 2.1
Student 14 5.8
Full-time homemaker 16 6.7
Unemployed 18 7.5
Other 8 33
Less than 1,000,000 KRW 40 16.7
1,000,000-1,999,999 KRW 28 11.7
Monthly personal income 2,000,000-2,999,999 KRW 37 36.3
3,000,000-3,999,999 KRW 57 23.8
4,000,000-4,999,999 KRW 17 7.1
5,000,000 KRW or more 11 4.6
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Table 2. Result of the exploratory factor analysis

Variables Items FacFor Eigenvalue Variance Cronbach’s
loadings a
This store helps improve my mood. 0.72
This store stimulates my interest. 0.69
Ermotional Visiting this store is enjoyable. 0.69 15.24
motiona . . . .
benefits The waTy tP.us storc's is p?esent'ed 1s' fun. 0.66 4.88 (15.24) 0.91
I can find interesting things in this store. 0.65
This store provides me with psychological satisfaction. 0.64
I feel relaxed when I enter this store. 0.62
The VMD for this store provides necessary shopping 078
information. '
This store’s VMD provides useful information for shopping.  0.70
) This store offers information about the brand itself. 0.69
Inforr.nauonal I can learn about the latest trends in this store. 0.67 4.68 14.63 0.90
benefits ) . . L (29.87)
I can obtain new information or content in this store. 0.66
This store provides useful information such as fashion trends.  0.62
This store provides information about the store itself. 0.61
This store provides information about the products. 0.61
The layout of this store is harmonious. 0.75
This store is visually sophisticated. 0.75
The number and size of the products create a sense of 071
Aesthetic spatial harmony. ’ 13.43
: , . . 423 0.92
benefits The store’s spatial arrangement enhances the value of its 071 (43.30)
products. )
This store is visually appealing. 0.68
The products in this store look attractive. 0.62
" Using this store may make me feel recognized by others.  0.79
Selt= ) Using this store may give me a sense of pride. 0.77 10.70
expressive . . o 3.42 0.90
benefits Using this store may help me express my individuality. 0.77 (54.00)
Using this store may help me express myself. 0.68
The store’s product display allows me to see the entire 075
selection at a glance. ’
Convenience The product displays in this store are well-organized and 10.46
) . 0.75 3.35 0.87
benefits easy to navigate. (64.46)
It is easy and convenient to choose products in this store. 0.71
This store is psychologically convenient to use. 0.64
This store helps reduce the effort needed to search for 071
Effici products. ’ 715
iciency . . .
benefits Th?s store helps reduce shopPlng related costs. ‘ 0.70 2.29 (71.61) 0.83
This store helps reduce the time and effort required for 0.66

shopping.
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Table 3. Results of Discriminant Validity

Emotional Informational Aesthetic Self-expressive Convenience
benefits benefits benefits benefits benefits

Informational benefits 0.686"""

Aesthetic benefits 0.645"" 0.582"""

Self—expressive benefits 0.603""" 0.571""" 0.596"""

Convenience benefits 0.509""" 0.399""" 0.628""" 0.421°""

Efficiency benefits 0.521"" 0.558""" 0.523""" 0.521""" 0.565"""
""p<0.001
Z 671 8R8lo] F&E|glom, FTEA] 71.61%E oS Fxsh= S wdstal qlo] 'wWolF g
Awgeteiet. 7+ 2919 WA ATYE Cronbach's 0.2 kit vixsto2 a9l 62 43 I}
agko] H5 0.83 oo = AFE 7|&ES 55t oA A7t} v]-&-Z Aofste 884 SHS
= Zog YePdtTable 2). ESt AHARE Zotal Qo] ‘BEF ¥ oE FHysiit
A HE 0.80 Plvke g yeht, 892l 7+ FE4Jo] 302, AHR}; Y grEL o] Uty 2
7] k22 2lstUtKline 2015)(Table 3). £ Tilsky 24 Bajo] it A=ze A%
AAA 9", ARA g, HnE g, Zotxd st7] ol §42 gRIEAS AAsHt 82l
S, HOA e, a4 g9 67 8%lo] 5 Zofl= F4E £ g e, 49 &ol
E5on, 89l 12 iﬂlx}ﬂﬂ GERS R =su A1} 79 B9 #0171 #l8l Varimax 34
£ Ago] 7]ofst= HAA EAS BHEske 237 < A8st9tt. F 4 BFE e E 1REt
== 1A= HAH Oﬂ‘?ﬂ sttt 8 1.0 o[ 7|20 2 B4 23, Jx EEE

U

ol 2= AME Bt EdC St wEE AFF ¥l @Y QRlo] F&EEHQIoH, FHALS]
HRE ATotks EA4S 35822 AYa 9o 82.61%% Agot= A= YERIT} Cronbach’s
‘HHZA g oR gysiolck 92l 32 wiEe a 2 0.93°02 Yeht & dibdo] ot A=
S AT A 23}, a8 AR JE9] 1) T 7|1ES S50t tHTable 4).
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Table 4. Results of exploratory factor analysis

F )
Variables Items acFor Eigenvalue Variance Cronbach’s «
loadings
I am favorable toward this store. 0.93
I 1l isfied with thi . 0.91
Stgre . am generally satis fed .w1t t. is store 3,30 8261 0.93
satisfaction I give this store a positive review. 0.90

I would like to recommend this store to others. 0.89
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ot ‘o] mfAre] Al l%’fﬂ A7 A 2) SVGE AE Ao mE AR S 427}
ot el F 2gew, FRE Ad2 o W E NG o] et 2zt Fzto] 7|
49 dAE= °*°‘E‘ﬂ‘§§ ADEA AT, ©1 21l gfee] v g B S, 22
el MAAES B FRC1 WE HAZ ga0 gw A9 P A7 2L SYEs
B9 uaspl ‘W o F RO, THL 5 suprt Ak AEg FHRSR 2ol
A ALE o) WSl MAATE WA UE A gzeiznge Axsic 24 23 Table 6
€ AE71E A=A Ay, ‘o] uiRe ﬁﬂﬁﬂ% I} Zro] A= A uralo] whe} A7k FEo] &
= M= 2AT 5 e A st A AgEo oz19lo] mAL osko] thaA vehdth
ATr el = FFom A7t SAsilth HE B M o] s Frjyold 1Y, =
< 58 HAE H=(1=45 294 ot 5= w qo mapg 19 2oz A1) IS 1]
ARE ARSI L o= Uehgeh ok A 7t AU 7]
Al 7 A AE HAE SR 10D vtoz 245 Frjyold Xd Halo] AHlAid|
HE AAS SEARE ot QURARNE 2 o by w0 YAY WS RS AR
AIBRL AR £422 Duncan's test® £ grjyjold Wde) BI7L A1 A depd AL
At £4 Z23KTable 5), 7 AE A=FE0 gt Lee & Kim(2021)0] 2oJHE miAEojo] T
HOHRES] Aol 24 Sme AABRS A0R 21 ez deke wajsin) gt vt o), A
HERAE WA, AR AdER 4ES WER o) xeme waje dzol anixte ByA wke
A=) thofixl= sid o] 1 whalo] A4 I B e Zalettis Avtel Uit T
8 AGolFhal AAEAEQ, 237)7189.90, p{ &} Zhang & Eom(2024)0] AAE Artol2ey
0.001). &&= AR ofo|d] &2 #5078 £ IZAE jAo] A A Y, AEFE o] 7153t A
ool A A=Eol disii e FofAES ol 717 Q2L 7HA 7 BJS ol 4] 99l9lS
5 LGRSO H(FQ, 237)=119.20, i) gporst & 9o}
p<0-001> WA ZEoA AHAFE e HrA sEol oA Frilold Y P49
e st AIF A2 WA= IH gwpt by 94 vepgont, 28 199 9%
yold XEE AZsh= AR YEPITHE(Q, 2% Sojat Ao Rttt chuk AR Aol
237)=27.30, p<0.001). FIH= 90517 gkojh o= A= 7} A} &
& e JeHoR ol 4 gl Triold
Table 5. Results of manipulation check
Manipulation check Color—based  Category-based ~ Coordination-based
display type display type display type
Perception of color—based display 4.46A 3.61B 2.22C 189.90"""
Perception of category—based display 2.87B 4.29A 2.34C 119.20"""
Perception of coordination—based display 3.45B 2.79C 3.84A 27.30""

""p<0.001,
multiple range test (A > B > C, p<0.05).

Different letters (A, B, C) indicate significant differences among groups according to Duncan’s
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Table 6. The effects of product display on perceived benefits

Dependent variable Independent variable Vs t

Color—based display 0.17 265"
Emotional benefits Category—based display 0.15 2.31

Coordination—based display 0.30 477"
R?=0.13, Adjusted R?=0.12, F=12.00"""

Color—based display 0.11 1.76
Informational benefits Category—based display 0.20 3.177

Coordination—based display 0.42 6.90""
R?=0.20, Adjusted R?=0.19, F=19.04"""

Color—based display 0.16 2.56"
Aesthetic benefits Category—based display 0.33 515"

Coordination—based display 0.27 448"
R2=0.19, Adjusted R?=0.18, F=18.92"""

Color—based display -0.05 -0.79
Self—expressive benefits Category—based display 0.25 3617

Coordination—based display 0.20 3.07
R?=0.07, Adjusted R?=0.06, F=6.02"""

Color—based display 0.29 565"
Convenience benefits Category—based display 0.52 9.69"""

Coordination—based display 0.19 3.817"
R?=0.44, Adjusted R?=0.43, F=61.62""

Color—based display 0.11 1.81
Efficiency benefits Category—based display 0.35 537"

Coordination—based display 0.28 456"
R2=0.19, Adjusted R?=0.17, F=17.80"""

Hk ok

*p<0.05, “"p<0.01, ""p<0.001
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Table 7. The effects of perceived benefits on store satisfaction

Dependent variable Independent variable s t
Emotional benefits 0.31 519"
Informational benefits -0.03 -0.46
o Aesthetic benefits 0.14 2.39"
Store satisfaction ] ) .
Self-expressive benefits 0.24 4.58
Convenience benefits 0.34 6.52"""
Efficiency benefits -0.01 -0.17

R?=0.67, Adjusted R?=0.66, F=78.96"""

“'p<0.01, "*"p<0.001
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