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Abstract

The purpose of this study was to identify VMD structural elements of apparel stores, and related variables, The
related variables are contained shopping orientation, store types, consumer satisfaction and the intention to purchase
in apparel stores. The data was collected from a questionnaire conducted on 378 female adults and was analyzed
by frequency analysis, factor amalysis, cluster analysis, ANOVA, regression, Duncan test, and reliability analysis.
The results were as follows: (1} VMD structural ¢lements of apparel store consisted of four factors: coordi-
nation/fitness, fashionability, atteactiveness, and functionality. Shopping orientation consisted of six factors: recrea-
tional, rational, fashion oriented, convenience oriented, price conscious, and brand conscious. Shopper types con-
sisted of four groups: recreational type shopper, economic type shopper, high involved shopper, and convenience
oriented shopper. (2) Significant differences were find out between those shopper types and VMD structural
elements, Significant differences were find out between store types and VMD structural elements. (3) VMD struc-
tural elements(coordination/fitness, functionality, fashionability) were influenced consumer satisfaction and the
intention to purchase.

Key words: VMD structural elements(YMD F4 R2Y), shopping orientation(=8 48}, store types(YE -35),
consumer satisfaction(A~Y]X} TFE), intention to purchase(7+of 2%},
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