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Abstract This research examined whether and how prior customer participation and the relationship
commitment of the brand enhance experiential behaviors of offline stores such as Apple, Huawei, MI,
Oppo, Samsung, Vivo. A structured self—report questionnaire was administered to collected 258 survey
responses and structural equation modeling was applied using SPSS and AMOS. The results of this study
are as follows: First, customer participation increased normative commitment, emotional commitment,
and persistent commitment. Second, the relationship commitment of consumers enhanced various
experiential behaviors such as entertainment experience, educational experience, escapist experience,
and aesthetic experience. Third, consumers with high brand fanship reported more positive aesthetic
and escapist experience. The results of this study are expected to provide effective marketing strategies
for companies setting up offline experience stores by understanding customer participation and
involvement that should be considered for consumers targeted.
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Fig. 1. Research Model
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Table 1. Measures

. Refere
Variable Items nces
1. I spent a lot of time with this company sharing information, my needs and options.
Customer 2. 1 put a lot of effort into conveying my personal desires to this enterprise.
Parltlici ation 3. I gave constructive suggestions to improve the products of this company. [30,31]
p 4. I participated in the production of this company's products or services.
5. I actively presented any ideas about this company's products.
1. It doesn't seem appropriate to put an immediate end to this relationship with this brand, even if it benefits me
Normative a little.
Commitment 2. I have a duty to this brand, so this brand is still available.
3. If T were to end my relationship with this brand, I would feel rather guilty.
4. I'm not going to end the relationship right now because I have a duty to this brand.
1. I feel a sense of trust with this brand. [21]
Affective 2. This brand treats customers very well.
Commitment 3. Being a customer of this brand is a pleasure.
4. Maintaining relations with this brand is mutually beneficial.
Continuance 1. If I am to leave this brand, there is no alternative.
C mmE[lm nt 2. It's hard to end this relationship with this brand right away, even if I want to.
ommitme 3. My life will be quite inconvenient if I end my relationship with this brand right away.
. 1. Activities were amusing at the experience store.
Entertainment . . .
Experience 2. I really enjoyed the experience at the experience store.
3. Activities at the experience store were very entertaining.
. 1. My experience at the experience store has made me more knowledgeable.
Educational . .
Experience 2. 1 learned a lot from my experience at the experience store.
P 4. My experience at the experience store was highly educational for me. (16]
Escapist 1. I completely escaped from reality at the experience store.
E keriper‘lce 2. The experience at the store let me imagine that I was someone else.
xp 3. I felt like I was living in a different time or place at the experience store.
1. I felt a real sense of harmony at the experience store.
Esthetic 2. The setting at the experience store was pleasurable to my senses.
Experience 3. Just being at the experience store was very pleasant.
4. The setting at the experience store was very attractive.
1. I am a big fan of this brand.
2. 1 am crazy about this brand.
Brand Fanship 3. Other friends consider me a big fan of this brand. [14]
4. 1 look carefully at what's happening in this brand industry.
5. I know a lot about this brand compared to others.
Table 2. Basic Statistical Analysis Result
Division Frequency Percentage Division Frequency Percentage
Male 128 49.40 Middle School 18 6.90
Gender -
Female 131 50.60 High School 33 12.70
18 below 10 3.90 Education College Degree 33 12.70
19-25 90 34.70 University 98 37.80
Age 26—30 81 31.30 Graduate School 77 29.70
31—-40 57 22.00 2000 below 55 21.20
41-50 21 8.10 2001—-3000 34 13.10
Student 95 36.70 Monthly 3001-5000 67 25.90
Income
Company Employee 104 40.20 (RMB) 5001—-8000 55 21.20
profession Official 6 2.30 8001—10000 25 9.70
Personal Business 17 6.60 more than 10000 23 8.90
etc 37 14.30
A2 51o] AN A% 2 e Cronbct's SHASRSS] 17, A, BHEEHAD)
« 7k D_‘,:_ 0.8410Pdo 2 AT FRFQICE thgoR S akEEklth AMOS ¥4 An, AR ] At
1 g aslel digh Aetd 84S Hrish] S8l & CMIN/DF:1.493, CF1=0.976, GF1=0.878, AGFI=0.849,
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Table 3. Results of Confirmatory Factor Analysis

o . Standardized ; Construct
Items Variable Estimate S.E. C.R. P Estimate AVE Reliability
CP5 1 0.799
CP4 1.049 0.073 14.431 0.000 0.805
CP3 Customer 1.281 0.081 15.842 0.000 0.864 0.651 0.903
Participation
CP2 1.254 0.079 15.793 0.000 0.862
CP1 1.182 0.079 15.007 0.000 0.829
NC4 1 0.869
NC3 . 1.186 0.052 22.681 0.000 0.932
Normative 0.768 0.930
NC2 Commitment 1.237 0.051 24.157 0.000 0.957
NC1 1.221 0.053 23.139 0.000 0.940
AC4 1 0.763
AC3 . 1.167 0.079 14.714 0.000 0.853
Affective 0.711 0.907
AC2 Commitment 1.285 0.079 16.284 0.000 0.934
AC1 1.225 0.080 15.369 0.000 0.884
CCs3 1 0.909
cc2 Continuance 1.014 0.043 23.743 0.000 0.926 0.735 0.893
Commitment
CC1 0.997 0.045 22.400 0.000 0.900
ENT-E3 1 0.877
ENT-Ez | Cntertainment 1.080 0.048 22.343 0.000 0.931 0.712 0.881
Experience
ENT-E1 1.094 0.049 22.450 0.000 0.934
EDU-E3 1 0.928
EDU-E2 Bducational 0.982 0.040 24.431 0.000 0.896 0.743 0.896
Experience
EDU-E1 1.076 0.035 30.550 0.000 0.968
ESC-E3 1 0.894
ESC—E2 | Escapist Experience 1.067 0.051 20.966 0.000 0.904 0.740 0.895
ESC-E1 1.026 0.050 20.710 0.000 0.897
EST—-E4 1 0.907
EST-E3 1.015 0.044 22.994 0.000 0.900
Esthetic Experience 0.729 0.915
EST-E2 1.087 0.044 24.968 0.000 0.928
EST-E1 1.059 0.044 23.834 0.000 0.912
Table 4. Descriptive Statistics and Correlations
Variable 1 2 3 4 5 6 7 8 AVE CR
Customer Participation 1.000 0.651 0.903
Normative commitment 0.162 1.000 0.768 0.930
Affective Commitment 0.298 —0.008 1.000 0.711 0.907
Continuance Commitment 0.493 0.192 0.294 1.000 0.735 0.893
Entertainment Experience 0.161 0.313 0.114 0.093 1.000 0.712 0.881
Educational Experience 0.303 0.279 0.184 0.239 0.483 1.000 0.743 0.896
Escapist Experience —0.028 —0.117 0.114 0.067 0.048 —0.056 1.000 0.740 0.895
Esthetic Experience 0.185 0.445 0.125 0.134 0.480 0.447 0.033 1.000 0.729 0.915
RMR=0.054, RMSEA=0.0442 &3} 5202 Lpeh 7} o] Qe AEBAE 73 9SS vERlE 2219
7} ZASEe] BESANSES 0763019013 AVE  FFEFAol Qrka s E 4 9k (Table 3 1)
o1 1t 065107656l AYAAT Gk 1 S 4B i AAEEA 2 TS 2
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Table 5. Hypotheses Test

Path Estimate S.E. C.R. P
NC 0.286 0.115 2.493 0.013
Cp | —| AC 0.405 0.086 4.725 0.000
cC 0.797 0.106 7.537 0.000
ENT-E 0.321 0.066 4.901 0.000
EDU-E 0.281 0.069 4.074 0.000

NC | —
ESC-E| -0.103 0.054 —1.905 0.057
EST-E 0.420 0.058 7.250 0.000
ENT-E 0.162 0.092 1.764 0.078
EDU-E 0.219 0.098 2.240 0.025

AC | —
ESC-E 0.104 0.077 1.358 0.175
EST-E 0.160 0.080 1.997 0.046
ENT-E 0.005 0.075 0.067 0.946
EDU-E 0.191 0.080 2.386 0.017

cC| —
ESC-E 0.054 0.063 0.859 0.390
EST-E 0.019 0.065 0.298 0.766

theo®, A B9 o2 AY(8=0.321,
<0.001), 252 AF(B=0.281, p<0.001), |4 A
(8=0.420, p<0.00D)°ll BAHCZE FolaA A
FES VA= AR el A YL g A
AF(B=0.219, p<0.050), "|& AF(L=0.160, p
<0.050)0] EAH R FolatA FAZ e JaFS uA
= Zeg yewth A&H 592 usH AL
=0.191, p<0.050)°]l iﬂlﬁgi frefsiA & 3
& A= o FE Ve wEbA 72 -1, 2-2,

2-32 FFo] AA =T

W

Entertainment
Experience
(ENT-E)

Normative

Commitment
Educational 0281
Experience 0219

(N¢)
(o0 0.191

S
, f
S
o y 2
Affective
Commitment AL

(AC) GRS Escapist 0.103
z Experience 0.104
X’ 0054

Continuance » (Esc)

Commitment ee
Esthetic 0420

(cc)
Experience
(ESTE)

Customer
Participation
()

0.160*
0019

Fig. 2. Research Model with Amos Results

4.4 MY 2day}

2 AT B figo) wEl FREF] HR| of
w gk 2po| 7} JEAE ERIs] 98] BHE Hge] F
A wE VIEo R AA %%XFE—’ A B %HE Lﬁ @%
I 3

43(SD 0.8919, N= 129) ixﬂﬁ%
5.3473(SD=0.7679, N= 129)?-_ RS
@1 T A 7t Aol ot oAt

0.198, p<0.001). BA= Ao W2 F Fek 7b
EﬂHA ztol & vlaslr] fl& Feledd 1S,
Z2HEAX AZS a0 7 AAEILL WA T A

Ego ojuf gt T3} Ao 7}3}X1 ?%% 7IARE

.Y
my)
1o
O,
rlo

—
i)
ol

o o
thT

AL

1

[o
offt
:(l)l:‘t
T
rﬁ

!
Lhi
i
=2
rlm
N
o
N
f
o
olN
ol
3
v

2 ofh Mz
=
oft
°
e
i
N
O
offt
°
e
o
i
T
)‘
N
i
°
o
X
2
-
N
=2

GFI=0.840, AGFI=0.801, RMSEA=0.0442.2 #3}%=7}
S8 1S 5] F P 2ol Felglol Ay
Ao 7 Folxrt njA e dly} g ol alek AoFR
2 7k Ay 20.984(df=21)2A] 32.67HT} 27| Wi
o fel Aol7k gl Aow Yepdrl. ol Yl

A AR Sgo] Aska glrke ojulolng 4]

o

it
F

d



A2

*

o=

A=!

Al
= 2

o =
KX

=

-

v

Z

]

il

B AT o) ek

3

=]
U |

3}

[¢]

o

=

e

e}
-2

21k

g

T A7 Al
B

Gl

B
=

[e]
R

| AR Ao]

124 9Ad

Table 6. Moderating effects test
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