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Abstract

In the retail environment where online-shopping malls are growing, oftline store are
find it difficult to survive simply by selling their products. As a result, offline retailers
are trying to find unique services that are appealing to their customers. In such a
market environment, marketing strategies that stimulate the five senses other than the
sight can be an alternative. Therefore, this research is aimed at observing the effect
of the senses on emotion and purchase intention in a fashion retail context. A two
by two experimental design (existence vs non-existence of scent x existence vs.
nonexistence of eating chocolate) between subjects was used. A total of 120
participants were randomly assigned to the four situations, and they were asked to
complete the questionnaires about emotion and purchase intention. The survey data
were statistically analyzed using SPSS 23.0, and results are as follows. After a
two-way ANOVA, we observed a statistically significant effect of the scent service
on pleasure and purchase intention the sweet offering service on purchase intention.
Moreover, when scents service and sweet offering service were provided at the same
time, the highest purchase intention was obtained among other services. In addition,
we studied the effects of emotions on purchase intentions, and the pleasant emotions

resulting from the services have a positive effect of on purchase intentions.

Keywords: store atmosphere(TZF 2173), emotion(Z-g), smell(ZZ)), taste( 22D, pur-
chase intention(+*2 9/%)
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l. Introduction

= =2 AlEE 2vshke AFNAM =
7e A8e wﬁ*l sto] migS Fe Aol T
AAL ATh(Lee, 2017). A} 2241 A FFo= <l
3 s driivte g o] o ezl v E
3 47 AL BL 29514 Yzt Y= A|Ao]
ThHLee, 2018). FH L E0] £ HAHA A AH|R}o|
A FARAQ0 AL AYs 9 71ed) shuE oA

U 348 2&5Ea ItH(Choi, 2015; Pine & Gilmore,

o é__' v a o
< F= A=e= Aol AtH(Choi, 2015). 7=
aBRRe] HE Pgol Tt Mprh Hal, vl A
Tf]i‘ =

< ¥l Zﬂﬁ-ﬂr uj7dol] et 294
] 7}2 oJojA (Ko & Kim, 2013; Spangenberg,
Crowley, & Henderson, 1996). o] & Q@ 7tu}A|& 9]
£042 9T AR ATES T2 1 FINE B
9 2504t 470 A0 Lol

J

'5% Sh= X}JEE 017474 %E]'
(Keen, 2001; Ren, Tan, Arriaga, & Chan, 2015). o]<}
Te AT AUEL FRANA 2012 v)2g
Aot $24+-& A3 A visst a3t 9 &
AL HojEot ST, FEHY 2oF Ad+E2 W

SAoNA AZSHe vlZde] e ATE WA %
9t

WA o] ga AT BEA 43
3 4uAe) B 9 9] FHHA IFS F 5

Qittar AwEskal Qth(Spence, Puccineli, Grewal, &
Roggeveen, 2014). THFh, B tof diido] == 4
ol Al Yehts B0l tigk A7t gl A
AolH, 53] AFA7E JSstaL = ¥4, 7 F
7H] B 292 g el A83t Ae BT
ggolet. olof ufeh, vpgol Al et T2t AT
u ofje, wzk F7, 0|2g BAlo] HgIE B

Y 9 A Qo mAE 9F

Iz
i
Mo
o
re
44

e Aol gt &AMk HiE 9 E
g2/l = Aol

F7tE, AHA7F AES S o ok 7HA
of wet A8A & FpXSET JaT = &3 7}
&1 Ako & s 4= 9JtkBloch & Richins, 1983).
A4 &9 TGS aPstHA L= EARE
o JE9 JHEolv B4 58 VISR aYPES
QH(Chung, 2015). webA o] 59| 43 Y5
Ho|o ugeg o] g 24EC] 9 IFE A
7] okS & ok = &7HA] He-E 7HA ol
4 22 484 a9 7 EGE 49 Fo dojut
=AY, EAT 22 3L © F8AIRH(Turley
& Milliman, 2000). WetA] o]5L ZAL 7‘% A=
ol AEY 7HE AZSH =, i
L7)E 8 93 whett whaka] iy & 7f
A2 migggol A =71 Aol FE "ot
7h dojd &= Qlrt. o]eh T2 4 7HA|o]E2 el
9 “|Hete 4RRe] B4 wet 4
v PEo= ?iZ:iEIZI AS & e AS HojEr
2 2 AfoMes 4 4 vzt
E3 Ao i 4|
g AH] P=2 5_103}_,1 A=2E viglo g

N

122 Aol

Hss A

%
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=
=

of
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£ vste Bastug s Ol% B9 hy 232
TSR | glol. A=e vhAY W Ak
=88 Fu4 wtt

Il. Background

1. The S-O-R theory applied to the retail environ-
ment

S-O-R(stimulus-organism-response) 22 Mehrabian
and Russell(1974)9] &34 2st Ao A AL A7

Aot o= ¥4 4 A=(stimulus)--f-7] 4| (organism)-
Y13 (response) TAS vIEro 2 3147 QI7ko] Hx
A P52 Asty] Asto] AEEH AT 48R} ZoF
ATASL niAE FAE ] 95 S-OR &
9g wrEdos B8,

A (stimulus) 7S A5 82007 29k
7] 55 L3TH(Kotler, 1973). S-O-Roj| i3t &
91 2+9] Donovan and Rossiter(1982)= Z 3 3-7
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AH|RY] Q7 A5 t E A Q1 A=(stimulus) 2
Z A5t o]F HEZAFL A(stimulus) .2
AL, S-OR TG o) A7 R A7
T3 Jth(Buckley, 1991; Hoffman & Turley, 2002).

F71 A (organism)= Ap=rof] tiek A vHS-Z Wt
o, 20| EHe 714 712d] sholck. Ao
gt 44 dHle AL, 244, A Al Aol
HE AARA wE2 o] Al 7HA A9 74

Ao,
o7 A 4 QIth(Mehrabian & Russell, 1974). o]%
Ao E AH[Z}; 9kgof thet Ao A A|ujAdo]

a
AHR} HEgO]] FFe FA| et st £,
74, Aaig 7hetl AJHidS ARl st thRussell &
Pratt, 1980). o714 &4 (pleasure)S ojH =0
tistel ST W7l AEE usi, P& &
=, W= Al o= AE (Koo & Lee,
2011). Z}/g(arousal)> of® Ap=of] tisto] 7140] &
oA ZHgell o]277HA] L7l AEE sty
TH, 9429 5oz Ay Hr}(Eroglu, Machleit, &
Davis, 2003; Menon & Kahn, 2002).
HF-S(response)> A=o]| tieh 917 vkg-2 weln| A
= &2 31 3502 eIt Mehrabian & Russell,
1974). A P52 A=ol tiet 3420 B =A]
ST A=l Al MEEaL Ao shAU, oA 2 4
o] st= ¥hg= Uitch WM = 3]v P52 2 A
o] gt 2 wE oz A g A=A Hlof
Uil Ao shAY, oAl 24| ko= wke-S et
S-O-RS &8t £H[AF P& AtollA] i =
AR} BFES S5k dEAR] HeE AME 0%
THChoi & Hong, 2016). 1 o=t 7jole] of7]=
ujF o] AlF= Fuicte= =olH, A st
Y5O Z FAA | PFFoE o]ojd SEZ ou|Tt
TH(Engel, Blackwell, & Minaiard, 1995). w}a}A] <Loj
o=} £ 84 A4 T} Yol BET Folut
I E 5 otk 9] o] B £ Aol o] He
i 2 o gk vhgol H= g 2 ol 9
T7F S-O-R Bdlof] A8 & U= & & Utk

2. Smell and sweet stimulus in retail store

1) Emotion and response to smell

AE A W SoM 2 F1E TV 1

b

2 - o]&-g 195

>

A" 4340 vHA" 719 7k PR oA
HA], theFet Eopol] A-&E 1 ATk(Choi, 2015). T
AH FHE A=ots 84S 7H7] W2l oE &
Fo4aHT § =it v doitty A Sl
tH(Morrin & Ratneshwar, 2000). E|LHEL o]
e 7)ol B4 EEsto] AHAEA QAL
AHE S sl 9low, 1 A} 4H|Re
W7} F7Feke A 7IHstal Slth A& &1, vl=
9] 9JFHA| ofH|ZZH] 9l 3 =(Abercrombie & Fitch)
= gl AHAIREY] & FA F784Q1 BE o]
A g BT HEHQ AR FIITHChoi, 2015).

AY Eopol A= F24& A=tk AH|R 2
Aol M & Qrh= AHE QAR Sttt
(Gulas & Bloch, 1995; Spangenberg et al., 1996). A|
FA ¥ Fle aHRY 7S A wEH,
S5l ot Zpol7t QAT AR Frl= AHAE &
BA17]17]% FHH(Choi, Kwon, & Kim, 2005). Ko and
Kim(2013)2 A4 F71= F71E SlAE &

A7t A S-S LY SR & ks AS 59

T2 1 ol Agtel MeolE 9FE
Zoh ARES 9 WA thet o4 Ao 2
A% $hm, AT Pt U 2ol oo AR
T Stoh(Spangenberg et al., 1996). TSt 37| & wjA}
7o) A-&3t A9l Anggie and Haryanto(2012)]
ofste vl 74 2 FI7F 2% o] ol
He 7o Qrok JFE Erhal AEstlth
A HLHES oln] F7IE L83t uAT 7]
W AgstaL, 1o e adE L)1 gloy, 1
A oA Algsks 719 axto] gk AAA<l
W4, 94 vhg Hks A A+ BA gtk E

o 25 ARkshe B2k 9 B3kl 42t Aol o
4¥7 wr89) o as olu WHs] AgHT

;:O

1 F2 Ao that anlRt 9 FskuA o
Colof wet Aol A e s
7] Eake ASIA sh, o2 9lat 7H 12 of

o 2t}

I~

L%

LR AT AT Rl gt ke 2
R of olme] ol kg Aol

7He 1-1. 32 AlEE NS W =7le E78e] 1
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7t 12, 34 A HE W =7e 440l 18
[0

44 13, 7 ABELE o Yehks 7o) o

2) Emotion and response to sweet

9e 20t Al Ant 53 B askE o A
Aoz teo] Algo] &7]= vlZtolH, Q1% 7|&
Agof] 284 A2 T 4 Ue A= 7R shy
& o AZIth(Dobbing, 1987). U7+ 5 ZoF AFA
S RFA @uto] 3AA A I Eue
Tl g5ty on, ZZ7HA] o]o]A| AL ltH(Cohen,
Sherwin, & Fleming, 1987; Ren, et al., 2015). A=
YG Bofo A TurS LS o Al KA o
A 7)Be $7 s sEEe BujAzIcy d¥st
9ItHKeen, 2001). E3], 9IS A1 Q= 22AL
H9le W SRR ops), RS A 714
3 9lo] 9eio) Age o F A3ekeka dstedct
(Rozin, Levine, & Stoess, 1991). 0] &3], A o)A
= Wure So Avae] nj2ke AFeEe o 9o
A AARE 2k A= o] SRl A7 B/ B
Fe E 7 dAde A2 € & A

e dE WA 71E A7 oE AES We
7% Rtk Tk QIZEY] oy A| 35S doA B
sh7] A9 ol
Blundell, 1991). T3} Meier, Moeller, Riemer-Peltz,
and Robinson(2012)2 u]Z} z}=o| ¢l& e} o=
nZk2 Agskde W 193 9t ASStS o
37HA] 27004 FoiA Hlofl digt 59 o RE =
ojHtod, 9ot AT Al 7MY w2 A7t U=
Hojolth o]ot T ATSE Wi W ARt A9

b

flilo

el
EH
[¢]

7t BA FAT, A AFE HEeE g9 AlE ®
gt 7] vHAlg ol &R 73S AEAAE &
Jom, Hoprt Ado W3ls & 4 Qo= A
& = St ol d@ule] vHAY o s E8E 5
AHE RS HojEn ob A wigol A AlSshe
ool Higt A7 A Qe Aol sHAIE, T
S oA 7ol 87EE ClA @t Avlae

Y 9 o ool mRE JgF Aol

Mg uAY 7ol | % it olo] ureh, & A7
AL A gl AFSHE dk o] g
7 8 g W] 9L FEA gohnuA Fk

ol BjIsp] SIa ofdlet 2ol 714 28 AABT

M 2. 0|7 AT AF ofRo] wet L7l @y
9 7o ojze] xjol7t 9 Aotk

44 2-1. 017t AZERE W =7l EAg0] 1
U7 g HrT £ Aol

744 22, w2 ARHRE @ L7l ZAe] 1
A e wuth ¥ Aotk

744 23, vl ABELE B Yehks o o
7} 387 e gt &2 Aol

o,

3) Emotion and response to smell and sweet

HEGGANA Agste A5l T A=
ol ot 3L W PIW HPE 5 B4 U
Zlo] W Awla} WFgolR 379 T3 YIeHChoi &
Yoh, 2015; Gulas & Bloch, 1995; Ko & Kim 2013).
sAu A el dedeEe AaEe 257
98] B chake WA B S 23 9 Aol
o e} ojztg B BEA A3 AFo] B 2
o2 AFHES Hue o FYH 26l v
= 7Pt FE LA ® oE vAY A=
A|orel 4= Qlt}. Sester, Dacremont, Deroy, and Valentin
(2013)1} Spence et al.(2014)2 AH|x}9] &Z+3} ujZt
Foh B34 747t Aol A1E Aelo] Qake

(n
=]
ol
rO

) 44 o 712t
ABe £u49 A5EE sel aQlo] G 4 U0
o, Qg oul AFL WT & Y] W] 2

(Tang, Hsieh, & Chiu, 2017; Thompson, Hamilton, &
Rust, 2005). o] "o &, AFAe] 7Hg g2 &
GA FZ Alsol FAAQ] &BAF HHEZ Fold
o, FEdEolA ¢ Fde Axste A" S
Albsof gtet. ofof whe, s wigo A = E5E

A= Algoll e ABA vHE S 4ol 9
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o] vt 4 f Wk Hoe] T FEA L

ohuaA Stk olE 918 7H 32 okeet Bk

714 3. 52 9l ujzk $A] A1F ofRo] wet Ll
24 2 o) %o Xfo|7t 94 Folth.

7Hd 3-1. 9 xFo] AF=o] AME YL wETt
24 gl vt A ASEHYE W =l

27g0] 7V g Aol
7H 32, g AL A
%S

7Hd 3-3. ¢

3. Emotion and response

£33 NN 7= FHS AFE ol IS
Zoh 2UAELS ARG Polohs TYoIA et
L A%l dek 3PH 24 5L nyHel 4y
72 4 qlow, g we HFAHo] gl
(Lee, Bae, & Cho, 2012). Z|H|L&{7} &B]2IoA] A
Fote Ayl E3E 0] JFS FE AN 8
9lo], o]o]| wha} AH|R}F FEo| Db rh(Lee, 2009).
2ol ol A AFste F7] B gotof wet EAgst
L 7 Tt 2u)A BB I én}(cmmg, 2004;
Vida, 2008). 0]& £3], 2 o)A Aotst A=

E5) v Ast 1A ESE o] Qo] IS =
ths 22 & 4 9ok olof e, g %LUH o=
Atolofl Tigt 7Hd 4& otefieF ol A|Qtstarat gttt

/ko]

7Hd 4. &7 A5S 59 FAE A i 9
9} AA9l 9L = Aotk

M 41, 2A2L 7o} oot 44 BAE B
Aoltt.

7hd 42, e 7o) oot A BAS Be A
o,

SUAES BES] BT % Uit B2 A
AN £ L T wat o
I Pt

AEolt AElae) 7154 ol

MR
s a9 7Y

[o]

rlr 40

7 - olgg 197

FT8AISH= A-84 &9 79 £33 TAAA FE
He g 7HA AR &2 F9F HelE st
L =3 71AE ZSHstth(Bloch & Richins, 1983;
Yeom & Kim, 2002).

A 49 M= L8R £S5 59
= o4, Anl, EAY 22 34
S, 2937t 688 T o) 7]
G gAY &7, M0l FAEe Lyoly

et

rr
]
o

AHE FA5H= A Lstk(Donovan & Rossiter,
1982). #=H2 &g Aggo] ZFgt Av|Rl= F3H oy
VIRIRSES)

1, £PIFA D= ALt EAES §
o A2 AZe Bk vebd e 41 NS
279t 284 SHT BIFol0), A 7
IS AFdl= AT S 4135 Babin, Darden, &
Griffin, 1994). 0|2 E3), 22 47 71X 2 %95
A Ayzkeke Aol by A% e 2 axd] o
&S wo| BrS 2 9t AL Koz}
484 £WANE £ o7t JEHo|L A4
o Il FHE o] Qlow, AH|A7E o ofsf &
2 2% 27 Yepte augEoR 49 4
At fjr*] Tof], a3go] oiA EAZET QT
Hog Fuste= Ao ¥ B2 BHS B
3tk (Bloch & Richins, 1983). whehA] 4
7HE F8AI5ke AHIAREY] e
2lzjolel, FEIHY Uk AL,
/2 4 9= A 3
= AlFstoi® AnAte] 40 ot
] ol getd 4= Ut ol whe,
Pyt 7o) o] Alolo] Upehts &% A1 28 &
o et 7Hd 55 offiet o] A|Qtstaiat gt

O 2 ¥

I o
i

ofl o fol
ﬂ.th

i

O
By oy

fu

w3

e

%

& b
)41

L o mx ok o
oo
o Oﬂ
3
E

<
T
Jﬁ

oN

744 5. o] T o] A AL 2
7o) whet 249 Zolt,
714 51, 5AL0] T} oJzo] nxE gL
&% A0 et 229 Aol
744 52, ZP4o] Tl ojzo] VX FarEe &
% 7}xjo] wet 28g ol

. Methods

1. Hypothesis and Research model

£ ApoldE A AE A W F24 w2
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BRA A=ol i LAEHEAH A7 AdEt 7
o] mAlE JF=S Hol, I

2y (Fig. DI g

2. Research methods and process

2 A7e g4 ihgels ABete 2k % w2t
Ao] 2wRpe] 744 8 o ojzo] mHk A
& FolruA AN o2 9 PP
SRR AF ofo] uhE Y 7 ulE 7S A
Astsict. 4ol

2 AololA] et 43 7HAe] 28 G3E Bl
SGL IS It LT

LA, DIRE YA E SPA(Specialty stores/
retailers of Private-label Apparel) %} g0 oA
AFS Foicke 4¥2 7Hshit. SPARRIEE
q51Q AHAE 7T 9o} Aol ols) WAls)

2B HE 8 PFE HelE Hasd o ] o
o & d7-= A HA gz AEEAH. ol
3 1672] SPA BIHE wido] Abzl-E shte] wj
o% HoEE 28 Hapo| Sd4oR My,

o o fd

23t v)7F Aol 44 L 7o o] WAk

THA A ol 657 Ato]=9] ALK
resolution) TV A3 & E3f| A=FES H} A3t
AL A AABEATE o1 w RS2 oA T
e, 4 HEASE FHR vige] FUAE 2A
stlom, gote 41sIste] AR WRelA agehs
L7 FES s,
7| Alg ARE A8 EY EFoA 7
£ goletn BT Hidet FL eIt o
AFERE FE Gl Edes $EEE
2 WS HEAEe Bage
W4 A9 40 At 7
e =SS st dd

ot
of
ox
o
>,
O_>A:
o
38
n
of
o
i)
s
u
o

X,
gl
2
UZ‘J

AEAE= B4, 7 9=, &7 71, AFEA S
A EFoE FAEIT AHATE AFE] e =
7= AAL =£45H7] Y5 Mehrabian and Russell
(1974)0] ARttt £ 78 HYsto] EAZ 62
7 24 7o THsAT ol o5 Ve E
@2 Eroglu et al.(2003)0] A|Fet £ 474 5}od
4% o) BHow 2Resct A8 Nst e
A 2918 =43}7] 23 Babin et al.(1994)0] A|QF3H

g 7 Bgsiglon, A8d &YrHA] 22T
= 4Pt 3EFo R A5 AHS A=
St el FE&AF L GFo B2 IAOIE o7 &
AZ thro] 74T o] vk HES AHgsiRos,
YA A= <o 1A ook 1704 “mje- 1
g 7308 Yozl 74 HAE HE(1~THHE

Emotion
-Pleasure
-Arousal
Environmental Stimuli Shopping Value
-Scent(O/X) H1, H2, H3 'Hedon\i/CIShOPP‘ng
X H4 H> Utiltarian Shoppin
~Chocolate(O/X) pPing
Value
Purchase Intention
<Fig. 1> Research model
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sttt AEA vpAEol= QAR EA4S
ol BgEol 2=

FHE SH2 SPSS 23.02 o]-&5to] WAEA, &
Az 99l B4, AFE AL dtgon, /M A5S

Q5 o] AEAREA T} I AHEA S A
S BF Qo E 3% 12089 FE2 200h7F
88.3%, 307t 11.7%=E HF& 20t ofJo= et
Wk 22 o= mlEo] 98.3%, 7]&0] L7%E thH-
nZog yetyt. ol AF AT 544 A
< e A7t APF= et 2F A=Eol g
G2 Jek 7ol JAF-BASHE EAJoA R2gh
7F Ql=A] Eelstr] ol RIEEA T} W A4
Alstelet. ZrolAlEHA A}, 49, A, 2
e, &3 HlEollA {oJ5kA] grof Aol W e

FEASHA 549 ¥ Ag 1 A4 gy

O

=]
U
(o]

NOREL)
S, oo

‘|.

(ot

I o

30
R

V. Results

1. Factor analysis results
14 BZ $A AlekE W ko] EYAHS

o

=

<Table 1> Exploratory factor analysis
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E
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o
oL

=)
1
<
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H
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ofl N
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1o
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N

- ~
NOBoaN

o Rl ol M oo AN
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]
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o,
38
lo
o =
=
ot
lo
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[e]
o
18 o
i
Mo

-Orl"

|

>
AL
o,
Y,
k)
N
A
o

S
o
o9

B
Md
o2k
il
oo I
4
i
)

B
ofl

N
-

w O_>|: O_>f.', I‘ll‘

i
o o
|
)
)
S~
%o
4
)

)

b
o rot 1o

e
e
>

>
filo

>

A1} 7k (Cronbach’s @)
700 o]0 g UEht thE
B Aig Holx

| 24 d A=T A

ox
u
il
|9
)
S ol

ol
=

A
rO

)
Mo
4> o2
i
lo
fru
K
s R
O,
fo

Aorr oo A QL% 1o
rir N ’

ko

(He)

1

by

o

fo
ro,
N -1111
i

(Table 1)X

2. Test results of research model

1) The results of one-way ANOVA

Factor Eigen Variance Cronbach’s
Factor name Item . .
loading value | explained % a
Happy - Unhappy 913
Pleasant - Irritated .889
Pleasure - — 5.270 32.939 91
Satisfied — Dissatisfied 185
Relaxed - Depressed 743
Exciting — Stable 927
Aroused — Calm .893
Arousal 2.930 51.253 .85
Ardent - Slack 756
Tense - Leisurely 708
I like to see interesting new products. 873
Hedonic shopping| It is exciting to shop fashion items. .866 ) 348 65.928 87
value I shop because it is fun and interesting not 840
because I need something. '
I will buy this store’s product. .890
Purchase intention I am willing to recommend this product to 263 1.390 74,615 9]
other people.
I think this store’s product has a value to buy. .858
tilitari I always shop when I need something. 929
Utilitarian v P £ 1.031 81.060 71
shopping value | I always plan when I shop. .680
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200 A wigoA el Tz vzt Feo] A H kol miAE IF

F719F 2EFY AME ojof w2 7 9 7o 9
T ZolE AS5H] Yol o] YA S sHYTh 1
ZA3= (Table 2)9} Zch.

A 7] AHE ojFo] 2 Zﬂ% Azt
BH7F YERE OB (F=10.08, p=.00), F7|E T
ojZ5o] 187 g2 FofAHT 2 A%
ZFok= 2102 P THME7 | l=4.60, MF71H=5.29).
F7] A oo mE o] o FHEINF=
17.21, p=.00)7} Uetgon, I7E2 37171 el
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Estimate marginal means

a= A

slo]

=

2R5AT

M\ EEAE

2R A=

SHATHMEF71H/
215=5.26). (Fig. 2)=

A}g ofHo] WE 7] O|EE HolE
o). whebd, 7H 3:30] AAE YO, 7H 31, 328
712k 9tk

2) The results of hierarchical multiple regression
29184 F3} oj7l 2ty 7 3PS T

Estimate marginal means of Purchase Intention

550 7

5.00

4.50 —

4.00

350 4

3.00 4

T T
Scent X Scent O
Scent

o—e Chocolate X
e--® Chocolate O

Chocolate

<Fig. 2> Scent and chocolate’s conditional
average value on purchase intention

<Table 2> Two-way ANOVA'’s result of scent and chocolate effect on pleasure (N=120)
Independent variable Dependent variable Sum of squares df Mean square F P
Pleasure 13.838 1 13.838 10.080 .000
Scent Arousal .013 1 .013 .010 919
Purchase intention 20.833 1 20.833 17.214 .000
Pleasure 3.588 1 3.588 2.614 .109
Chocolate Arousal .638 1 .638 512 476
Purchase intention 21.959 1 21.969 18.144 .000
. Pleasure 713 1 713 519 473
Cs;:;;te Arousal 3.588 1 3.588 2.882 092
Purchase intention 4.800 1 4.800 3.966 .049
Pleasure 159.223 116 1.373
Error Arousal 144.435 116 1.245
Purchase intention 140.393 116 1.210

- 1022 —



Vol. 26, No. 6 A -
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<Table 3> The result of K-mean cluster for shopping value

Cluster
Shopping value N for each cluster
1 2
Utilitarian shopping value group 5.75 3.98 48
Hedonic shopping value group 3.19 5.26 72

<Table 4> t-test results between shopping value sub-factors

Levene Mean Standard variation
Shopping value hom(?geneity of Utilitarian Hedonic Utilitarian Hedonic t P
variance test | shopping value|shopping value|shopping value|shopping value
Utilitarian
shopping value F _:1'179304 5.26" 3.18% .83 .89 -13.038 | .000
group P
Hedonic
F=12.
shopping value N Og? 3.98% 5.75% 1.23 81 8.754 | .000
group P

) The average of utilitarian shopping values’ items.

? The average of hedonic shopping values’ items in utilitarian shopping values.
» The average of utilitarian shopping values’ items in hedonic shopping values.

9 The average of hedonic shopping values’ items.
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<Table 5> The influence of emotion on purchase intention under shopping value

Model Independent variable R’ R? change Sig. F B t
change
1 Pleasure 268 268 .000 517 6.568""
Pleasure 510 6.339"
2 269 .001 .628
Shopping value .039 486
Analysis 1
Pleasure 461 1.794
3 Shopping value 269 .000 .840 -.026 -.079
Pleasure x shopping value .090 202
1 Arousal .002 .002 .664 .040 435
Arousal .028 .301
2 .019 .017 154
Shopping value 132 1.436
Analysis 2
Arousal -.119 =370
3 Shopping value .021 .002 .635 -.004 -014
Arousal x shopping value 214 .635

Dependent variable: Purchase intention.

Hk

p<.001

QUS|gAc}. 7Has el T2, )zt AFtolE Lul%

o] 4L WakA] e A

O Yt ol v

A AFSE ATl BAZAE BFS E 5 A0
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10 ZH(Choi, 2017).
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