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Perceptions of Visual Merchandising in the Department Stores:
The Employee versus Consumer Perspectives

Kyungae Park and Bomina Jun

Dept. of Clothing and Fashion, Yeungnam University, Daegu, Korea

Abstract : This study examined and compared the two perspectives of consumers and employees on the perceptions
toward visual merchandising (VMD) of fashion brands in a department store. Importance of VMD elements, roles of VMD,
evaluations of VMD elements, and brand and store images were measured and compared. The two types of questionnaires
were used to collect data from consumers and employees. A total of 327 consumer samples and 317 employee samples
were analyzed. The results showed that there was no difference between the two groups in what VMD elements were
the most important. While employees perceived of the role of VMD higher than consumers, consumers evaluated two
VMD element factors higher than employees and showed higher store image. Such results were not different by brand
types. The study implies that the higher VMD perceptions of consumers are desirable to manage VMD from the employ-

ees' perspective.
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1. M E @o] A=, Bal=o]uA ) B|%E (Choi, 2009; Park et
al,, 2007; Park & Lee, 2008), 3ol AL} El%(Lee, 2009),
el o] AlzHe A=at Aol dS: o)l E¢k gHd Ty HHE(Kim, 2005; Ru, 2003) 5 AHARE 34420
o Ta3t 947 QYA THKerfoot et al., 2003) = A JEFS A= AoZ YelTh VMDE gshks 24 ¢
Gallxl A7 AY ol A vlF=E mEtho] X (visual merchandising, 2 THREA 7 RAEE B9, 371 2 HE, AW taZy
VMD)¢] 983} F84-& o] Fxya Stk VMDE 14 o], 2% )= AHIR ey Hale gl th2A JF
< WiBAT L e AFE] g 719, BEE, AF A < A dom, olgfdt JFF B [fFPoly HF o}
A1 HAIZA, AFAA, W TRRL, vilF, &FF AR, T T F Utk B2 FW AFEC] oF At (Lee &
z9, a9, AR 52 ¥Iske w3 Az 2 ul Song, 2009), 21AdE-(Kim & Lee, 2010), =¥ =¢oj(Lee &
g7 7]5°]thHa & Lennon, 2010). 53] o] 23 A Lim, 2008; Park & Lee, 2008), 5L (Lee & L1m, 2008;
Blo] oS ke JAANESe] 749 VMDE HE F23)] Park & Lee, 2008), SPAEZH=(Choi, 2009) 5= TIJo=
JArAIE ] Fast dEkd =FE A5 o]g§¥tiHa & 2] ]'”P*O‘OM' W7t T2 dFaiden, vMDel 1]7]' Hae

Lennon, 2010). VMDE B =9} AFo| tist o= & Azt
Hom AYE U= EJMOJ Hgko)7] wj ol (Park & Lee,
2008) 719> VMDE &3 mige] apdsid o|uA & &
&3}, o|& 53 E%EO]UI A& s}tz il

71E ATFELS VMDZ} AAR AR Eel oJEA g2
HREA], L G T 8215 o8 oA tEAE T
oFstarxl sk A4 VMDe] i) Fee 53] oA
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A= A=A gt

olgf gk AlHeA £ A= VMDel| tigh Tt At
T Ade] #5S 2ARL H]WP_@H ZeH|Rte] Tl eyt
o] vl AFA] =g FH Yoyt Hilzo
Ztet VMDAERS: sk C"OI =5z} gt ~ol )
el 9 BAEs oo Aufels auRt e 24}
sidedl, SRAF Al 7P AdsEHE HERFC] Tt
BHA=E 53 FFo] vzt 7Fsg wshdo)r] wiio|ct
(Jang, 2007; Lee, 2008). 53] & thFalixl f-sdeiete] 7
AollA zpdstdeto 2 oS wFskE Wshde Hold Au)a
A, 824 JdE GAZEAE AlF ® ot AE gry
& 5 VMD A7t o= wiutt Fasisrt. ol2igk AldellA
AR AR Hlal A oo} tofe Hal=e] VMD
g S7H o= vl %rhet Aot

B Ao FAAQ 542 AR, Wshd B wiige] o
&3 vMDa A %‘« O]h Q7)o 203 Fu)dat 26|
ARk, B4, VMD &gke] <l14o|
- %JDF ﬂ 2ol g A3, AlA, Tt VMDRAS
T At AL F o] ofgA thEA HrtekeAE A
s, dA, w2 Hal=oln|R|el] s 7 ok 7+ Apolrt
JEA Hladith Yol Hale MR o]fg Ao|7t Sl
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2. OIEH Hi&

VMDe Eo#TJ— z2ud oz dh7es FaEka, &
B vgo T S0l oA flehH, o] wiel] wET &
B slaL, wige] AlZHA omAE A, FX1, YA
ek vAS SA sle] aBAPE W, AAFS &
NataL A, AlFolvt i Ed=d sl A4S wsA
71e 9L FchPegler, 1995). ©1213F J&L Fa VMDe
AEL} BAEE oA AZH oz Agsir, 542 4
A WrgEA=ou| e} Hx) B PFH v, Ay
sk Aol $38S Eh(Kerfoot et al., 2003).

ZHRR= VMDE 53l AXonAE AlZHEHoZ |54
7152 VMDE 7193 Bil=o|nx] PAo Fagh TS g
ThLee & Lim, 2008). & "HAI® 7ARFUAlA $7eA 4]
27t Az, Brkske VMDE] 83 a3k Balse)l st
§3h= Zolth(Kim & Lee, 2010). wEbA] 455718 7E )
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Balso|nxe BlEoA ANEE A7, “AERA AF
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SRS FHA] Aoy A, oAl I 55 X£F
STHARN et al., 2005). ERE0]PX| = Thgdt 74 84
FAH AgozA, AR sl = migelre] <lHE
of, taZge], ZarA, W 5 thge Q45 o3 &
FHoR Fgdh mEa] Basolux|e] gt
o] A2k AlFo] FQasi, VMDe|F|Al= Hal=o|ujx]e}
A=A )= ofof SHKKim & Lee, 2010). 1313‘&
oz e e, vl 19171, Sy ol Ry 4
A8, POP, "HiI% Tl ol27171A] 7t Hal=e] 54

2 Ji4S Fdslal k. VMDelH|AE BalE olnjx] ¥ 3
S B3 Halsde] Ao w Hefxow &89 &
Ao, 0|5 Tl A5t AR|Ake] AFA S AT Bl
} 4= glthPark & Lee, 2008).
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N=ef ol Fujojeel] FEFS PRIt &1t o]&2 VMD
gt go] HATE Lo GRS v)x|2 (Park et al., 2007), 74
2 VMD7} 482 VMDETH HA=ejol] Hr} g2 oln,
zsMd, miEAd, 715739 VMDRIAIAHI
o] Halt e A IS u]i]u:]’
FAE FFS vRve AS AFsHAtHPark & Jeon,
2011). Choi(2009)9] A-FAX%= VMDFAAY2 HATH =
o] FEFS mXH, o|F wWHE HEAREL =0
= Zo = ekt

S Lee(2009)= wide] AW AAta) G AESao] A
solu|A|ot Howo] FIFE F= AL #e VMD #Hes
= ZHIApe] FxomR|et Ao JFE F= T3 W
e UZS3HATE Ko and Suh(2010)2] A7lA= T~EH
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o JgS F=d|, = vl 2
zlol7F Y= Aoz YERTE o]9o% Jang(2007)2] AT+
A VMDell tdk Hrt 2854E AEUET w3ken
W] VMD7F FHHE &FERT =4 HrkEQlt 53
VMDE HIAIE ] Al olE-pEjelge] o TS mA|H,
VMDe| FEFE W42 Pl ISt B2 02 Yelkt
TtHKim, 2005; Ru, 2003).
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71 7ol olelsh VMDe] Fge mAE tigow =
Ao VMDE elshe BelEe tlgo Ak U
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VMDe= ot @ 4® FAET 2nlRkse] A|zkstal W7t
k= VMD 484E CI, Bl A4, ez, 1Y, 9%
POP, &4, ¢ 53 78 Halto|nRE HIg3l= 3]
EXES 3 (Jeon & Park, 2005). viFS Hrislia w4
g =g FYsH ske VMDA eaE 31k &
A7) S A=t AEd ah, A5 94

02 7Y F AUh(Lee, 2009).

53] gHld Hazom|R]olA miide] EEA Q4@ FE, A
I ZeRA, %’4?], 4, 2971 Ty FLd HFd o
;(}o 14 oA7]_ Q 1;]. ‘;]E]oég] %‘;];G QA= 1;]./\] FHE
9l B A 842 EREVIE Sy w1917 (store
atmospherey*1d 3 Ujo|d @A E BT wkdsp|x gt} g
Eﬂ"‘ Bal= s} #As) o]de] ArEL AFE, 9171, A
Ul 2w, POP, A%3 24 5 =84 849 A
ZHof| #4o] YA TH(Davies & Ward, 2005). =53t A
o] tIrRRle yAZME frdatarl, e AeE S W
H, FuAARS =o57] wto|th(Kerfoot et al., 2003). ©]=
Omar(1999, Kerfoot et al 2F-E Q1§71 73 el
taZdele] 37 FEEIF vLEdol, POS taEdel,
A5A HaZgolell 7Iiksl=t], 53] AF viaSdoleh
e Foae goloksy, 171, AlFE, AN Vs, A 2 5
o]ti(Kerfoot et al, 2003).
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POP t=Zdo], &% V\Eﬂﬂﬂ), EA71@71, i =2, o
=4 B, &%) 5= RS

Z71¢] VMDd ezl tigh A= wide] suld 3 5
=g FaXolut J(Jeon et al., 2006)°] HEEHIJ oL

N

t; o

ol

N

o
75]
<

71

— A

Ly

a
)=}
RUn

R
Lo

H~l

=

¢

A2 et AoIM VMDTA L47F B EAY 2 o)
A=Atk Shin and Kim(2002)2 el 32 m|X|=
VMDA 84T AHE] AGg7kat T, wide] A, =
W, AL SO EF3I9IL, Lee and  Song(2009y> v

Fl

o, A= ‘:V\Eﬂloh A, ALY, =3,
A, 2EEAETAA T2 FEsIY Ko and

Suh(2010)= T]&EFo], wIEH7], SR Foloky, X2
2R vAl=e] 57 @clew RFENT
VMDA 8471 ARl th2A 92 + A
=8, Kim(2005x> VMD784 & tj=Fgo], 21, #lolo}t
2, A71R7F sl S¢S 7 AY iR HAE
tfol] gaS MRtk &tk Lee and Song(2009)2] <ol A
= VMDTAELA 5w HEdE, Sdss taZHel,
AEAGY], 2y ETAA Fog Fasitha AAH
9124 MR} FPEE VMDA 84 g a5 thE
Al VRS
Jeon and Park(2005)y2 dxe] E2]4 37 o4 #97] &
&, t2=F o] ﬁzti Hlgho 2 VMDARIS F&alar, vo}
7} VMDRIA| #d SAETE JRgsisl=t], 233, wEi
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ZMAF BEO EAJS BE 84.1%7) 9JAol9lem, 73.1% )
71E01 k. AH-S 30th(38.9%)7F 7HE Bekem, 4oty
(30.9%), 20tH(20.8%), 50t1(9.5%) <=2 Yepgth Fde F
T(41.9%)7F 7P BkoH, A9DAMA (15.6%), 3R
2] (13.1%), Tl /A8) 222 (12.2%), AE/AT71E2(9.4%), S
(24%), 71EH52%) o2 UERth HEEe thEolid
(55.6%), FEUE(25.4%), LZ0|51(18.9%) =22 VERFOH,
THIESRY-S 5009 ©)(25.4%), 3009HITH(23.5%), 2009+
th(22.3%), 4007FATH(15.3%), 1009+It) ©|3K(13.1%) o=
HeERstTt.
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ko] VMDA 84 1271 5 A AHRt 7R S8
SithaL QlAEhe QA4S HIEREXTFE A} Table 194 Hol&=
AAY Ao A5 AA(24.71%), FE(18.61%), FEDE
(15.14%), A™ T]2ZH0](13.56%) So] 2 A tE Z3HE
om, 2BAke] - T (22.93%), AE(19.88%), A Tl
Z90](17.33%), FEAZE(13.46%)2] A= Fasitiy
Golaitt. o] /] 247t F e BRlA 7P Fad
o2 e} VMDA FF HElElojoF $he AlAlei)

Fowrt 7P we o4 e Anjdel AS @A, A
Hh Elo]8) 0.95%, 21 1.36%, MR 231% o2 UE
o, au|xke] A9 29 02%, H7] 04%, AHEol9} F
A ZF 234% o7 YT & F JuelA 283 Hrle
71 FQEHA] e VMDLAR QIAEE ko] it

ol AAIR ZHolv H77F T8k gkl s Huke,
2HIRAME A 2o 719 EHE FHH R st

ol

Table 1. Perceived importance of VMD
VMD Elements Consumers (N=327) Employees (N=317)

Salesperson 225(22.94%) 235(24.71%)
Merchandise 195(19.88%) 177(18.61%)
Front display 170(17.33%) 129(13.57%)
Merchandise presentation 132(13.46%) 144(15.14%)

70( 7.14%)
S7( 5.81%)
41( 4.18%)

Mannequin/body form
Merchandise display
Maintenance

36( 3.79%)
37( 3.89%)
60( 6.30%)

Logo on sign 39( 3.98%) 22( 2.31%)
Lay out 23( 2.34%) 57( 5.99%)
Interior(floor-wall-ceiling) 23( 2.34%) 32( 3.37%)
Fixture(rack-shelf'table) 4( 0.40%) 9( 0.95%)
Others 2( 0.20%) 13( 1.37%)

Total 981(100%) 951(100%)

multiple response
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Table 2. Perceived roles of VMD

Consumers (N327)

Employees (N=317)

Items t
Mean SD Mean SD
Display is important 4.52 59 4.73 .50 4.771%**
It helps to increase sales 4.36 .63 4.57 .56 4.472%**
It helps to enhance brand image 441 .62 4.50 .61 1.767*
It helps to suggest(aware of) new products 443 .60 4.58 58 3.277%*
It helps to suggest(aware of) trends 435 .62 442 .68 1416
It affects customer visits 4.28 71 448 71 3.737***
It affects customer purchases 421 .76 4.50 .76 5.043%**
Total 437 .65 4.54 .63 4 470%**
*p<05, **p<.01, ***p<.001
2 7 g 9lom, dujde] 7 2rold ol sl SAl T Atk
& Qe oA BSE] WEd = S Zlelth vk
FHSIL A 2]o] FH-g v, daks AF, 4ES RO 4.2. VMD2j&t 214
she ddF B AW taZdole o] ool uke) 2he-2 VMDD ol thafl AH|te} Ao 12418 FAFSRAL 2 A}
T o, ol &AL HA Al JIAF 4 7] WEd ol ®7] I3l t A5 HAIBISATE Table 2014 Heol= ZA
Table 3. Factor analysis of VMD elements
Factor Items Factor loading Eigen value Variance  Alpha
Presentation shows value and characteristics of merchandise 753
Presentation shows merchandise coordination 752
Factor] Presentation shows right technique 703
merchandise/ Presentation shows good color coordination 703 4.371 16.188 .898
presentation Presentation suggests new products 701
Store has a variety of merchandise assortments 617
Store has good quality of merchandise 585
Layout is planned for easy entry 789
Layout plan is effective to show merchandise 17
Aisle is wide enough 715
Factor2 , one , , 3712 13746 874
layout/fixture Fixtures are maintained well without broken or worn out pieces .646
Height and location of fixture are appropriate .640
Right fixture is used for merchandise characteristics 619
Salesperson communicates fashion knowledge and sense to customers .807
Factor3 Salesperson is kind to customers 7198
salesperson/ Salesperson provides a variety of merchandise information 788 3.612 13.378 .887
maintenance Store maintains clean 744
Cash register and dressing room are well organized and maintained .670
Front display shows fashion trends 744
Front display shows seasonability 727
F 4
act(.)r Front display is coordinated with color, design and items .694 3414 12.646 .856
Front display
Front display shows creative display .669
Front display shows fresh store image with regular updates .646
Lighting focuses on merchandise presentation 756
General lightness is appropriate 155
_ Factor3 e PPIop o 2676 9913 842
Lighting/props  Props enhance store and merchandise images .570
Props are coordinated with merchandise .560
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Table 4. Differences in evaluations of the VMD elements

Consumers Employees
Items (N=327) (N=317) t
Mean SD Mean SD

. . 4076 608 4.004 .602 1.519
Merchandise/presentation
3985 643 3921 685 1.234

Layout/fixture

Salesperson/maintenance 4406 546  4.268 519  3.286**
Front display 4075 605 4110 578 754
Lighting/props 3914 632 3774 680 2.706%*

**p<.01

Table 5. Differences in store image and brand image
Consumers (N=327) Employees (N=317)
Mean SD Mean SD
Store Image 6.046 993 5.709 1211 3.857%%**
Brand Image  6.094 1.073 5.924 1202  1.886
*¥4p< 001

Table 6. Store image vs brand image

Store Image

Mean SD Mean SD

Brand Image

Consumers
(N=327) 6.046 993 6.094 1.073  1.141
Employees wokok
(N=317) 5.709 1.211 5.924 1.202 5235
*EEp< 001
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Table 7. Distribution by brand category

Category  Number of stores Consumers (%) Employees (%)

Women's formal ~ 21( 9.55%)  45(13.8%) 36(11.4%)

Women's casual 52(23.63%) 82(25.1%) 78(24.6%)
Casual 21( 9.55%) 39(11.9%) 34(10.7%)
Men's 35(1591%)  61(18.7%) 65(20.5%)
Sports 43(19.55%) 57(17.4%) 61(19.2%)
Children 20( 9.09%) 24( 7.3%) 21( 6.6%)
Luxury 28(12.72%) 19( 5.8%) 22( 6.9%)
Total 220(100%)  327(100%) 317(100%)

Table 8. Difference by brand category

F-value F-value
Variables Consumers ~ Employees
(N=327)  (N=317)
Merchandise/presentation 1.772 1.728
Evaluations [ ayout/fixture 439 386
Vl(\)/fD Salesperson/maintenance 770 .665
Elements  Front display .590 657
Lighting/props 491 1.551
Perceived Roles of VMD 1.254 .604
Store Image 1.001 1.630
Brand Image 1.520 1.514
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