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ABSTRACT

Fashion stores have to change to fit such the taste of individual customers taste and try to give
unique experiences to the customers. They need to develop a special space that entertains custom-
ers, and entices them to visit and revitalize the off-line stores. This paper aims to analyze the ex-
perimental factors of stores, and how each of the factors impact customer experience in order to
find out its effect on store satisfaction and store loyalty. Data was analyzed by using SPSS 18.0 and
AMOS 18.0. Results of this study are as follows. First, Visual, Tactile, and Gustatory are the main
senses that influence the emotional experience of the customers on a store visit. Second, three fac-
tors that influenced customer experience in experimental fashion stores are ‘Causing Interest,
‘Causing Concern’, and ‘Causing Relationship.” Third, the ‘Causing Interest' factor and the ‘Causing
Concern’ factor showed positive correlation with store satisfaction, while the ‘Causing Relationship’
factor did not impact store satisfaction, which affected store loyalty. Fourth, each experimental fash-
ion stores can have different effect to consumer satisfaction and loyalty. Also, fashion store brands
without an experimental store can cause various effects to consumers when a flagship store with an
array of product information is formed. The conclusion drawn from this study will provide a
guideline for fashion stores attract faithful customers by improving their store environment.

Key words: experience marketing(# @7} &), experimental fashion store(A @2 A =),
sense marketing(7ZHZ7HA 8), store loyalty(F £ F 4 E), store satisfaction(F ZE1I)
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&3 Aot wEbA, AFH A wfel] wE & S vt
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Fxo A9 FF MR X< atgit
H 2 A4 A vy dxitses 2 OB R A /1R B AU 52 © A
TAEA Ml s vl Fe NZA AY Yol A4 vl AR
H 2-1. Ag4 4 wjgare] dev= EIRC wWEW o Wty ~3dE FI Az
Ee R AR AL 9 of 59 ¥4 AFsALt Az, AA §3% 3
Cognitive Loyalty
Factors of H1 ) ) H2

i Store Satisfaction
Experience

Intentional Loyalty

H3
Types of Experimental
Fashion Store

<Fig. 1> Research Model
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{Table 1> Four Types of Fashion Stores with Retail Entertainment Stimulus

Visual retail entertainment

Tactile retail entertainment

{Fig. 2> Visual retail entertainment
(Fashionbiz, 2013)

{Fig. 3> Tactile retail entertainment
(etnews, 2006)

Outside of the store, there 1is fashion show or
advertisement showing in the outside of the store, and
inside the store there is gallery with sales product.
Consumer can appreciate a work of art and get cultural
experience. Also, they can get an image of product in

the store and inference brand identity or store identity.

In this type of store, consumer can feel and touch
product in the store and give tactile experience by
offering the original fabric of sensitive materials, such
as leather. In addition, the series of process such as
touching and pressing the screen of IT device naturally
leads to the product introduction. This tactile experience
make consumer to recognize the product information as

product experience.

Gustatory retail entertainment

Retail without entertainment

{Fig. 4> Gustatory retail entertainment
(Megazine jungle, 2008)

{Fig. 5> Retail without entertainment
(Fashioninkorea, 2014)

In this type of store, there is café,
providing inside the store which can be used anytime

dining room, bar

during shopping. This is used as rest area when
shopping time is getting longer. Consumer can use this
place when they are shopping with friends and
acquaintances. In the store, the food and beverage manu

are consist of those which matches to the atmosphere.

In this type of store, there is wvarious types of fashion

product such as garment, shoes and accessories. This can
include flagship store which has distinct characteristic of
specific brand, and select shop which has selected fashion
items. This doesn't have special entertain factor but can
give varied experience to consumer.
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W oA el B 5 glomE B dye &7 & oux 44MoR AAHYL, o Ay Auz
A AW §39 WAL aAe A4S AT o 9AL wgely] a) 23 FAR Lk An]ao]
= A%2 849, o] 9o F73 Y7+ §3o) A AT kel 308 A3 AT (Gobe, 2000)
A48 APH AA e 2AOL, ofF 2y sh AEste Aels wgoz 7 AWH M A
AA e e ool sy, EE, A O Aee ouAS §8 W hY Awedon
A4 A e 7t AWE $Yo e a2 Y Z g7l oulx 7t AHHAY. HAR e AL
W o4 mwet] 98 AW A WA o L 5099 ANAE B A3E AFPEE BDEY
3 AEHE F712 JAHAT B ATeld APS o0 FoQ ANe] 7 AWH HA AT A5
EAS g AW 290 AL WAoo W = A Swsl ddth 1 A SRR 80%0l4l
Aol wge BaY, o= AP WA AT 5 olu A AFEo] 7 AP AA wAH AT
& el PAS AUT QJon, 539 Y 47 sgalglon, oo mel 43E zzo] JrHom
ol ZxEA kol JAWEE FA S JAEE A o]0l Aty W) dlF 43S (Table 1)
3 %A Wge a4 AEo e wgow, 2 7,
thepst AEe] et 193 Anjo] pulE 2 Zujy
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= ATE ATk AEel me R v Byl 20149 119 19%E 119 209747 &
A S AGH AR NG AR, FAH, VI en omalale 2a APHAL 1A 3
A AY ol HeE AR s vEes A9 NEAE & 5008 wEHAoH EHNF SHS
A, £F, A g Al E Fobele] wm, & Aolg 54550 MEAE B ALaT, B
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o E345 A HY, 7] S8l ZE Ao ARE A7d 4323
AUl e 8 B3 714 AP A Ty AE
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(Table 2> The Results of EFA and CFA for Measurement
Factor Standardized
Variables Factors Question | Loading | Factor Loading | t-value AVE CR C.a
(EFA) (CFA)
' CE2 0.796 0.907 24.892
Causing CE1 0.853 0.853 - 0.732 0.750 0.874
Interest
CE3 0.722 0.803 20.892
CES8 0.751 0.819 20.195
i CE5 0.822 0.621 15.304
Consumer | Causing 0.624 0.798 0.859
Experience Concern CE10 0.724 0.853 23.577
CEll 0.663 0.843
. CE12 0.838 0.736 19.488
Causing CE13 0.806 0.767 - 0.557 0.729 0.850
Relationship
CE14 0.785 0.736 -a
Ss1 0.937 0.901 33.428
Store Satisfaction SS2 0.922 0.915 -2 0.780 0.749 0.903
SS3 0.891 0.831 25.332
N SL3 0.778 0.928 25.965
Cognitive SL2 0.877 0.776 93.726 0.724 0.749 0.892
Loyalty
Store SL1 0.752 0.841 -a
Loyalty A SL5 0.824 0.880 30.313
Intentional SL4 0.846 0.901 - 0.807 0.750 0.925
Loyalty
SL6 0.860 0.914 32.966
\2=425426, df=118 (x2/df=3.605)
GF1=0.926, AGFI=0.880, RMR=0.049, RMSEA =0.069, NFI=0.954, IF1=0.966, TLI=0.951, CFI=0.966
? Fixed at 1 to standardize.
Schmitt, 1999) &34} 8ol lod, AFH A To grd FAEE EFIHAJL 2 AFeAs o
o] thEk AE AY Qoo zAM FEZH 99y} AH FAEE 22 NEY FAHAEE Hstd g
A AT F|ddro] B A3 Ed 2835l v gzte] vwel B owjte] digh olsE S48t
R ie= W, 94 FATE "Iy =2 dy FHAEER
HEIYE 292 APAF(Lee & Park, 2006 wigel ook AR ER sfAste] gtk
Lee & Jung, 2004)el sl AAH FAE, =3 2 dFdAMe FAANEY FHEETAY e
FAERE FEHJC AT o] EL UYrE T A BAH QAEAS HigoZ 9z golEy
AGA 59 g Feo] e JxFAHLe] AFE < AABIGLeH, &4 59 g =g &
o tiiEelH, APA A wrF Fhel digt M= o1ttt Eeld Q9 A4S 98 WA 1Y
FALE B dFe gle 240t wekd, E A+ oA AFEFo]l HAgskx] Adstr] fsiAs oA
AME A4 29 BAS Ed AP HA wF AFEe THHLRE vty AES = Zo] At
of Ut AXFAHLE F7HH o2 ERNL 1 2 H71E &) vFEA & tH(Chae, Lee, & Ko, 2014). w}
3} Lee & Park (2006)] A9} 7o) 91z4 24 A B Ao Fold QEAMS AR
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m, 7} &89 A JHE EEF3}) 2
W7}S 98l /df, GFL AGFI, RMR, RMSEA
A B4 NFLL IFL, TLL CFI¢] ZERIA 452

ol g3t APEE st wak /dfel we
38tk 23, GFI, AGFIE 0.80°14, RMR, RMSEA
= 0.08°]8l, NFI, IFL, TLL CFI¥ 090 o]4e]d
FEYo] Fsitty Bt & 4 9k (Koo, 2010).

2 At 54 2y 4 29 A& AA
3 A3 ¥=425426, df =118, x*/df=3.605 GFI=0926,
AGFI=0880, RMR=0.049, RMSEA =0.069, NFI=
0954, IFI1=0966, TLI=0951, CFI=0966% et}
AZ APe A 72l Bgean. d3E Ay
Bol /dfgke] 36058 3R =4 Uehgth &A
g9 AFE A gl AAE AR FgL A
A 71ZFkol olUH, 98 7kA XNEE FAl
Hall ¥ A At ¥ FYAs
Fof AR} & Rysts Edolg) ¥
(Koo, 2010). g+9] FHEIGAHLS 7 2
3 F7hA o)Abe] ZAELIL ME ABAAS 7
AEE Yeiit HFEa —?%%}(AVE)% 0
g, GAFHE(CR)E 0
(Bagozzi & Yi, 1988). <Table 2>°ﬂ
& B% 05~098 uEsty, CR%
2 L}EM FHEEGTAES 2=
i3 ZPZHMIOI o2 A %10114 g} oEA #

AAEAe AVE

Q3 Atk

pd

[t lo

i
=

i“rﬁ
N

,d
Mo

o AFRET AW B

BA gss o= ]
%F/}%“éo] Atk & 4 At (Chae et al, 2014).

{Table 3> The Squared Correlations and AVE of Constructs

A, 47, ugdd F3o] A=z ¢ A
AZ AR 6 w2 AF 293 FIuEe
AEFAEY BAE 248 A7 2L A4
Aoz BANF Az YP=470177, df=122, Y/df

3854, GFI=0919, RMR=0.055, NFI=0949, IFI=
0962, TLI=0.946, CFI=0962% uth} #uwtzoz
F&7hssith
Va1 71429 A= (Table 4)¢F 72t} A
754' Jﬂxﬂ uHZ]—_,] ’O‘u] OuLo X—lﬁu]—i]}_] %945
Ao (B=0470, t=7484), ¥4 HL =
HET fost JEdS Ulﬁv}(ﬁzo.466,
sy AR A e B
HEL ok JIFE MAA &
YERGTH(B=0.036, =0.692). wetd 7Hd 1
Ae = dch iﬂf@ﬁ WA wfgel] So i
A, FFol g
Qlo] wj o] o

et

o oR
je) mlo
i

o
~
o0
]
3]
N

rlo
o
m
o =

L oto ok or
Moo o> Mo
Ho
T
z,
rlo
N
N
N
N
N
EEE
\I
e
ox
L

tlo r
=3
2
o

rl

w

%)

@

Variable (1) (2) (3) (4) (5) (6)
Cusing Interest (1) 0.732a
Cusing Concern(2) 0.514b 0.624
Cusing Relationship(3) 0.475 0.533 0.557
Store Satisfaction (4) 0.608 0.731 0.534 0.780
Store Loyalty- Cognitive Loyalty (5) 0.497 0.582 0.490 0.716 0.807
Store Loyalty- Intentional Loyalty (6) 0.608 0.650 0.417 0.846 0.676 0.724

a: Average Variance Extracted (AVEs) for each constructs are displayed on the diagonal.
b: Numbers below the diagonal are the squared correlation estimates between the two constructs.
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(Table 4> Result of Hypotheses Tests

Relationship between variables Estimate SE t-value Results
Casing Interest — Store Satisfaction 0.470 0.071 7.484%** Supported
Causing Concern — Store Satisfaction 0.466 0.089 7.825%** Supported
Causing Relationship — Store Satisfaction 0.036 0.052 0.692 Not Supported
Store Satisfaction — Store Loyalty
Store Satisfaction — Intentional Loyalty 0.853 0.037 24.247*%** Supported
Store Satisfaction — Cognitive Loyalty 0.940 0.035 21.549*** Supported

x*=470.177, df=122 (x*/df=3.854)

GFI=0.919, RMR =0.055, NFI=0.949, IFI=0.962, TLI=0.946, CFI=0.962 Estimate: Standardized Regression Weight

#pX05, FF K01, F#*pC 001

(2004) 9] AF+Aze 724 A
= 2 fEze] g3 v

o d3ZAE AR & F Ak =9 Jo

28A A o

e dAA FAE(L=0940, =21549)¢ ¢

FAL(B=0853, t=24.247)o ul-§ A=A

FE Ao U H2e ARH. o
Z

TR 2 9P vAE

2 rir o2
30 o i oo i
Q9 o © (o 2 K oao & N

[

T(Bloemer & Kasper, 1995) ¢} 72+& A&
AA APH A AN E FLS F

F Qe AT mes
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L RE Y bsE fEoE ekt w4, 7
FALY PREYYS AZH) N MAFRY (L
=1118.220, df=480, »*/df=2.330, RMSEA=0.050,
IF1=0.935, TLI=0.905, CFI=0.935)3 A<= (x
2=1144.736, df=495, x*/df=2.313, RMSEA =0.049,
[F1=0934, TLI=0907, CFI=0932)9 AH¥E=E H
TG 1 A Az ARl Fna Aol (¢
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(Table 5> Comparison of Types of Stores Estimate
(t-value)
Store #1 Store #2 Store #3 Store #4
(Fashion store | (Fashion store | (Fashion store | (Fashion store
Path between o . ) . . X Ay’
No . with visual with tactile with gustatory without
variables ; ; ) ; (df=495)| (df=1)
experimental experimental experimental experimental
factor) factor) factor) factor)
Cauing Interest ;
4 - (42i368*9**) (%()1?122*) (%Oéégl)i*> (2061573% HAL303 | 3433
Store Satisfaction : o - o
Causing Concern
7 - <301'§§*> (205122% (2%2?8) (835782*0**) 142,99 | 1738
Store Satisfaction ’ ’ ’ ’
Causing
Relationship 0.179 0.169 0.163 0.162
,\,3 . 3 .F
/ - (2.419*) (1.080) (1.085) (2484%) | 114318 1088
Store Satisfaction
Store Satisfaction
o - 1'062... 0'85? 0.857 1‘02% . 1132.396 [12.340%**
" (9.184%*%) (10.956%%*) (11.063**%*) (15.958%*%*)
Cognitive Loyalty
t tisfacti
| Store Satistaction 0.894 0.630 0.666 0.984 Laaoor | 0500
7 . (8.9417%%%) (9.023%*%*) (9.292%**) (16.359%%%*) ’ ’
Intentional Loyalty

Model Fit
Store #1:
CFI1=0.925
Store #2:
CFI1=0.922
Store #3:
CFI1=0.924
Store #4:
CFI=0.955

Ay? >3.84 (p<0.05)

x?=261.754, df=120 (x*/df=2.181),
x*=301.602, df=120 (x*/df=2513),
x?=298.054, df=120 (y*/df=2.484),

x*=256.797, df=120 (x*/df=2.140),

AGFI=0.776, RMR=0.071, NFI=0.873, IFI=0.927, TLI=0.893,

AGFI=0.711, RMR=0.070, NFI=0.880, IFI=0.924, TLI=0.889,

AGFI=0.711, RMR=0.071, NFI=0.881, IFI=0.926, TLI=0.892,

AGFI=0.756, RMR=0.071, NFI=0.920, IFI=0.956, TLI=0.936,

Estimate: Regression Weight

*p<.05, **pX.01, ***p{ 001

g
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AP FEH2 wge] A FEel dig A F, <
A APE =4 F U2 14H AY FJ2 4
A wiZel 28 HEEA T F de FHEE A
22 & ok AAZ 99 ‘The shop at Blue
Bird e #elZ 2erd 7A4 wlgS T8 ol AAE

I AH Fol wigd WA= 9lem, “The Good-
hood Store'= Wi 9] MAIF7HS B3 HA =Zd
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