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The Effects of Chinese Tourists' Perceived Experiential Value on
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Abstract : The influence of tourists on the retail market in Korea continues to grow, and China has become the largest
outbound-spending nation in the world. Korea’s retail industry must comprehend the sophisticated consumption behavior
of Chinese tourists. Hence, we explored how the experiential value of shopping in Korea affected Chinese tourists’ sat-
isfaction levels regarding stores and products. Findings from this study suggest entertainment and escapism mediate the
effect of experiential value on consumer attitudes toward products and stores. This research was conducted with Chinese
female tourists who shopped in Korea during their latest visit to this country. CFA and SEM were implemented using
AMOS 20.0. The analysis of survey data produced interesting results. Visual appeal, crowding, and service excellence had
positive impacts on entertainment, and they had a positive influence on both store satisfaction and product satisfaction.
Regarding escapism, crowding and economic benefits had positive impacts, whereas visual appeal and service excellence
had no effects. Results showed that escapism had a negative influence on attitudes toward both products and stores. To
be clear, escapism refers to the status of absorption by which consumers are highly occupied with pleasant feelings, there-
fore, shopping when the motive of escapism is high is likely to be less rational and more impulsive. In this study, the
diverse roles of different emotions associated with entertainment and escapism in the context of tourism shopping were
identified. The findings provide practical implications for developing retail strategies and highlight the importance of the

experiential values of shopping for tourists.
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TRk 7 22 7d EA
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Table 1. The reliability and validity of construct model

o

78

F 2

253 Wrge) AsE 2

d

[

o L=
Ak

PEEEY) jAfe FEF 567

o= Eg

o=

Q1% (Confirmatory Factor AnalysisyS
Tshe W] AFHEE dakgtol B
22 o vt g AFErt guEdth F
3 412 %= (Composite Reliability), %
variance extracted) GA] TEE2#E 502 e} SHET

= %l(averaged

Factor Items Fac.t or Cronbach CR AVE
loadings o
The way the store displays its products was attractive. .865
Visual appeal The store was aesthetically appealing. .892 913 857 779
I like the way the store looks. .891
There were lots of Chinese consumers in the store. .843
Crowding ) 755 .629 619
There were many people in front of the counter. 726
i Products of the store are a good economic value. 877
Economic , @ good e , 893 854 810
benefit Overall, T was satisfied with the price of products in the store. 922
] Communication with Chinese language was fluent. .695
Service Sales persons in the store were kind. .891 .866 .808 701
excellence
Sales persons in the store offered useful information about the products. 909
Shopping at the store was very entertaining. .882
Entertain . . .
—ment The store does not just sell products - it entertains me. 875 908 852 766
The store made me feel happy. .869
Shopping form the store “got me away from it all”. 720
Escapism Shopping from the store made me feel like I am in another world. .873 .836 725 .650
I got so involved when I shop from the store that I forgot everything else. 818
I'm satisfied with this fashion product. 919
I have an attachment for this fashion product. .896
Product P 938 82 821
satisfaction [ like this fashion product. 903
I think I bought this fashion product well. .844
I intend to shop from the store in the future. 901
Store I will visit the store in the future. 904 931 909 818
satisfaction
I will recommend the store to my friends. 909
Table 2. Construct model correlation matrix
Visual . Economic Service . . Product Store
Crowding Entertainment ~ Escapism . . . .
appeal benefit excellence satisfaction satisfaction
Visual appeal 779 597 766 827 949 630 814 741
Crowding 356 .619 .630 681 658 678 .569 .536
Economic benefit .587 462 810 .825 793 .660 673 .631
Service excellence .684 464 681 701 879 651 779 732
Entertainment 901 433 629 773 766 728 789 747
Escapism 397 460 436 424 .530 .650 575 .530
Product satisfaction .663 324 453 .607 623 330 821 842
Store satisfaction .549 287 398 536 558 280 709 818

Numerical value of diagonal- AVE,
Numerical value of top of diagonal- correlation coefficient
Numerical value of bottom of diagonal- squared correlation coefficient (<1>2)
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7F AEdt = B AU 9ol SR1FEITHTable 1).
el S 75 A¥, Table 29F 3ro] S5 A1ZH4 vl
B A 9 AR BE HNEE e Y

Eol el Aol & A, F 1A

e = lth(Joreskog, 1971). ¥4 A3, A% A2
o] JAAAE 12 Ak mdah Ak e 7k g glo]
Folg Zolg Hol T gelo] /g oR M T FAAY
o] FEENI(Ay® =12.263, df=1, p=.000), "R Z EAE
I Au s SFAE A2 g2 FAAY] IEEATHAYL
=5.492, df=1, p=.019).

42 714 #E

2 dAFME A 2o A7E & A
e, T, AAA 9, Al Sy EARS det
olghs S WNZE k] AE ST M
E 938 AEs] A8 A 2y AMEEY.
2042 mge] AR AFE S5 vEhgom (=
1064.137/df=203, p<.001, GFI=.866, NFI=915, CFI=.929,
RMSEA=.088) 7Md A3S Pst A= Fig. 13 2t

slEl, Au)2 $44d0] Z7 gl vz
w4 A3 A2 e, ER, A
e A BA B VA Aom et ol

7 1-1(B=664, p<.001), 1-2(B=.085, p<.05), 1-4(B=312,
p<001)= AA=HACE FxE gk AlZE mjgo] &

J

>

AE W o o] eSS, vigels ABeks Aulz 95
Hol 225 23 A BAL WIS A e A @
& k. B3] Wxe) A2 el AL 4He it
Vg 2 9L PAE A0 el ol MRS 4
She AZHE9l HE 8739 s} 24e] HAs BE
v ohjel ) elmelrba G vAE F8F 89S U

gl oy Mg Aol Aol dX|skE Hlo|thAhn & Lee,
2011; Park & Jeon, 2008; Pegler, 1991). 3FAITF ZAAA 3]
glo] E7Fl FFE HF Aolgks 7H 132 BAFCE
FroalA] ol 714HEAT). AAE s S 43 S
< A7k Uths YA+ A3k BarE 9l ow(Scarpi,
2006) 2 AT E AAE 77 EAR vRE dFEE
7Pgstnon, dukro g AAA e YA six|eh i

= 484 7IAZEA A AZITHBabin et al, 1994). T
AgA o] = WA AFE Tl well= FAHQ] SHEC

e QA &8s el &% A E7eS Adeite
o

B3l AdEy g dEts AzSve AT A3 Bas
AL HKwon, 2006) & AFelM= AE 7HX FRel vt
ezt EAF vX= FFEo] t2A el ole A

Visual
Appeal
Entertain Product
-ment Satisfaction
Crowding
.698"
Economic
Benefit
Escapism Store
P Satisfaction
Service
Excellence

Fig. 1. Research model.
p<.05, “p<.01, "p<.001
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