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Abstract

The purpose of this study was to classify consumer's

attitude at fashion store and

analyze the relationship between emotional marketing and visual merchandising.

Questionnaires were administered to 20—-30 young consumers at fashion store in 20-30s
who live in Seoul and Daegu. Data were analyzed by using frequency, factor analysis,
reliability analysis, correlation analysis, regression analysis, multiple regression analysis,
mediated regression analysis, analysis of variance, T—test, one way ANOVA.

The results are as follows.

First, emotional marketing had an effect on positive emotional response at fashion store.
Second, visual merchandising had an effect on positive emotional response at fashion
store. Third, emotional marketing and visual merchandising had an effect on positive
relationship. Forth, positive emotional response had an effect on positive consumer's
attitude. Lastly, emotional marketing and visual merchandising had an effect on positive

consumer's attitude.

The result of this study suggests to the fashion business that well managed various
emotional response factor, positive emotional experience and desirable visual

merchandising are necessary.

Key Words : Emotional marketing (2&0IHE), Visual merchandising (HI3=2 O{&CH0I&),
Consumer's attitude (AHIXFEHS), Fashion store (IH&E& L)
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Ot CIFCIOIAN Chet OlIGHE =21 <ok &Y = =40 ALEE =5E3H
2 ZF5I0 F 2532 AR 22101 HE HiE =st &
ot D, 0 Jt2d S4456tHL SAESHH JIIHE 019l 1R 3Heigen-value) JIES
EotXl 232 E HMeIst 230201 =B 240 A= 4
T ACH oI, 2483 24 R0l
2 A0 et ZAHCHAXS] A oIS A& ELACH, 2 BICIS9
N EH2 <Table 1> 2L AOZ LIEHGCH RUH
+qE Xz° HMele SPSS 19.02 018510 Bl 2AR015|ME +&st 0l
TR, MHBAZS, N2AT BH, Q2N 0l 240Ms 2 28t
A2A, UBSAHEA, I H2A, SUEA, CHoll YYHotod AFS6EA
£

t—test, one-way ANOVA &

v. 210t & =9 = A
284 EE Zi= chi-
1. 24011, HIF=2 HACOIE, 24 9 2
HIS, AHIX BT 42 QOI2A £ ol

= A Aot

<Table 1> The character of population statistics

Ol 0l CHGHH =90!
= G232 <Table2>%t 2L =&
o

(
24 40 201, HIFZ HECH0IE 21X 404
, 2HIX BHE 200 R210]

i-square g2 =&
OIEE pgt0l .00 DI2HSE LIEtL, Ee=
olol [ o

HoHH &cl® RPIC=Z HHGH

i
LU

f

0z ZFot
|

S JISSHACH
SZotd e Ul

JlE2 .5001H, & A0AE KMOIt
=X 0ldez LEL =8 =010, Bartlett2

N=230(100.0)

The character of population statistics N(%)

Female 177(7.0)

Gender Male 53(23.0)
Less than 20 yrs old 23(10.0)
155(67.4)

At least 21 yrs of age to under 25 yrs of age
Years 35(15.2)
At least 26 yrs of age to under 30 yrs of age
17(7.4)
31 yrs and over

. Single 215(93.5)
Marital status Married 15(6.5)
Gangnam, Seoul 61(26.5)

Lives Gangbuk, Seoul 66(28.7)
Gyeonggido, metropolitan 48(20.9)

Daegue 55(23.9)

Less than 100,000 37(16.1)

Monthly average Over 100,00%~ 200,000% less than 91(39.6)
Garymems g Over 200,00%~ 300,000% less than 50(21.7)
Expenses Over 300,00W~ 400,000W less than 21(9.1)
P 400,000% and over 31(13.5)
More than 2 times in a week 18(7.8)

Once a week on 61(26.5)
Average Once every two weeks 107(46.5)
Shopping trips Once 4 weeks 38(16.5)
Once every 3 months 6(2.6)
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<Table 2> Factor analysis about emotional elements, visual merchandising, emotional response and
consumer's behavior

. Factor | Dispersion | Accumulated
Factor Question ; ) )
loadings % dispersion %
Stores and the harmony of the music .832
Hear Liking of music stores 790 30.294 30.294
Noise level store 637
Store interior materials .862
Touch Store interior feel .805 15.149 45.443
Emotional Store the brightness of the backlight 804
Factors Sight Store interior color .787 14.080 59.524
Interior appeal 492
Harmony and fragrance stores .876
Smell Appeal of scent stores .874 10.168 69.692
KMO= .644, 2° = 622.148, p=.00
Chromatic harmony of the store .683
Harmony The harmony of interior decoration .642 39.122 39.122
Interior of harmony .507
- Shelf of interesting ways .863
Atractiv | 7 adequate lighting 695 | 10.781 49.903
Recognition Fashionable provide enough information .625
of Visual Easy—copper configuration .769
o Functio—n Novelty of goods delivered .832
Merchandising al The proper location of the novelty .809 10.733 60.636
Coordination information provide .602
. Appropriate props used .851
Fitness Props harmony between 729 7.801 68.437
KMO= 854, z° = 949.955, p=.00
Joy .866
- Happiness .823
Positive
emotional Cinnﬁﬂ;ggﬁy 5 9| 4256 42,546
feaction A good mood .645
) Comfort 431
Emotional
Negative Tired .879
emotional Discomfort .843 19.225 61.771
reaction Tightness 741
Boring 492
KMO= 813, > = 1348.806, p=.00
Consumer Visit a great experience .886
satisfact-i Visit the right decision .891 62.716 62.716
on Visit the satisfaction 633
Consumer's Stores Stores for faith 877
attitude attitude Good assessment of the stores 748 14.132 76.308
Store in a crush .664
KMO=.849, x> = 711.616, p=.00
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.000

.000
.000
.000

11.642
7.308
10.956

5.207
Emotional reaction

Emotional reaction

=.00
.587
.00

611

SE
199
.056

.215
.061

SE
R?=.345 F=120.024 p

R?=.373 F=135.529 p
Predicted: Constant, Visual Merchandising The dependent variable :

Predicted: Constant, Emotional factors The dependent variable :
1.452

.609

.706

1.121

Division

<Table 4> The impact of emotional reaction to visual merchandising at fashion stores
Constant

FOIA! OIXIDb =0t
<Table 3> The impact of emotional reaction to the emotional experience of fashion stores

Visual Merchandising

Division
Constant
Factors

[l

&L

Emotional

o

[ez]
=
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<Table 5> The mutual influence of emotional marketing and visual merchandising

.000
.000

9.050
12.890

.649
.00

SE

161
.045

1.461

.582

Division

Constant

Visual Merchadising

R?=.422 F=166.159 p

Predicted: Constant, Visual Merchandising The dependent variable: Emotional factors

<Table 6> The impact of emotional reaction on consumer attitudes

.000

.000

5.186

11.210

.596

SE

.212

.058

1.098

.651

Division

Constant

Emotional

reaction

=.00

R?=.355 F=125.673 p

Predicted: Constant, Emotional reaction The dependent variable: Consumer attitudes

<Table 7> The impact of emotional marketing and visual merchandising on consumer attitudes

.710
.000
.000

.372
6.103

7.225

.366
433

SE
.215
.076
.068

.080
462
491
2

Division

Constant

Emotional Factors

Visual Merchandising

=.00

2 =524 F=126.808 p

R?= 528,

Predicted: Constant, Emotional Factors, Visual Merchandising

The dependent variable: Consumer attitudes
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