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Effect of Store Fit of Improved Signboard on Visit Intention to Store

Mediating Effects of Informativeness, Entertainment, and Irritation
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Abstract This study examined the effect of store fit perceived by consumers for improved signboards on visit
intention to store, and the mediating effect of informativeness, entertainment, and irritation. The survey was
conducted from November 7 to November 18, 2022 with 150 undergraduate and graduate students who had
experience visiting areas where signboard improvement projects were implemented. The collected data were
analyzed using SPSS 26.0 and PROCESS Macro 4.2. The results showed that store fit had a positive effect on
visit intention to store by mediating informativeness and entertainment. This results suggest that practitioners of
local governments and government agencies and store owners should consider store fit of signboards as
important when participating in signboard improvement projects.
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