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Abstract This study examines the effect of VMD (Visual merchandising) of unmanned stores
and the affordance of unmanned systems on a customer’'s value and intention of revisit. The
proposed research model and developed hypotheses were tested using structural equations modeling
based on data collected from 297 customers with experience in unmanned stores. The results of
the study confirm the positive effects of the unmanned system’s affordance and unmanned stores’
VMD on customer value. In addition, there is a positive relationship between a customer’s value
and intention of revisit. The study provides valuable insights into the sustainability of unmanned
stores after post-COVID 19 and the importance of developing unmanned stores’ VMD and
affordance.
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Fig. 1 Research Model
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Table 1 Respondents’ Demographic Data

N ool mx O M orlo o 4

Variables Categories n %
male 122 437

Gender female 157 56.3
total 279 100.0

less than 20 6 2.1

21~30 156 55.9

Age 31~40 98 35.1
more than 50 19 6.8
total 279 100.0

less than 2 143 51.2

Frequency 3~5 92 33.0
(last 1 m 5~7 39 14.0
onth) more than 7 5 1.8
total 279 100

daegu 187 67.0

gyeongbuk 22 7.9

City busan 41 14.7
gyeongnam 29 104
total 279 100.0

white—color 26 9.3

student 176 63.1

service Job 43 154

Job .

professional 21 75

house Wife 13 4.7
total 279 100.0
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WS 9ushi= A (Jahng, 2015) 2.2 2.1 A A 4] Qgom WE 05 o]Ae A el
7F 058 oW T3 U E I HER 9 (Hair et al., 2009). A& A 5‘*—1% AE s
GE T} (Hair et al., 2009). AGE AHgsG =Y e o] Ao
AT A gaRy @ A fE et WF 3 AnAol &7 »}EM Ao
HZE5 A= Table 29 2uh, &A% Qolia L = Ak (Fornell and Larcker, 1981). &4
FARENS B WWs AAWHS AS 81%E veh} FEF ARYS sHE A
gom, Lfge 1 ol FSE MBStk Ehd (Hair ot al, 2009). thg o2 2ol %
T A3 F 240l 29l % 6719 aQlem ¥ ARMe HAste] mEe AYw 2 5
Table 2 Exploratory Factor Analysis
1 2 3 4 5 6

AD1 .068 033 .094 .813 073 202

AD2 017 .093 056 .847 198 212

AD3 115 .069 127 .868 107 190

AD4 -.036 037 038 .826 204 141

DT1 .230 216 757 167 129 142

DT2 110 061 871 045 141 163

DT3 126 .103 872 .088 187 .066

DT4 196 126 .892 051 .108 018

FN1 .884 171 129 041 .168 116

FN2 .892 161 196 043 138 125

FN3 .881 177 153 063 144 151

FN4 .828 221 191 033 134 104

SB1 173 .861 135 .049 101 .186

SB2 .266 .828 174 070 104 194

SB3 158 .864 .089 .050 203 191

SB4 170 .842 123 .086 233 .180

CV1 184 .239 123 135 774 181

CV2 .168 .140 195 .096 792 202

CV3 133 097 152 225 787 225

CV4 .140 188 158 227 .809 183

RI1 107 261 141 .250 .262 723

RI2 156 .186 117 238 199 .807

RI3 131 .265 047 224 232 799

RI4 177 165 150 .265 191 .809
Eigenvalue 9.732 3.106 2.243 1.778 1.515 1.185
Variance 40.548 12.944 9.347 7.410 6.313 4.939
Cumulative 40.548 53.492 62.839 70.249 76.562 81.501
Cronbach’s «a 0.912 0.937 0.901 0.914 0.919 0.900

AD

. affordance, DT directivity, FA: functionality, SB: suitability, CV: customer value, RI
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, , HEAE R, HiEAFE(AVE)
< SAHA (Nicolaou and McKnight,
2006). WA Hgrol AxZ Auww */df=
1.423(<.01), GFI = 0.910, CFI = 0.982, RFI =
0.933, RMR = 0.059 NFI = 0942, RMSEA =

34
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58
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Table 3 Goodness of Fit

2 ghol B 2] e

003902 e} it 7IEAE do] RIS mvmd*ed CFA SEM
AF&E= o] o] Ate] ¢leS BolEy o] AF
o]} LHOLO 1]“a]ble]3 4]7:’; FRE. el Jdfp) | <25006)  142(<00)  1.69(<.00)
1=
219 aRel A3HE S50 Taple 40 S I e S i
et ule 2ol BE geldaAe] e 05, CH 09 0982 0.970
HEURE § T 07 o/, AVEE 05 o[ 4o i ~09 055 0920
2 Ueh} g gyo] 2Asoa o 2 9ot RMR <0.08 0.059 0.079
(Fornell and Larcker, 1981). NFT >0.9 0.942 0.930
SHElG A HAZL Table 590 AAE nupe} 72 RMSEA <0.08 0.039 0.050
Table 4 Convergent Validity
. factor
construct items ] t-value AVE CR.
loading
AD1 0.784 -
AD2 0.872 15.941
affordance AD3 0.882 16.173 0.599 0.856
AD4 0.800 14.369
DT1 0.764 -
DT2 0.867 24.147
i ivi 521 .81
directivity DT3 0.868 21859 05 0.813
DT4 0.909 23.530
) FN1 0.873 -
visual FN2 0.884 20.774
m?c.hand functionality FN3 0,899 91410 0.632 0.873
1Smne FN4 0.893 21.009
SB1 0.912 -
SB2 0.934 26.501
itabili X .
suitability Sp3 0,916 95439 0.699 0.903
SB4 0.848 20.876
CV1 0.812 -
CV2 0.818 15.555
t | 0.604 0.859
customer vatue CV3 0.825 15670
CVv4 0.882 17.099
RI1 0.885 -
revisit RI2 0.883 20.458
0.639 0.876
intention RI3 0.860 19.687
RI4 0.819 18.096

- 151 -



The Effect of VMD of Unmanned Stores and Affordance of Unmanned Systems on Customer Value and Revisit Intention

3]

o et A3 e %Aq A3}E Table 3949} 2o
x2/df= 1.691(<.01),
RFI = 0.920, RMR =

0 079,

= 0.0502.2 UEh} e

.894,

s VEAE

= 0.194(t= 3.151, p<0.01)¢] 3 a2l

< M= Ao YEEth o]y g A= TRl

2wlo] &% _qu o] AN A 7HAE A ¥ttt

e 3 B 7122 A5 (Kotler and Keller, 2012; Collier
2 AT 72 and Sherrel, 2010)3} d3E ZA3E RHoJFErh

1&tdeh TR 71 2-491 VMD9 &4, 7154, dF-8L

AT A BF A(+) dFEE Ve AR

0.CFI = 0.970, Uelytth AEAe B = 0.127(t= 2.042, p<0.05),

= 0.930, RMSEA 7154 L B = 0.288(t= 4.619, p<0. 01) A B

= HolFdth

Zx3 A0k GIFE 7] %2 o= Ao s e ol e VMD7F a7 x|o &S & Aol
Ut A3 AFoA RE AL} 7|ZHE v = 719 A+%E (Jones et al, 2006; Song and
314 gt gREe] A3 e 527} ) 2X 2 Chong, 2016; Yoo et al., 2017)¥} 22 ZAzjolr},
ntEslE ASdE MEAES sted B4V 9l 7 5% TR = ATl = B = 0.652
Ao 2 AGEd ) (Beltran-Martin et al., 2008). (t= 10.004, p<0.01) ()¢ F&FHES 7HA = A
Asd 7o SA4 Fods &) f o vegth ofH Aie= wAVEA = T
A= AF(B) L t-value, p-values Sl 7HA Ral i s 0}143} ArES S1gk AEel =
A o] XE Table 63 Fig. 201 A A AT} 2 qds Foes 71E9 ?i:r"’é (Parasuraman and
A2 Ay 7 19 PEFEALe aAlvt Grewal, 2000; Bowen and Shoemaker, 2003)2}
Aol B = 0.376(t= 5.875, p<0.0DE A (+)°] 3= 2e dye & o5 gl
Table 5 Discriminant Validity
AD DT FN SB Y RI

AD 0.774

DT 0.336 0.722

FN 0.250 0.420 0.795

SB 0.197 0.448 0.481 0.836

Uuv 0.472 0.434 0.496 0.443 0.777

RI 0.569 0.432 0.552 0.414 0.614 0.799

Diagonal elements are square root of AVE, others are correlation coefficients

Table 6 Hypothesis Result

hypothesis B t-value result
H1 affordance — customer value 0.376™ 5875 supported
H2 directivity — customer value 0.127° 2.042 supported
H3 functionality — customer value 0.288™ 4619 supported
H4 suitability — customer value 0.194™ 3.151 supported
H5 customer value — revisit intention 0.652" 10.004 supported

* p<05, #* p<O1
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