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Abstract

The purpose of this study was to investigate the relationship among fashion retail-entertainment, store image and
store loyalty. Two hundred eleven who female college students living near Seoul area participated in this study.
Two bundred sample used for data analysis. For data analysis, frequency, factor analysis, correlation analysis and
multiple regression analysis were used. The results were as follows: First, fashion retail-entertainment had 4 factors
such as shopping environment, sales service, dining facilities, and others. Store image composed of psychological
image, merchandise mix, customer service, and advertising exposure. Store loyalty had 3 factors; cognitive loyalty,
intentional loyalty, emotional loyalty. Second, retail-entertainment factors had positive influcnces on store image and
store loyalty. Third, store image had positively affected on store loyalty. Based oo these results, successful strategies
for fashion retail-entertainment business would provide.
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