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Abstract As the importance of visual presentation and consumer experience in sports brand stores
continues to increase, there is a growing need to examine the effects of Visual Merchandising (VMD)
components on consumers emotional responses and purchase intentions. The purpose of this study is
to compare and analyze the effects of VMD components in Chinese and international sports brand
stores on consumers emotional responses and purchase intentions. To achieve this objective, LI-NING,
representing a Chinese brand, and Nike, representing an international brand, were selected as the
research subjects. An online survey was conducted among female college students in their twenties
residing in Changchun, China, from July 1 to July 10, 2025, and a total of 350 valid questionnaires were
used for the final analysis. The collected data were analyzed using SPSS 26.0. The results indicated that,
in both Chinese and international sports brand stores, the VMD components namely spatial elements,
presentation elements, and display elements had significant positive effects on consumers’ emotional
responses and purchase intentions. In addition, consumers’ emotional responses, including pleasure,
arousal, and dominance, were found to have significant positive effects on purchase intention. This
study has both academic and practical implications in that it compares and analyzes the effects of VMD
components in Chinese and international sports brand stores on consumers’ emotional responses and
purchase intentions, thereby providing fundamental insights for establishing effective VMD strategies in
sports brand stores.
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Fig. 1. Research model
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(Table 1> Demographic analysis results

Sortation Category Frequency |Percentage
Less than 1000 yuan 156 44.57
1000-2000 yuan 120 34.29
Three month
average 2000-3000 yuan 23 6.57
expenditure 3000-4000 yuan 21 6.00
amount
4000-5000 yuan 20 5.71
5000 yuan or more 10 2.86
Total 350 100.0

1CNY=190KRW (Based on July 10, 2025.)
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Sortation Category Frequency |Percentage ];4_%5%_ AZ5 93\]:]'
First grade 45 12.86
S dg . - 200 gukz o7 KMO(Kaiser-Meyer-Olkin) %] 0.80
ooonC o : olAfold QolE Ao WS AHskst Aoz melsi,
School year Third grade 123 35.14 = bl
Fourth grade 105 30.00 Bartlett®] 73874 A% 237t AXLE F9T A+
Total 350 | 100.00 W 2F A7 EA5ke] 8 1EAl0] 7Hset Ao R
At and_Design 2| o siggict. 2 A7) (Table 2)9F (Table 3)9] 24 7
The engineering Department 42 12.00 —qg /,5__?31‘1_#_1{4;, %_i_ AR = JE]_;{H_E. LI-NING—Q] KMO
Humanities and $0§|él Sciences 78 22.29 %}1“8‘ 0‘941’ 6‘H9] Amzn F{H_E NikeB] KMO %}:\%
Sports Division 23 6.57 0.9162 L]—E]—L]- E—‘f‘— 7]_%5(]0] 0.80& A}Q%}C}ﬁq
Major Legal and current affiliates 65 18.57 : ol MOY= o :
The line of teachers 58 16.57 Bartlett +3% Bartlett®] +3% HY 23}, I
The health and medical sciences 32 9.14 ARX2EWCEE 22=8797.495(p<.001), S} AZ=H
Other 0 | 57 WS £228596.673(p<.001)E LrEb} WSS 7k Algt
1o B0 00 | At SARoR Rolw A0 WUt Het
Less than 2000 yuan 180 51.43 B Z]—EJ‘:_“— Qo ] 5"% ’}—_.l/\] 0]'7]°ﬂ = OL?_].' 74 u.]—r;]— ]_
2000-3000 yuan 95 27.14 o
3000-4000 34 972 Sar.
Monthly yuan :
allowance 4000-5000 yuan 32 9.14
5000 yuan or more 9 257 (Table 2) KMO - Bartlett Test (Chinese Brand)
Total 350 100.00 5
KM | 0.941
Taobao 190 54.29 e
Alibaba 43 12.29 Approximate chi-squared 8797.495
D 21 6.00 Bartlett's
- Sphericity Test df 867
Online Vipshop 20 5.71 ovalue 0.000
Pinduoduo 54 15.43 i
Suning 18 5.14
Other 4 114 (Table 3> KMO - Bartlett Test (International Brand)
Total 350 100.00
Department store 32 9.14 KMO value 0.916
Brand specialty store 154 44.00 Approximate chi-squared 8596.673
Offline QOutlet 34 9.71 Baﬁlett's o o61
Market 110 31.43 Sphericity Test
Other 20 5.72 p-value 0.000
Total 350 100.00
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(Table 4) Correlation Analysis of VMD Components,
Consumer Emotional Response, and
Purchase Intention in Sports Brand Stores
(Chinese Brand)

Pearson correlation

Presenta

ISpatlaI tion P‘Splay Pleasure | Arousal IDienmling Purchase
lelements| lelements| nce |intention
elements
Spatial ]
lelements
VMD Pre;eenta 0332
Compo| tion Y 1

nents |element

Display | 0.417 | 0.398

lelements *x
Consu |Pleasure O'i?S O'ffg 0'3*76 1
mer
Emotio 0.380 | 0.342 | 0.357 | 0.371
nal Arousal| i o - - 1
Respon

e Domina| 0.361 | 0.374 | 0.428 | 0.356 |0.377

nce

Purchase 0.495 | 0.509 | 0.554 | 0.490 | 0.504 | 0.569
intention ** ** x>

* p€0.05 ** p¢0.01

(Table 5)°14] oj2] ¥4 7+ moj&(Pearson) 4
HASFE olgsto] AuHA £4E 21} oY Ax=
BHE I 24 AEH 94, 8H 84, EA,
7, A, Fofelzo] F 7/ FEAA BE Fo8S
Holow, AEASs ;Pﬂ 0.227, 0.316, 0312
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(Table 5) Correlation Analysis of VMD Components,
Consumer Emotional Response, and
Purchase Intention in Sports Brand Stores
(International Brand)

Pearson correlation
Spatial Presentat| . :
eleme| ion I?lsplay Pleasure | Arousal Diewslnz Purchase
. elements nce |intention
nts [element
Spatial
eleme| 1
nts
Presen
YMD tation | 0.227
compo = 1
eleme
nents
nts
Display) 316 | 0315
eleme| "k oy 1
nts
Pleasur| 0.312 | 0.337 | 0.291
Consu o o Py . 1
mer
Emotio 0.320 | 0.266 | 0.289 | 0.278
nal | Avousall i o - e 1
Respon -
< Domin 0,198 0.3?0 0.3§2 0.3*72 0243 1
ance
Purchase |0.332| 0.388 | 0.408 | 0.388 | 0.384 | 0.363 1
intention *% ** ** *% ** *%
* p€0.05 ** p€0.01

(Table 6)2 VMD9] 57t4 84, d&4 84, 14
A Q45 EYHSE ol RS SEHULE oo
I ARAE AARE s Yepd Zojtt. 2E
F A2 030824 37HA 84, A&F 94, AEFH 8
27} E7—]% wlgH 30 8%s A9 a} T A= Aulgt

1

gﬂ A ﬂ%ﬂ}ﬂ 84 % Aol 6}\%7} =
< "Rt AL 9ueitt.

ESE SN A A A8S AXE 2
I}, VIF 3+ 1.133~1.333°02 B%F 10 o3& Uely:
on, FAHA(Tolerance)= 0.750~0.883°0.2 LF
0.10 olo =& yeiyith. wety Sg¥s 7 s34
4 BAE fle AeE wdsiolrt.
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{Table 6 Analysis of the Effects of VMD Components on
Consumer Emotional Response (Pleasure)
in Sports Brand Stores (Chinese Brand)

Linear Regression Results (n=350)

Non-standardiza Standardiz .
) S ation Variables
tion coefficients .
coefficient|  t p
B Sfizmdtaig Beta VIF [Tolerance
error
Constant | 1.032| 0.178 - 5.782 |0.000% - -
Spatial g 965| 0,046 | 0.276 | 5.486 0.000% 1.261| 0.793
elements
Presentation) § 595 | 0.049 | 0.301 | 6.047 [0.000* 1.238 | 0.808
elements
Display 10133 | 0.050 | 0.141 |2.737 [0.007+ 1.333| 0.750
elements
R2 0.308
Adjustment
R 2 0.302
F F (3,346)=51.316,p=0.000
D-W value 0.881

Dependent variable: Pleasure
*p¢0.05 ** p(0.01

(Table 7>& VMD b4 24, 9% 44, 294

AT SYUSE S S FHUSE o] FAR
N2 WA 20 Ued Zoltt. Bd RY AR ¢S
0.2212A4 3744 84, 9&4 84, JEd 8947 7+
3 Wske] 22.1%S H¥T + 9SS ulath

(Table 7) Analysis of the Effects of VMD Components
on Consumer Emotional Response (Arousal)
in Sports Brand Stores (Chinese Brand)

Linear Regression Results (n=350)

Non-standardizati Stanqardu .
S ation Variables
on coefficients .
coefficient|  t p
B St Beta VIF [Tolerance
error
Constant | 1.260 | 0.206 - 6.119 [0.000%* - -
Spatial | 943 | 0.054 | 0242 | 4544 0.000%( 1261 0.793
elements
Presentation| 553 | 0,056 | 0.190 | 3.606 [0.000 1.238| 0.808
elements
Display 1 5191 | 0.0s8 | 0.180 |3.281 [0.001"1.333| 0.750
elements
R2 0.221
Adjustment]
R 2 0.215
F F(3,346)=32.775,p=0.000
D-W value 1.994

Dependent variable:  Arousal

*5(0.05 ** p(0.01

(Table 8)> VMD &37t4 84, d&4 94, Jd
A QAF SHHUSE Sl AHE SEHHSE Sho] 3
AN S AARE A7E Uehd Zoloh. 24 RO A&
T2 0.25824 3743 84, AdEF 84, EH 8
471 Auf {@ske] 25.8%E AEE & U2 uigt
ot mdo] gt FEAAA 2dlo] FA78(F=40.127,
p=0.000¢0.05)& B3t A2 14 894, A4&E4 8

e A ojulae

(Table 8) Analysis of the Effects of VMD Components
on Consumer Emotional Response
(Dominance) in Sports Brand Stores
(Chinese Brand)

Linear Regression Results (n=350)

Non-standardizati Standardiz .
- ation Variables
on coefficients .
coefficient| ¢ p
B St Beta VIF {Tolerance|
error
Constant | 1.173 | 0.189 - 6.222 |0.000** - -
Seatial | 169 | 0049 | 0179 |3.452 [0.001%(1261| 0.793
elements
Presentation| 206 | 0,051 | 0.206 | 4.005 [0.000* 1.238| 0.808
elements
Display | 0270 | 0.0s3 | 0.271 |5.072(0.000"1.333| 0.750
elements
R2 0.258
Adjustment
R 2 0.252
F F(3,346)=40.127,p=0.000
D-W value 1.964

Dependent variable: Dominance

*(0.05 ** p¢0.01

(Table 9+ VMD 3714 84, d&4 84, JIEH
[AE ZYHSE 10 A g FEHHSE olof 3

EAZ AAG 23E VRl Zolth 2E RO Al
2 0460024 F7HE 84, AEH 84, FHH 8
&7F Fujo= W5kl 46.0%S AHE & S 9v]
git}, mo] gk FAollA 2o FEZA(F=98.119,
p=0.000€0.05)& B3 A FH4 84, &4 8
&, XEE 34 F Ho|x sprt iz Pk vl

k
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(Table 9> Analysis of the Effects of VMD Components
on Purchase Intention in Sports Brand
Stores (Chinese Brand)

Linear Regression Results (n=350)

Non-standardizati Standardu .
S ation Variables
on coefficients .
coefficient|  t p
B Sfizmdtaig Beta VIF [Tolerance
error
Constant | 0.634 | 0.146 - 4.351 |0.000%* - -
Seatial | 23 | 0.038 | 0262 |5.895(0.0007( 1261 0.793
elements
Presentation| 553 | 0,040 | 0.291 | 6.620 [0.000 1.238| 0.808
elements
Display | 0296 | 0.041 | 0.320 |7.202 [0.000" 1.333| 0.750
elements
R2 0.460
Adjustment
R 2 0.455
F F (3,346)=98.119,p=0.000
D-W value 1.367
Dependent variable: Purchase intention
*p<0.05 ** p(0.01
(Table 10y AHAF FAA ¥Hg EA4%, 24, A

HE SHHLR ohal P eE FEHUSR 5] 3]
45 AR 238 YER Zojoh. e R Al gk
> 047524 E7%, 244, Azt Fole ¥t
47.5%% A = e QAnRitt. 2o et F7m

oA Edlo] FAA(F=104.240, p=0.000<0.05)&
S AL EAL, 74, A & Holx st %LUIHE
o JF uAtH= AL Ui},

{Table 10) Analysis of the Effects of Consumer
Emotional Response on Purchase Intention
in Sports Brand Stores (Chinese Brand)

Linear Regression Results (n=350)

Non-standardizati Standardiz )
- ation Variables
on coefficients .
coefficient|  t p
B sitzmdtae Beta VIF |Tolerance
error
Constant | 0.497 | 0.150 - 3.317 [0.001*% - -

Pleasure | 0.237 | 0.040 | 0.257 | 5.926 |0.000*% 1.238| 0.808
Arousal | 0.226 | 0.037 | 0.266 | 6.086 |0.000**1.260| 0.794
Dominance| 0.342 | 0.039 | 0.377 | 8.682 |0.000%% 1.244| 0.804

R2 0.475
Adjustment]
R 2 0.470
F F (3,346)=104.240,p=0.000
D-W value 0.964

Dependent variable: Purchase intention
*p¢0.05 ** p¢0.01

(Table 11)2 VMD 33713 84, &4 94, Mg
A 94F EYHSE o1 4L TE5HUSLE St
AEAS AARE 275 vERd Zlolth 2d R A
2 0.19002A4 3714 84, Jd&EF 84, WEH
847} SAS W5t 19.0%5 é:i%@} = A=S 9]
sict mEo] oist FEAoA md
p=0.000€0.05)& B3 A2 FH4 84, A&E4 8
&, XEE 34 F ok o7t A% I vH

= AL 9ugitt

J
N 4

EH

(Table 11) Analysis of the Effects of VMD Components
on Consumer Emotional Response (Pleasure)
in Sports Brand Stores (International

Brand)
Linear Regression Results (n=350)
Non-standardizati Stanqardiz )
on coefficients e Variables
coefficient| ¢ p
B St Beta VIF [Tolerance
error
Constant | 1.157 | 0.211 - 5.487 |0.000%* - -
Seatial 1605 | 0050 | 0210 | 4.079 [0.000+| 1.133| 0.882
elements
Presentation) g 246 | 0.082 | 0.242 | 4707 0.000% 1.133| 0.883
elements
Display | 154 | 0055 | 0.149 |2.814 [0.005%1.193| 0.838
elements
R2 0.190
Adjustment
R 2 0.183
F F (3,346)=27.133,p=0.000
D-W value 2.054

Dependent variable: Pleasure

*p(0.05 ** p¢0.01

(Table 12)= VMD 374 84, d&4 84, 49
A QAF EYHSE St S TSR 5o 3
AEAS AR A& yehd Aotk 249 RY AlF
T2 0.1658A4 37t 84, 9574 84, A9d 94
7} 2473 ¥Aste] 16.5%8 AEE & U uigith. &
dof] gt FAA A 2ol FA%(F=22.720, p=0.000
. 05)g B AL FH 24, AEH 84, JIEH

% Hol& izt 2ol JFFE vHt= A 9
UT‘?}E}.
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(Table 12) Analysis of the Effects of VMD
Components on Consumer Emotional
Response (Arousal) in Sports Brand
Stores (International Brand)

Linear Regression Results (n=350)

Non-standardizati Stan(_jardiz .
on coefficients a“.o’.‘ Ralzblcs
coefficient  t p
B Standard Beta VIF [Tolerance
error
Constant | 1.350 | 0.221 - |e.102]0.000% - -
Spatial | o33 | 0053 | 0231 |4.414 0.0007 1.133| 0.882
elements
Presentation| 196 | 0055 | 0.162 |3.000 [0.0021.133| 0.883
elements
Display | 197 | 0.057 | 0.165 |3.079 0.002*¢ 1.193| 0.838
elements
R2 0.165
Adjustment]
o 0.157
F F(3,346)=22.720,p=0.000
D-W value 2.212

Dependent variable:  Arousal
*p¢0.05 ** p{0.01

(Table 13)2 VMD 33148 84, d4&4 84,
] 945 SYUSE ofal AHE FHHUSE slo]

EAE AN 2345 vetd Aotk 2d R AlF
T2 0.123024 3748 84, d&F 84, WEFH 8
47} A #5ke] 12.3%5 A & AJ2S ouigitt
Ldlo] gt FAEAONIAN  Edo]l FHA(F=16.198,
p=0.000<0.05)2 B35t A2 I8 84, 9984 8
2, AEH 24 F Ho|x sprt Aol kS mizich
= ZZ qulgith

Joo e

{Table 13) Analysis of the Effects of VMD Components
on Consumer Emotional Response
(Dominance) in Sports Brand Stores
(International Brand)

Linear Regression Results (n=350)

Non-standardizati Standardiz .
S ation Variables
on coefficients -
coefficient|  t p
B Sfizmdtaig Beta VIF [Tolerance
error
Constant | 1.714 | 0.218 - 7.880 |0.000*% - -
Seatial | 6057 | 0052 | 0059 |1.101 | 0272 |1.133| 0.882
elements
Presentation| 205 | 0,054 | 0.204 | 3.807 [0.000% 1.133| 0.883
elements
Display 0505 | 0.057 | 0.199 | 3.620 0.000% 1.193| 0.838
elements
R2 0.123
Adjustment
R 2 0.116
F F(3,346)=16.198,p=0.000
D-W value 1.805

Dependent variable: Dominance
*p€0.05 ** p(0.01

(Table 14>+ VMD 37H4 84, &4 84, 24
A 45 SYHUSE Sl P SEHSE St
AEAE AR 23E Uehd Aot} 29 RO A
2 0272824 38 84, AEH 84, JEH 8

Fujolz Wske] 27.2%E AT = USS 9v|
ch, dof gt FEAoA Zdo] FHA(F=43.186,
p=0.0000.05)& B3t A2 3748 84, 9984 8
&, XEH 34 F ok sprt iz P vl
S

Yot

(Table 14) Analysis of the Effects of VMD Components
on Purchase Intention in Sports Brand
Stores (International Brand)

Linear Regression Results (n=350)

Non-standardizati Stanc_:iardiz .
- ation Variables
on coefficients .
coefficient| ¢ p
B Simdei Beta VIF [Tolerance
error
Constant | 0.985 | 0.181 - 5.440 |0.000** - -
Seatial 1o 165 | 0,043 | 0.188 | 3.853 [0.000| 1.133| 0.882
elements
Presentation| 240 | 0,045 | 0.261 | 5.347 [0.000% 1.133| 0.883
elements
Display | 0251 | 0.047 | 0.267 |5.325[0.000%1.193| 0.838
elements
R2 0.272
Adjustment
R 2 0.266
F F (3,346)=43.186,p=0.000
D-W value 2.038

Dependent variable: Purchase intention
*p<0.05 ** p€0.01

(Table 155 4814 AHA We 5AL, 24, A
Ie SQuen s TUloRs S4ueR so] 87)
£42 A% AnkE Ueh Zolch. 29 R Al
2 028124 572, 24, Aupt Fofols wste)
28.1%% A9 5 9L oJujgich. mdo] et FA%
oA E&o] FE(F=45.052, p=0.000<0.05)& 533t
A 278, 24, A} F Aoz sk Fulolo]
Fe AT AL ofujg,

m
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(Table 15) Analysis of the Effects of Consumer
Emotional Response on Purchase
Intention in Sports Brand Stores
(International Brand)

Linear Regression Results (n=350)
Standardiz|

Non-standardizati

- ation Variables
on coefficients .
coefficient| ¢ p
B St Beta VIF |Tolerance
error
Constant | 0.934 | 0.182 - 5.148 |0.000% - -

Pleasure | 0.230 | 0.044 | 0.254 |5.216 |0.000%% 1.139| 0.878
Arousal | 0.225 | 0.042 | 0.257 | 5.320 |0.000**| 1.121| 0.892
Dominance| 0.211 | 0.044 | 0.231 | 4.801 |0.000%% 1.117 | 0.896

R2 0.281
Adjustment]
R 2 0.275
F F (3,346)=45.052,p=0.000
D-W value 2.126

Dependent variable: Purchase intention
*p¢0.05 ** p{0.01
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