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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.
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I. M2
A A sigel FEE exalel el

d SoE AEsHY A Huld Al AR
o]o} X th(Park, Shin, & Ju, 2014: Youn, 2012). ¥
gk AU AE AFete 2E, Zakd Aol A%
A HUAL whE ezl wiige] $1717F Folgtth
(Ko & Kincade, 1997). &=gol wjz dsts
ZE7] Slal ARA A widE PSR AR
A FE7] AZs9HChae, Choi, Jang, & Ko,
2012: Evan, 1999: New retail model, 2013).

AEA A wigeldt s uj gl o2&
Aoz o
g o n g
THLee & Park, 2006). °1& 17%1 hlaEats 1
ANEE AFstd A&HQ BAE FAgsted 1
97} AtH(Jung & Yoon, 2014: Slt, Merrilees,
Birch, 2003). st WA gES &34
BAC THE 95t FY2Eo](Pop-up store),
Y14 2~Eo|(Flag-ship store), HF wi(Select
Shop) 5 AFA oA wige JuHE E ATk
(Kim, Lee, & Lee, 2014). o]& & wj=
el wlE ezte] A=3 AFEl
A AlFstel &n|e] 7] ]
oH(Age of convergence, 2014).
FEE THE —3“31 o] Hﬂ‘r.L ufj gl
ANEE &7+
Ao BT
(Lee & Park, 2006). ths
W Ae Hgo] AYA
APe AZate] AzA ulAE
(2011 Korean main, 2011). Dior< 20151 A
o] ©& Hu]179 House of Diore LE3}
4% A™E, 554 7HE tg wvho] 9
v (Café Dior by Pierre Herme)E 2433kl Aj
dEe FUIE SAE (Evolution of the,
2015).
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(Kim & Lee, 2013).
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pas 7}

JEE
ok (Kwon, 2001).
AE EE /‘131’\7}
‘3}* TAH A}
Zaka
F7
Lee, 2013: Shin
s % nHAH
AL§- 5 o] o,
g ]Z}/l n7+s B Al T4l %
H7 JHKim & Kim, 2011). 1A wj3ol
TFsHA o] FAR L YT,
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S wige ofolwE E o
7l F2ks A &QFst wAA AFES Al
ATH2011 Korean main, 2011:; Evolution of the,
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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 there
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

store, is fashion show or

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)

dining room, bar

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

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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(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 CEl 0.853 0.853 - 0.732 0.750 0.874
Interest
CE3 0.722 0.803 20.892
CE8 0.751 0.819 20.195
' CE5 0.822 0.621 15.304
Consumer | Causing 0.624 0.798 0.859
Experience | Concern CE10 0.724 0.853 93577
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
CEl4 0.785 0.736 -
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 95332
N SL3 0.778 0.928 95.965
Cognitive SL2 0.877 0.776 23726 0.724 0.749 0.892
Loyalty
Store SL1 0.752 0.841 -
Loyalty ' 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 (y2/df=3.605)
GFI=0926. AGF1=0880, RMR =0049, RMSEA =0.069, NFI=0.954, IFI=0.966, TLI=0951, CFI=0966
? Fixed at 1 to standardize.
Schmitt, 1999)E3 Aol doew, APy =HA T ord FARE EREHYL 2 dFoME <
el o A% AW 2010EA FEA ot AH FAEE 2 ¥ FARE Fesd B
NS AoF Fdrlo] E Ao o] HL35he] ] ko] vy el 2 ufel] tieh ol s4stH e
b )9k} o, oz EAL-E HuE =2 g FAER
HAEZFAHE 292 MyYAF(Lee & Park, 2006: o) Aol it AR =2 FlAste] HLst)
Lee & Jung, 2000 €8] QA% FAE, o 2 oQpdie pAAde FABEge gl
FAER FEAAG AT 5L dURE E= sl BAH 29BN MEoE gAF 2uR
Hod T wA ol digt xFAHTY AF+E S AANsReH, &4 &9 Elgro MRS
of gRRolw, AWA M g Foel B BE QAT FAA 29 BAL A% TR B
FAES B ATE Rl Aol ek, 2 A4 o4 7o) AgwA weds) AdNE o
SNE B 29 BHS Ed) AR AA 0 ASES SHACE vasd YR o) 4%
of ¥ WEFARE FHH0E BRAAG 14 #7298 WA sithChac, Lee, & Ko, 2014).
3 Lee & Park (2006)9] 79k o] 948 34 4 B ATFME 3H 2LARHS A5
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o, 7t =9 HH JeHE =EI) 3 HAF:
H7te 98 ¥/df, GFL AGFL RMR, RMSEA¢Y]
A B84, NFL IFL, TLL CFI¢] BRI+
ol g3t AYEE stk wakA /dfel we
38tk 23, GFI, AGFI¥= 0.80°1%4, RMR, RMSEA
= 0.08°]8}l, NFI, IFL, TLL CFI¥ 090 o]4e]d &
TR Agsty H7t & 4 AH(Koo, 2010).
B AT &4 2y gelF 29 BMg A
3 A} P=425426, df =118, \*/df=3.605 GFI=0926,
AGFI=0.880, RMR=0.049, RMSEA=0.069, NFI=
0954, IFI1=0966, TLI=0951, CFI=0966% e}
QA2 APe A 72l BEsdn. d3E Ay
Bel Z/dfgke] 36058 3Rt =4 Uehgth kA

AN 200 HEUZES HESMEO|
0ixE @&

=2 —

4, 224, W4 fyo) Zz® el i A%

A OAeR Jo hE AW 2% HEVSE
3L

M
1
b
i)
i)
>% 4
Il
>
-3
i
=
=
3
joN
P—h
,_.
DN
oo
o
~
[oN
=
I

90 AYRE A AAT BrEE> A
Aol 71Z7ko] ohH, ol 71X AEE EAe] T 3.854, GFI=0919, RMR=0.055, NFI=0.949, IFI=
el 2 Az Aok R¥3 =Qxg 7he] BTl 0962, TLI=0.946, CFI=0962% e} HutHo =z
ARS8 G ROl 5 9 e,
(Koo, 2010). A7) F@Ef24L 7k ) 2.2l0] o) 7Pl 7hd2el As (Table H A A
B oyl FREl 42 daae 2 18 A B0 fue gz felw
AES VBT BRNA 2ZAVE)S 5oy B lﬁoui(ﬁ—om (=7480), A FU E
Ao}, AGAHE(CR)S 07014 W) & 7153t & FEDEwo] fog AFS W HTHB=0.466,
(Bagozzi & Yi 1988). (Table 2014 ®®, AVEzk (=782 et AR A2 A A 1Y 8
& BE 05~09% JEME CRZE RF 07~08 o SEVHZA] FR GYS wAA BT sl
= UrEM shgga e e 2 YeElth(B=0.036, =0692). Wt 7Hd 1
3 @ALcle] T FAwels v} tr2x] ¥ A =5k AFH WA wjge] So fd
Hel e Ba) AEel. ol Awele] AVE  oF FEE A s dA A6l g
Gl AEae g Aggud mn g SUSE NG U G A9 Sl wael
Bepdol kT B 4 Ath(Chae et al, 2014), =t BEUSC SHAL G FIAGE Bae
(Table 3> The Squared Correlations and AVE of Constructs
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 0417 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.

- 10 -



AFA A vl AP 2Qlo] AEWFLel HExFAE vlx= JF A+
(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

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

GFI=0.919, RMR =0.055, NFI=0.949, IF1=0.962, TL1=0.946, CF1=0.962 Estimate:

*pX05, F# K01, ##*pC 001

(2004) €] A7Atet 2H2H4 A9

E g ojaEe 4 n3l

4% 8

l~>~

_]_;g

bl

32 o% o o I

2 o © fo 2 K oo A N

£=0940, ¢=21549)% 9
)

0.853, #=24.247)¢l

[e]
- Al

b

E}@ S R8s AT, e
BAE f2ar) A3 AW A4
o]; 3t AU|Ao R HIEFA

A A vl

=

o

3. Meld Il ojEe

M 3014 AAE whsh
AP ADA A4 kel §
45 A9 i golus] §

- 11 -

Standardized Regression Weight

o] 35 vy AASIG 2 AFA A v
F 539 B3 Agr AFE (Table 58 zon,
ol BF Ad sb5d FEoR »}E}uq w& 7}
FE7Y) T2ELAS AEs] g8 AR ()

=1118.220, df=480, x*/df=2.330, RMSEA =0.050,
IF1=0935, TLI=0905 CFI=0935)3 AR 3(y
2=1144.736, df=495, */df=2.313, RMSEA =0.049,
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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 . . . . ; ; 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
T = 4 e ) (301122) (3000 <20615739*> HAL303 |- 3433
Store Satisfaction ’ ’ ’ ’
Causing Concern
2 . 0.416?‘ 0.720‘ 0.698‘ 0'72.0 . 1142.998 1738
. . (3.131%%) (2.813*%*) (2.937%%) (8.998%**)
Store Satisfaction
Causing
Relationship 0.179 0.169 0.163 0.162
3 . 1143.148 1.588
K — (2.419%) (1.080) (1.085) (2.484%) 7
Store Satisfaction
Store Satisfaction
A — 1'062.. 0'85?),, 0’857. . 1'021. 1132.396 [12.340%**
" (9.184%%%*) (10.956%**) (11.063***) (15.958%*%*)
Cognitive Loyalty
St Satisfacti
| | e TSR 0.894 0.630 0.666 0.984 asozr | o500
K . (8.9417%%%) (9.023%*%*) (9.292%*%*) (16.359%%*) ’ ’
Intentional Loyalty
Model Fit
Store #1: x*=261.754, df=120 (x*/df=2.181), AGFI=0.776, RMR =0.071, NFI=0.873, IF1=0.927, TLI=0.893,
CFI1=0.925
Store #2: x?=301.602, df=120 (yx*/df=2.513), AGFI=0.711, RMR=0.070, NFI=0.880, IF1=0.924, TLI=0.889,
CFI=0.922
Store #3: x?=298.054, df=120 (y*/df=2.484), AGFI=0.711, RMR=0.071, NFI=0.881, IF1=0.926, TLI=0.892,
CF1=0.924
Store #4: x*=256.797, df=120 (x*/df=2.140), AGFI=0.756, RMR =0.071, NFI=0.920, IF1=0.956, TLI=0.936,

CFI=0.955
Ax? »3.84 (p<0.05)

Estimate: Regression Weight
*X.05, <01, *** X001
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