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Difference in Perception of Customer Experience Based on Fashion Lifestyle
Using Strategic Experiential Modules

Yoo, Hwa-Sook’
Dept. of Clothing & Textiles University of Ulsan, Ulsan, Korea

Abstract: The purpose of this study is to classify customer experience components using Bernd H. Schmitt's Strategic
Experiential Modules and explore the relevance between fashion lifestyle and customer experience components. A sur-
vey was conducted on 400 adults between the ages of 20s to 50s who had experience in sportswear stores. The results
obtained are as follows. First, according to fashion lifestyle, the respondents were divided into an individuality-valued
pragmatic group, a trend-oriented brand-seeking group, a fashion-interested group, and a conservative pragmatic group.
Second, customer experience components were divided into sensory experience, emotional experience, cognitive expe-
rience, behavioral experience, and relational experience. Third, on analyzing the relationship between customer expe-
rience and fashion lifestyle, it was found that a fashion-interested group has the highest value in all experiences; therefore,
it can be considered that the higher the interest in fashion, the more important is the customer experience. On the other
hand, the conservative pragmatic group represented generally smaller values than the other three groups in all customer
experiences. Fourth, there were significant differences in the customer experience components that were considered to
be important depending on the fashion lifestyle type. An individuality-valued pragmatic group valued cognitive expe-
riences, a fashion-interested group valued all experiences, and a conservative pragmatic group showed low scores in all
customer experiences. The results of this study will allow companies to build more customer-friendly experiences and
enable consumers to engage in satisfactory purchasing activities through better customer experiences.
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Table 1. Components of a fashion lifestyle

Factor Item Factlor Eigen T(')tal Cronbach’s
loading value variance  alpha
I tend to dress in the latest fashion. 903
I buy clothes according to fashion or trend. .871
;;rurfslzl(ilt I am very interested in changing trends in clothing. 832 7.878 34.25 903
I accept the new trend earlier than others. 799
I feel like I'm falling behind if I don't use trendy products. 675
I try to find my own unique fashion style. .896
I think wearing clothes individually improves my confidence. 182
IndiVidui]ity I have my own distinct personality in clothes and shoes. 765 2906 12.63 .847
pasH I try not to wear clothes similar to other people's styles. .661
I insist on my own style rather than fashionable clothes. 552
I am happy that I can choose the clothes that fit me. 770
. The cost of clothes that make me look good/beautiful is not a waste. 746
Agit:;itiltcs I try to improve my appearance by wearing nice clothes. 738 1.869 8.13 835
I think clothes make a better appearance. 683
Clothes that look beautiful or cool can be tolerated even if they are uncomfortable. 631
At least when I go out, I want to wear Expensive cloth.es with a brand that is good enough for 290
others to recognize.
[l)irrasllll(ljt If I want to be recognized by others, I think it's important to wear a famous brand of clothing. .881 1349673 861
Even if it is expensive, I buy clothes from famous brands. 699
] I don't care about design or fashion when I buy clothes. 790
Npﬁ:‘::lrlltg My mood is not affected by the clothes I wear. 753 1330 5.79 812
I don't think it's worth worrying about clothes more than just basic necessities. 749
Practica.lity I examine whether it is practical when I choose clothes. 780 1165 507 64
pursuit I only buy clothes that I really need 643
Table 2. Classification of clusters by fashion lifestyle factors
Group 1 Group 2 Group 3 Group 4 F ratio Scheffe or
(n=99)(a) (n=133)(b) (n=79)(c) (n=289)(d) Games-Howell
Trend pursuit —-.14812 22899 1.10416 -1.15754 201.358*** cb>a>d
Individuality pursuit 23475 —-.18325 1.11203 —.97436 F154.191%** (‘>a>b>dI
Aesthetics pursuit .02098 06462 1.03105 -1.03512 143.524*** c>a,b>d
Brand pursuit —-43993 29229 1.05327 —.88236 F148.951 *** c>b>a>di
Nothing pursuit 27298 —-21290 40210 .26488 F12.950%** cd > a,bi
Practicality pursuit .59391 -.81305 22613 .35366 F128.559%** ;;Cf;é

Individuality-valued ~ Trend-oriented
pragmatic group brand-seeking group

Fashion-interested
group

Conservative
pragmatic group

***¥p<. 001, T: Welch’s test, $Games-Howell post-hoc test
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At A8 F7alelM o g vEhia A8 F7e
ol 7P 2 S el e Sole Bae] )l A8
Aellgk FAe] Qe Heoz Helth, aER olgd Y4E
< ez, 3 12 WS sk A8 A4, ¥
2= e SAske Hils 29w, o 32 BRE $4S
SAskE A B A, 2F 42 e S0 A 4ol

K

422. 94 o] Z 2l {FH 54
A ol 2Eld 3 548 dohrr] flel A, 2
| e Aols wAREHS

ol ekl M ol o)t gl Ao vrhgon 1

Yoot a4l ol 2ejl faITe] BAE 49 R A,

K=21379, df=9, p=011E Fo]55 05014 2291 Ao

= vt W SASHE 8T gusl A5l 20

gulgo] =4 FHS Ak Bl T2 500-699

2EFA T} QIHBAIEE B HAE AN
AYPATEe] Ay AFnitt ZFolrt UL & o] 4Y
frel gk xfel7} AL o], A
%, 789 EeddMe fog zelrt Sl Z-$-(Shin &

# deelire Ael7t 9= 9-(Kim & Kim, 2007), 8=
olMe Aok gort veol, A, A%, F4elM= =i =
o]z el K o7k Yl 7-+(Kim, 2009y5°] ASATt.

# Aol E Holot T d5As AT A 89S
A il 2ol 2eld A 7ol feld AolE vEhhA]
okt yele] A5 73 el 3

2l gL
7F 7P B ARIES A e, fES SAlske B A o] ZAEHY FF Ade] Qe AeR Holy, F
A= FPPUE 30009 4007k 2 WSS LehIRE, B 919l A% A ES) Folsh BASEE A4 ol 2ejel
R Aest B AgFe] Aue gAE 2E 9% B o f3% BAe) e 0= AzkEnh oo Wi, 4,
E5 Vet o AR = wf 20tie 2Ry siiel] & AE o, o 52 dAe] YehA esk=d, o= BE
Mo BAW AAH 0T FEFA Yo} ML A= Ag BA /& WAt el o) Sk TR et A
Fo] ol ek SHEHAPE BaL, 30thek 40the] o= A A2E FEsH HALL, FLE REUSol ofg A9
BARES sPaM ARl oR % BES sk AlVIolER, A, 719 o8, thaS sk AREIE E971= lE)
oo 7IXE FHA F3E A=shs AEe] o] 73 FAl 4, AEoE, 8 Foll o7t wAwE T Aol &3
Table 3. Differences in demographic characteristics according to fashion lifestyle groups (N(%))
Items Individual.ity-valued Trend-01tiented brand- Fashion-interested Conse@ative Total )52
pragmatic group seeking group group pragmatic group (P-value)
Sex Male 48(48.5) 64(48.1) 44(55.7) 44(49.4) 200(50.0) 1315
Female 51(51.5) 69(51.9) 35(44.3) 45(50.6) 200(50.0)  (.725)
20%s 35(35.4) 24(18.0) 19(24.1) 22(24.7) 100(25.0)
Age 30’s 13(13.1) 42(31.6) 19(24.1) 26(29.2) 10025.0) 21379
40’s 21(21.2) 41(30.8) 20(25.3) 18(20.2) 100(25.0)  (011)*
50’s 30(30.3) 26(19.5) 21(26.6) 23(25.8) 100(25.0)
. Single 44(46.3) 50(37.9) 26(32.9) 34(38.6) 154(39.1)  3.439
Marriage status ]
Married 51(53.7) 82(62.1) 53(67.1) 54(61.4) 240(60.9)  (.329)
High school graduation 17(17.2) 14(10.5) 8(10.1) 14(15.7) 53(13.3)
Education College graduation 16(16.2) 23(17.3) 8(10.1) 18(20.2) 65(16.3) 8.032
University graduation 55(55.6) 82(61.7) 51(64.6) 48(53.9) 236(59.0)  (:531)
Graduate or higher 11(11.1) 14(10.5) 12(15.2) 9(10.1) 46(11.5)
2.99 million won or less 25(25.3) 21(15.8) 10(12.7) 17(19.1) 73(18.3)
. 3-4.99 million won 30(30.3) 37(27.8) 31(39.2) 40(44.9) 138(34.5)  19.925
Monthly income
5-6.99 million won 21(21.2) 46(34.6) 18(22.8) 22(24.7) 107(26.8)  (.018)*
Over 7 million won 23(23.2) 29(21.8) 20(25.3) 10(11.2) 82(20.5)

*p<.05
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Table 4. Customer experience components
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Factor Eigen Total Cronbach’s
Factor Items . .
loading value variance alpha
I feel the bond between me and the brand through the store experience. .837
i Other customers who use the store seem to harmonize with me. 821
Relational 8.586 47702 868
experience I feel sympathy with the customers of the store. .801
The image of this store's brand seems to suit me. 719
The in-store display stimulates my curiosity. .844
Coeniti This store stimulates my interest. 7167
ogniive . . . v ‘ 1741 10.230 856
experience I'm interested in how the various products in the store are different. 761
I get to know new things such as new technologies and trends in stores. .696
I feel excited while I'm in the store. 855
i I feel comfortable while I'm in this brand store. 791
Emotional _ o 1.454 8.078 856
experience This brand store feels different from other stores. 749
The customer service at the store I visited makes me feel special. 672
The interior of the store is sensuous. .891
The interior and the environment of the store provide visual pleasure. .882
Sensory . ne s p P 0978 5433 869
experience I like the music playing in the store. J11
The scent of this brand's store goes well with the atmosphere of the store.  .644
i The experience of the store makes me think that I should change my daily life. ~ .893
Behavioral P ) , nee Y 0.722 4,009 876
experience In-store experience makes me think about my lifestyle. .823
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Table 5. The importance of customer experience based on fashion lifestyle groups

e Fashion Individuality-valued Trend-oriented brand- Fashion-interested Conservative
. lifestyle type  pragmatic group seeking group group pragmatic group . Scheffe or
= F ratio

Customer ~ ~ ~ ~ Games-Howell
experience . (n=99)(a) (n=133)(b) (n=79)(c) (n=89)(d)

Relational experience 4.49 437 5.24 371 T32.844% c>a,b>d*
Cognitive experience 543 5.06 5.79 4.79 23,542k ca>b, d
Emotional experience 5.09 4.89 5.59 4.47 F21.735%** cab>d

Sensory experience 4.63 4.58 5.40 4.03 132.648%%* c>a,b>d*
Behaviroal experience 457 4.48 5.48 3.94 129.438%%+ c>ab>d
***p<.001, t: Welch’s test, {: Games-Howell post-hoc test
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