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Abstract

Purpose - The study aims to analyze the VMD(Visual Merchandising) perception factors in recent sporting goods store and
clarify the effect of each VMD perception factors on brand image, satisfaction, and customer revisit intention. The VMD
perception factors play an important role in attracting and actually inducing sales to the visiting customers. It has
investigated the effect of VMD perception on customer satisfaction and revisit intention. It is expected that the company’s
marketing strategy with VMD will be differentiated and competitive in sports item stores, brand image enhancement, customer
retention, and acquisition.

Research design, data, and methodology — In order to verify the hypotheses of this study, a total of 380 questionnaires had
been distributed. 360 respondents were used in the final analysis excluding 20 respondents’ incomplete answers. The SPSS
18.0 program was used and the data analysis was conducted for the demographic characteristics and distribution behavior.
Principal Components Analysis was used for the common factor extraction for validity analysis, and factor analysis was
conducted to verify such as validity in brand image or brand attitude. As for Multiple regression analysis, was performed to
verify <H 1> and <H 2> in the research model, and in <H 3> and <H 4>, the mediation was defined through the Sobel
Test in order to verify the brand image mediating effects on VMD, store satisfaction, and revisit inquiry of sports store.
Results — Qualitative research shows that VMD sub-variables such as aesthetic, fithess, and functional convenience influence
store satisfaction and revisit intention. As a result of analyzing the mediating effect of the brand image, the more VMD is
strengthened, the more brand image is improved and store satisfaction is also increased.

Conclusions — VMD enhancement requires a VMD strategy aligned with the company’s management policies and objectives,
a visual directing and consistent concept that delivers a strong message to customers. The customer actual purchasing
behavior is a combination of various factors such as sports item stores’ interior design, display, advertisement promotion like
POP(Point of Purchase), salespersons and their service quality, so that the VMD image and the brand image must be
consistent and a unique strategic plan is required.
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2. Theoretical Background
2.1. VMD
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<Figure 1> Research Model
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<Table 1> Variables

Variables

Testing tools Number of questions

Demographic Characteristic

Gender, Age, Education, job, Monthly income

Single question

Aesthetics Aesthetics Measure
trend trend Measure
Visual Merchandising Applicability Applicability Measure
Function Function Measure

convenience

convenience Measure

Brand Image Brand Image

Brand Image Measure

Sore Satisfaction Sore Satisfaction

Sore Satisfaction Measure

Intention to Revisit Intention to Revisit

WO WW W WIN|WN

Intention to Revisit Measure
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<Table 2> Factor analysis of Visual Merchandising

ClEMs Sl Hrt M2 EREQUC S5 Held
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of B2 QIX|SH AUCE 2|1 Of2f <Table 3>0f
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<Table 3> Brand Image Factor analysis

Brand Image Cronbach’s o
Brand Image 2 .908
Brand Image 1 .828 .812
Brand Image 3 .820
Kaiser-Meyer-Olkin Measure of sampling adequacy =.662
Chi-square =256.662 df = 3, significance = p<.001

W& LerdeS ZESH7| 2I5t0] Cronbach’s oA=& A
2 At <Table 3>, <Table 4>, <Table 5>2} Zi0| 7|s& &
WE O|0|X|l= .812, DIHEL= 837, iE TWLE o=
8772 LIEILL A o| A2|H0| EXSte A2 LB
<Table 4> Store Satisfaction Factor Analysis

Store Satisfaction Cronbach’s o

store satisfaction 3 .809

store satisfaction 2 .758

store satisfaction 4 .749 837

store satisfaction 5 725 ’

store satisfaction 6 707

store satisfaction 1 707

Kaiser-Meyer-Olkin Measure of sampling adequacy = .844
Chi-square = 488.776 df = 15, significance = p<.000
<Table 5> Intention to Revisit Factor analysis
Intention to Revisit | Cronbach's o

Intention to Revisit 2 915

Intention to Revisit 1 .904 877

Intention to Revisit 3 .871

Kaiser-Meyer-Olkin Measure of sampling adequacy =.732
Chi-square = 371.012 df = 3, significance = p<.000

Ingredient
Variable Functional ; . AeeTp Cnonba—
Convenie noeA&sﬂletlcs Applicability| ch's o
convenience 2 .802 .240 176
Function 2 747 120 .040
Functional |convenience 3| 723 176 .338 857
Convenience|convenience 1|  .666 .365 163 ’
Function 1 .625 211 .37
Function 3 .589 -.059 .360
Aesthetics 3 .316 .862 .082
Aesthetics Aesthetics 1 .160 .835 .073 708
Aesthetics 2 251 817 .046
Trend 1 .098 547 .501
Applicability 1 .039 -.013 779
Applicabilty Appl!cabfl!ty 2 .349 142 .692 618
Applicability 3 .340 149 497
Trend 2 .367 402 459
35 ZOIX QolsA

aal

7| H-280M VMD HE= S7HK2 2RISR E

3.6. Setting-Up Hypotheses

7td 20| AoM 77§ =2z Yot 4z adts
= 70 MZscto] ot2fet 20| 2E=AE ZAISHILE. Ol
dHEH L3t 2o
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<H 1> AZXO4EO| VMDO| OhETHR0| Folst HEF
& Zo|ct.

<H 1-1> AZAOHEIO| VMD X|ZIQA0l 7|SX mz|Me
nZiol OjFot=0| Rol3t ek o/E ZAo|ct

<H 12> AZXOIEO| VMD X|ZteAQ AlOjMde nzHo|
o=l Folst d-kg oj& Zo|C).

<H 1-3> AZADIEO| VMD X|ZtQAQ HstMe 7Ho|
o=l Folst dgkg oj& Zo|C).

<H 2> AZXOiFEOl VMDO| IHE2=0f Folot =

fjo

ol

sze DZEM0| MY UUO 1008 SY 27.7%E KX
St U, #7 Mol NYo| YUCH 27.2%03, o)

9ICH7} 72.8%0|Ct. ZXN| AMEl= 2EO0|2tn CHERSH Z40| 207
Foz HH| 57.6%EF AX|UCL HZEf= 2SO|CH 1779,
HH| 49.2%E AX|YCL O|duN 7|2 O{f= oo} 1789,
49.4%, Ot St 180, 50.6%Z H|SoH &AM A2 & +
Q\C}<Table 6>.

<Table 6> Demographic Characteristics

012 O}, Classification Frequency
<H 21> AEXOfEO| VMD X|Ztea0l 7|55 mHelye Frequency | Percentage
D2Mo| M2o|zo| fol3t WS OF ZO|Ct. Gender Mele 146 | 627
<H 22> AZXO§EC| VMD X|ZtQAQ! AlojAde nzio| Female 87 37.3
Te2ol=0| Rolst @S 0jA Zo|c. Less than 20 5 | 192
<H 2-3> AZADNEO| VMD X|ZtQAQl HM3tHe nZHo| 30's 61 262
Te2olzo| Rolst S 0|A Zolck Age 40 66| 283
_ L 50's 43 18.5
<H 3> AZXO§EC| VMDO| EzHE0|0|X|0| So|8t Hek Over 60's 18 77
= 0/ Z0|CL - '
= _ Less than high school graduate 14 6.0
<H 3-1> AZXO§EC| VMD X|ZHR4A0l 7|5X Hz|Me high School 5 58
Haj = oco|st dste Olkl H .
_|__H_O|EI|X|01| wolet gekS 0lz AOIE. Education enrolled in university 55 23.6
<H 3-2> AZXO§EC| VMD X|ZtQ4AQl AlOjAMS =aic ——
N o university graduate 85 36.5
o|O|X|ofl Rolst Fe= O|& Zo|Ct duate school 19 8.2
<H 33> AmXOjEto| VMD X|ZtR40l XMeHMo| sc S e - o
ol o studen )
o|O|X|ofl R2lst Fe= 0| Zo|Ct fice work 12 251
<H 4> AZXOIFYO| EUMEO|O|X|= DFFYLHE0 Folot & Job professional 58 24.9
k2 O/& Ao|Ck © self employed 16 6.9
<H 5> AZADIEO| SACOO|RlE HwRolzo| Kol housewfe 9 3.9
g2 0jE AolCh other _ 21 9.0
<H 6 AZXOjEO| HEHCo[Ojxls VMDI} OhEIHEO| Les.s.than 1 mn!lpn KRW 22 9.4
2 Oj7f e & Ho|oh Monthl 1 million ~ 2 million KRW 78 33.5
ee™ a== = xHE In‘é’;mg 2 million ~ 3 million KRW 79 339
<H 7> AZX0§E0| HAMEO|O|X|= VMDY A2 =0 3 million ~ 4 million KRW 21 9.0
385 Oj7f g2 & Ao|ct More than 4 million KRW 33 14.2
o 4.2, MTtntAH M
4. The Findings ==
- . . P|HEMO MYEMoZM CEaMMo| Rt =&
4.1. Characteristics of the interviewees 7to] MBFEOl WAZ mosty| O[Stol WASMS A[SSIH
Cf. SYE FHRQIS 7Ho| ARALE 357~6967HK 2
Jga=e S8 31.9% 00| 8.1%2 HISEXS| Bl sin g @ipmols Ziof ABBAS Liem Zipe of
20| 2H{™= BT Ol 654 O|4 wQIQIFtol gH|7t <Table 7>1} 2'Ch 2AMZNIE MHEO Ofgfet ZiCh
31.9:68.12 = WM, FEEC} 00| O B3S & + ULt
<Table 7> Correlation Analysis
Functional . s . . . .
Convenience Aesthetics Applicability Brand Image | Store Satisfaction | Intention to Revisit
Functional Convenience 1
Aesthetics 537+ 1
Applicability 567+ 357* 1
Brand Image .613** 426** .522** 1
store satisfaction .696** 483 527 .638** 1
Intention to Revisit 531** 401** .509** .595** 719 1

**P<.001
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AZXROIEO| VMD X[Zte4a 7h AN 7155 He|
e Ao|M(r = 537, p<.001)1} HEHM(r = 567, p<.001)0]|
FOSHA LIEtHCH, SHE H#0| U= ASE LIERHLCE
Olz 7I8d HE|do| #2+F o0jddt Hetdo| ghi= A
= 2J0|Bto.

AEAROIFO VMD X[z 7h JEEAOM HOojd2 o
2(r = .357, p<.001)0f FOISHA LIEIR2D, =85 &20
U= A= LIEHRCE Ol o080 =245 Hedol =t
= A2 of0IgHct

AZXONES| VMD X|ZtQ4AQt HMEO0|0X|, IS, X
|=ofo] HZAOM, VMD X|ZHe4 & 75X Held
BEO|O|X|(r = 613, p<001)Qt OfHTZF(r = .696,
p<.001) & HL-2QI=(r = 531, p<.001)0f F2I81H LIEtKES
0, 385 40| A= A2 LIEHRCE Ol 75X Halg
O| =OIX|H, HEHEO[DR|Q} MAEQ|EE: FH LIEHATHs A
2 oottt £3|, VMD XZe4s & 7|sH He|go| 2EMe
O|OIX|, DHFLH, MYZ=0 7+ =7 HBU= H2= Lt
EFRICE.

AZXOIEO| VMD X|ZtQ4Qt HEO0|0|X|, DIERE, X
LYo ot HEZAOA, VMD X|Zte4 & HOjg2 HiH
EO|O|R|(r = .426, p<.001)Q} DHEDHZ(r = 483, p<.001) I
WY =(r = 401, p<.001)0ff RIS LIEtHCOD, 38X
HHO| A= A= LIERRC Ol H0140| =OtX|H, HEH
EO|OjX|et MY EL|=E EH LIEfHTHE A4S 2[0|giCt.

AZXOIEO| VMD X|ZtQAQf E2iC0|0|X|, OjEHE, X
LYoot HRTAA, VMD X|Ztes T Hghd2 2
E0|0|X|(r=. 522, p<.001)Q} OfHBHZ(r = 527, p<.001) I Y

rlo oZ
Mo
o |o

<Table 8> Hierarchical Regression Analysis of Store Satisfaction

= 509, p<.001)0fl Ol8| LiERtoD], SRA A
BO| Q= Ao LIERICE Ol VMD X|Zte4 & Hetiol
=0[X| B BACO[D|X|Qt LRI E £ LiEtTts 248

BMEO|D|X|= DHERHE(r = .638, p<.001) & THE-ZE2|=(r
= 595, p<.001)0i| FoIStA| LIEtG2O, A 20|
Zo= LY,

Ojx|2to 2 OjRHEDF HHEo|s(r = 719, p<.001)= Of
2 ROl 52 AHoE LIEIRIC

43. 9IAX BN

Ozl <Table 8>2 AZXOHAEIC| VMD X|ZtQATZ} OjRIOHE
o] g2 O)X|l= HE 742 AN z|lH=ZHo|ch HA, 2
212 HEEE H§EHSE VMD X|Z24 T 7|y He2ld
(t = 8419, p< .001), MO|M(t = 2567, p> .011), LMt =
3.325, p> .001)0| 89| &8 .05 0|32 Q9|3+ ko] Y=
Z4o82 LIEFLIM <H 1-1>, <H 1-2>, <H 1-3>2 eI Z|RUCE
2 289 Eg) <H 1>2 REHE|QICt [MEtA <H 1> AZXOf
2ol VMD X|ZtgAEs EUHEZ0 Folot g2 OjX|l= A
o= LIEHHLY.

28 2= 24 10N Di7fE=Ql EEO|O|XE F7IE
3| HAIZI o2 =EME0|0|X|(t= 5.069, p> .001)= M=
E2 ROl =E .05 O[5tZ2 ROYSHA LIEILIAM <H 4>= XL
ALt MERA, <H 4> AZXOHEO| HMEO|O|X|= DfEDHE
Ol Folgt kg 0|X|l= A2 LIEHGCE

Model Non-standardization Factor | Standardization Factor t Probability of Collinearity Statistic
B Standard error beta Significance | Tolerance VIF

(constant) .780 178 4.388 .000
1 Functional Convenience 481 .057 517 8.419 .000 .550 1.818
Aesthetics 125 .049 139 2.567 .011 707 1.414
Applicability A72 .052 184 3.325 .001 .675 1.482

(constant) .606 172 3.513 .001
Functional Convenience .370 .058 .398 6.336 .000 474 2.110
2 Aesthetics .094 .047 105 2.017 .045 .695 1.439
Applicability 104 .051 112 2.053 .041 .629 1.591
Applicability .248 .049 291 5.069 .000 .569 1.756

<Table 9> Hierarchical Regression Analysis for a Return Visit

Model Non-Standardization Factor | Standardization Factor t Pr_obgbility of Collinearity Statistic
B Standard error beta Significance | Tolerance VIF

(constant) .644 .248 2.601 .010
1 Functional Convenience .320 .080 .287 4.027 .000 .550 1.818
Aesthetics 153 .068 141 2.249 .025 707 1414
Applicability .331 .072 .296 4.603 .000 .675 1.482

(constant) .386 .238 1.618 107
Functional Convenience 157 .081 141 1.942 .053 474 2.110
2 Aesthetics 107 .065 .099 1.656 .099 .695 1.439
Applicability 231 .070 .207 3.291 .001 .629 1.591
Brand Image .367 .068 .359 5.427 .000 .569 1.756
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<Table 9> AZXOZEO| VMDO| OfEIYEIEO| =0 Tk
g OjXlE BaS 7o AR Bl mYo|C,

BH, 2E 12 UTEE fEMOo2 VWDXZ24 B IS
A HE| Mt = 4.027, p> .001), AMO|M(t = 2.249, p> .05), A
SHA(t = 4603, p> 001)0] RO| B 05 0[StZ o8t A
0| Q= ZHo= LIEHLIM <H 2-1>, <H 2-2>, <H 2-3>2 X{{Et
Ei9iCt B 242 B8 <H 2>2 MEEUCh et <H 2>
AZZOfFO| VMDAIZtR 4k KYEZ0| Sofst Jakg 0|
Xl o2 LbERT

2 2 DY 10| ool B oD|X|E VIR
|7zl 2oz s ojo|X|(t= 5427, p> 001)= FHE
o2 90| #E 05 O[3l2 MYLZo|zo| SoIBHH| LIEHA
7pd <H 5> AEHEIQICh WAt <H 5> AmAOEol B
So[ojRlE MYRo| Rofst Yk DX o= Ligt
s

44, 0N #13EH

42O Of7f Z1EA0| ot EAMojME O 2HEMES
Ar85He 4271 HLL

Baron and Kenny(1981)= O}2j2| 2&-& O|83t3 Oluf &t
AXN HZ(causal steps approach)2#S 070t ALY =
UStUCE FEH, SHW, 2|0 Oj7fHE LIEHHLE
MacKinnon et al.(2002), Judd and Kenny(1981)= 2tMst Of
JHE ARSI OM, HHHO| Baron and Kenny(1986)= H&
O7HE &S0, & AT Oi7i= a0 Ciet Eel7t ZX|
§UCtD X|MSHQUCt Oj7f= 0 AFoIA JHE Ehesta OHH
2l 2ot g 4= QUL Qlut BHAE HZRoME L9
HAEES MBS O7f=aE ABSHCH

<Table 10>2 =2 =0|0[X|Q| O§7iz=ntof CHt O§7H=|H 2
HO|CE ZE 2|HEAM0| RO AR LIEtR2N, <Table
11> Sobel test statistic(ZZ})0| 1.97=2Ct 7L} -1.96LCH =t
op OpjEmIL Qe HoE mEtE 4 Ut w3
Two-tailed probability(PZHE2 25 {9|=H& 0.01 0|3t2 {9|
St FEk0| QU Ao = LIEILEA <H 3>, <H 4>, <H 5> %Y
EN|QICE THd KB OJf= <Table 10>0f CHA3(Of7HEH==)S
£ =9l J}s6ICt [M2fA <H 3>, <H 4>, <H 5> AIA[j
ol EfEO|0|X|= VMDIt Of&ETHE, THEFZO|E AtO[O| &
|5t 378& FeE O|Kl= A2 LIELRCE

— o

10 o
OH |

<Table 10> Brand Image Analysis on Store Satisfaction and Return Intake

IndipeS:::: d: mP\Ia;z:lt:;eB Mediating Effect Verification Nor;ztl:n‘cliaalll:i;zed g‘:v?:t?;?‘ t-value p-value R2
Step 1 (Independent P Parameters) .668 .057 11.786 .000 613
iun;f:;llniggzenience Step 2 (independent B dependent 647 .044 14.751 .000 696
b Intention to Revisit Step 3 (independent variable) 455 .052 8.801 .000 .746
Step 3 (Parameters) .289 .047 6.093 .000 746
Step 1 (Independent P Parameters) 451 .063 7.165 .000 426
Aesthetics B Brand Image | Step 2 (independent » dependent 436 .052 8.381 .000 483
P store satisfaction Step 3 (independent variable) 232 .048 4.816 .000 679
Step 3 (Parameters) 450 .046 9.877 .000 .679
Step 1 (Independent » Parameters) 571 .061 9.313 .000 522
ﬁppgf::é"t%nage Step 2 (independent » dependent 491 052 9.432 000 527
b store satisfaction Step 3 (independent variable) .248 .053 4.688 .000 677
Step 3 (Parameters) 425 .048 8.770 .000 677
Step 1 (Independent P Parameters) .668 .057 11.786 .000 613
i“"BC:g’:;'mcqggZe”ience Step 2 (independent » dependent 592 062 9.522 .000 531
b Intention to Revisit Step 3 (independent variable) .297 .072 4113 .000 .631
Step 3 (Parameters) 442 .066 6.676 .000 .631
Step 1 (Independent P Parameters) 451 .063 7.165 .000 426
iesé?::‘igslmage Step 2 (independent » dependent 434 065 6.661 000 401
b Intention to Revisit Step 3 (independent variable) 195 .062 3.146 .002 617
Step 3 (Parameters) .530 .059 9.033 .000 617
Step 1 (Independent » Parameters) 571 .061 9.313 .000 522
ﬁppgf::é"t%nage Step 2 (independent » dependent 570 .063 8.997 000 509
> Intention to Revisit Step 3 (independent variable) .305 .067 4.590 .000 .639
Step 3 (Parameters) 463 .061 7.607 .000 .639
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<Table 11> Sobel Test for Verifying the Mediator Effect on the Brand Image

Independent variables » Parameters » Dependent variables Sobel test statistic (z-value) Two-tailed probability(p-value)
Functional Convenience » Brand Image P store satisfaction 5.44496165 0.00000005
Aesthetics » Brand Image P store satisfaction 5.77710863 0.00000001
Applicability » Brand Image P store satisfaction 6.43244660 0.0
Functional Convenience » Brand Image P Intention to Revisit 5.81454932 0.00000001
Aesthetics » Brand Image P Intention to Revisit 5.59844349 0.00000002
Applicability » Brand Image » Intention to Reuvisit 6.24726949 0.0

2|9 <Table 11>2 AZXO§EC| VMD} OjASHED R{Ed
20| 0f CHst FEEAM0A EH=0|0[X|2| Of7fH=0] Hg¥
OEE =0I5t7| 2|8t Sobel TestO|Ct. Sobel test statistic(z
)0l SEEQl oojo| 1.76ECt: BF = LIEIRCH, &
gl » EFE O|O|X| p OfETHEE, Hotd » E#E 0|0
Xl » OiE XHEEO| 74E A LIEHGCE EZHEO|O|X| Of7H
Agol= VMD X224 Fo|M HMetdo| 7HE IA g3kt
U= A= LIEHRICE K 077 =7t 0.0022 |olst de
O] e HSZE LIEHN <H 6>, <H 7> KEE|QiCt 7+
XHEH Ol F = <Table 11>2 Sdff &9l 71sdtCt <H 6>, <H 7>
AR XO§EO| EMEO|0|X|= VMDDt OjETHE, -2 =0
SHH 7 B S HOZ LIERLY,

= =

5. Summary

5.1. Conclusions

r

2 7ol e %2 AmX0iFel VMDZE nAofA ¢l
X|El= HEHE0[0|X|t DIFTE, HLE2=0f ofist A=
OlXl= X| ZOr=D, AlCiof] &= =abXQl 2 E0|0[X| 74X
&1 VMD TEFYCS HMAISILAL SERACE

= g7e 7HEgSE 8¢ FTENE 2USHH L3t 2
C}.

W, AZX04FO| VMDY OHFRHE0| OjX|= gk o
M, VMD R|ZtQ40l 7|8 Ha|d, Hojd, Hehdol oy
Fo| felet dFS OjX|= A= LIEfRLE. 53|, VMDX|
aa F 7|sd Hild2 UEUFRE JHE =4 SBUAE
N2 LIEtRCE

=R, AZZ01FO| VMDZh HEE2|=0f OjX|= de A7
OfA, VMD X|zte2Ql 7|sd |y, Hold, Hehdol g
Zo=0 fFelot FFS O|X|= A= LIEfRCE 53|, VMD
Nzeax T 71y Helde MR 7Y =4 &2
= A= LIEfKiCh

AR, AZX0FO| VMDZF EFE0|O[X|0f OjX|= Sk
TOIM, VMD X|Zte40l 715X Hald, dold, Hgdol
HEO[OIX|Of Foloh SekS O|Xl= A= LIERT,

S, AmAOfFgel BEHEO0|0|X|7 DIFTER OjX= I
o ATo|M, 2EO|DX|7F DIFTER| Rolet s Ol
£ A2Z LIEfKiCH

CHAImY, AzAOfge| BME0|0|X|7} MY =0 OjX|=
AerATO|A, 2HEO|OX|7F ALE2=0f Felot &= O

Xl& A= LIEFGLCE
OfAm, Az=OjEe| EMEO|0[X|7) VMDet DHE RSO

raNre 2

|r re

Ol Of7i=at 24 A0t EMEO[D|X|= VMDe DIETSH
of 3784 o7 IS sl= A= LK) 53], VMD X|
Zte4 T Mol 7+8 3A 27t e A= LIERIC.

QUSH, AZXO{RO| EME0|0|X|7F VMDL} REHZO| =0
OX|= oi7f=ah 24 Zaf, 2ME o|0jX|= VMDet M=
ol=0f X Oi7ff dgS st= A= LIEtRCE £3], VMD
Azea & Mol 7k 3A 27t s A= LENR
C}.

= 97Ol =AR ZUE TSR AZEO4FO| VMDE
TONET, EE0|0X|QF 2ol HEfN DA E =24 Of
? oItk AO| LIERGCE £, AXXOIFO| 25H0
VMDE EE0|0jX|et OiEE YEsts AHoAH UFHS =
1, EEOEE =0l ARE LIEHE=H, VMD7E i
M= 71X Helds f4 1eotoiof ot A2z HOlC.
EMEOQ|OX|= VMDZ} 1Z40] ool =7|= THEnt T
Zo=0= Feks DX, 7SS st= A= LIEHRCH
53| Az =0jFe| HRMEO|OX|= VMDRL Hehdo| =O0tof
NZH0| DHFOIM PHEL o MAEOEE =0 H2=Z
LEFRLCY.

mebM, 7(gel 2L =20 H= VMD HEQIX| &
XMo| HluWstd 2MSHH, AlZH sl 7Y UAs Wiz
OHE Lm0 S53t0 Zot HAX|E T=EHOF oot &
ZXOFO M= 2lE2[of, C|AZ20|, POPSS| &1 EHut
Z20M, EHOiRDE O ME|2 S92 VMDE| CHEet 2430
SEHO|X FI[Ho2 XE5Y| MZ0f, HE0|0X|7F Lzt
Tlofor s, Hd A HdES 7HRID TEH Aglo] ERst
Ch. fEoh, AmXOFO| E4d RSB Hatet CiYet 1
Aol detof et 7|sH Halds dfet VMDZt QFE
ARXOFOlEtE St O ke MH[A= 02| REE X
aoisti, thes| HOf S4EEE otbzt MEXOIEAM &1

— f i QS =
HOSHA g 4 QUs QEIZ nAoA HIsks Aol Rl
o Aoz =Holr.

_

r

rr 2

52 AARY U 83 97 W

00t

5
fjo

32t VMDOf| 2tEHSHe] ek ot
EIE 2z 2HFap =0 2ot A7t MdAZ|OfZiCt.
HEO|OIX|Of BohM= B2 HSO| JANRCE J2{Lt A
=3 Y0l X[&H dEMYNE S7otn ARXOIRE
HIRSH AXXZF 012 F dtol XM=t OiEE 29[
A&t Uon, 4X MHPSHFO| CiFED 22IAT0]
X = 22| REFE =ES Olsfet = A7= iR 2
o7t o] =oICt.

= @7= 2etAED 2EEtel AlF

Zoh Crset 20f ¢
H

fjo

7t

20| £

rir
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4ol X AICH7F 75hk= AZX0Y £4E 0[8
2 30| LRUCL MEXMSZ AT EOAES VMDO
OX], DRYREED Y22 =0 THHez 0| U= A2
2 LIEFRR|2E K20 AZX01Y HEfQ NZHo| OfE 0| &0
ChHet AH| 2000 tiet T2 &8 7tsY A2z FHEr
g5 A2 of2f <Table 12>8 HH &9 £40| M2}
M, O|80HHO|Lt O|HEN7E CEA| LIEfL= A2 2 =0l &
UCE S20= = HYS ME2Asto] d77t 2Rdtttd ¥
Z{ottt. £93] JEO[Lt Ol ZOiFof HEHOf CHSH 20| SRSHA
LIEILIA OIE MZ2fst A& TIHStnAL St

<Table 12> Sports store use Classification according to sex of
use sample

Division Male Female Frequency(%)
Shopping street 46 21 67
General supermarket 68 28 96
Department store 32 38 70
Sum 146 87 233
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