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Impacts of Experiential Marketing Components in Fashion Multi-tasking Culture Stores
on Shopping Flow, Store Satisfaction, and Purchase Intention in China
— Focusing on Shanghai -

Yu Jingying, Hye Jung Jung, and Kyung Wha oh'

Dept. of Fashion, Chung-Ang University, Seoul, Korea
"Da Vinci College of General Education, Chung-Ang University; Seoul, Korea

Abstract: This study investigated the influences of experiential marketing components on shopping flow, store sat-
isfaction, and purchase intention in fashion complex culture stores. The mediating effects of shopping flow and store sat-
isfaction were also explored in the relationship between experiential marketing components of fashion multi-tasking
culture stores and purchase intention. An online survey was conducted with male and female shoppers between the ages
of 20 and 30 in Shanghai, China who visited fashion multi-tasking culture stores. Data from 165 participants were analyzed
employing SPSS 24.0 and AMOS 24.0. There were several meaningful results of this study. First, the analysis of the sub-
dimension of experiential marketing components (Sense, Feel, Think, and Act-Relate) clearly showed a factorial construct.
Second, the components of experiential marketing showed significantly positive effects on shopping flow and store sat-
isfaction in the fashion multi-tasking culture store. Third, the shopping flow and store satisfaction played important med-
icating roles in the relationship between experiential marketing components (Act-Relate on shopping flow, Sense and Act-
Relate on store satisfaction) and purchase intention. The results suggest that experiential marketing components with
shopping flow and store satisfaction should be promoted among Chinese consumers to enhance purchase intentions in

fashion multi-tasking culture stores.
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Table 1. Definition of stores and space
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Shop and space

Definition

This refers to a store that selectively collects and sells various products of brands or designers and an advanced

Multi-brand shop
concept(Pyo, 2017).

store that organizes and sells designer products of various brands or items in one space according to a certain

This refers to a store that sells various brands as th Japanese notation of multi-brand store focusing on the function

Select shop

of the store which has developed into a concept with more than 30 years of know-how in Japan(Pyo, 2017).

This refers to a store where people can experience various lifestyles while offering products that are closely related

Lifestyle shop
& Hwang, 2017).

to consumers' real lives to sell products that people need to live and suggest lifestyles that help their lives(Woo

This refers to a space that forms the human mind and artistry with a comprehensive culture in life including all

Cultural complex space

of artists(Shim & Park, 2019).

cultural performances, exhibitions, cultural education facilities, cultural information provision and the cultural
community where the total and ideological shape of culture takes place simultaneously with the creative activities
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Table 2. Fashion multi-tasking culture stores in Shanghai, China

Multi-tasking type

Name of fashion multi-tasking culture stores

Fashion & cafe

Round Up, DOE, BothBoutique. LOLO LOVE VINTAGE, Pillar of State[#fZ%2DONGLIANG]

The-MIX-PLACE , Nowhere Coffee, Fragrance of Books and Fragrances[Y&5 F57 Harbook+], Youth

Fashion & book stores

S.P.O.T.[1787 425 |a]], Replane[F5-"FIfi], Jianzu Shuibu Pujiang Restaurant[Z+% F5 /5 #1115 ], Great

Invisible House[XF&f54], Everywhere[ /7 fli], Delicious Food Library[35 £ & 51E], Chung Shu

Kuk[#h[&]]

Fashion & lifestyle (home furnishing,
furniture, interior products)

Glossy X Verpan, TheBackRoom, CHLOECHEN, MUSHROOM, MMC boutique, NININIO, Redzpi, OOAK.

Fashion & flower

Essence Casa, GARDEN 27, R.GF., The Beast[!f #J&k]

Fashion & gallery

J:GALLERY, Triple-Major“Ink”’[Triple-Major “#”], Redzpi.
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Fig. 1. Research model.
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Table 3. Results of EFA and CFA for measurement

Factor Standar-
Varia-ble Factor Items loading dized f.actor t-value AVE CR Cronbach's
(EFA) loading
(CFA)
The scent in the shop matched the atmosphere in the shop. .70 78 A
Sense  The music matched the atmosphere of the sales floor. .67 72 548 52 81 .62
The interior of the store gave me a visual pleasure. .59 .65 532
I entertained while shopping in the store 72 77 -
) Feel The general atmosphere in the store was good. .67 .69 553 .53 .81 .65
Eprm_ I relaxed while I was in the store. 1 72 5.88
meal,qri?rig 1 got.useful information about the product from my in-store 85 75 )
compon- experience.
ents Think  Through in-store events and campaigns, I have come to have a good 70 73 5.47 50 .80 72
image of various brands.
I became interested in guidebooks about brands in the store. .65 .64 4.74
The store gave me a friendliness. .80 .82 -
Act-relate  The staff in the shop voluntarily introduced the product to me. .65 .61 537 54 83 .63
The store staff understood and solved my problem. .67 .76 6.51
Shopping at this store is fun and interesting. .80 78 -
Shopping flow Shopping at this store excites my curiosity. 67 78 779 55 85 71
Shopping in this store is totally immersive. .66 .66 6.80
I feel good about having decided to visit the fthis store. .76 .79 -
Store satisfaction Shopping at this store satisfies expectations 71 .65 623 52 .80 75
I was satisfied with the services offered by this store. .66 71 7.48
I intend to purchase products from this store in the future. .80 78 -
Purchase intention I intend to go to this store later. 74 72 6.65 55 .85 a7
I want to recommend this store to people around me. 71 71 7.25
AVE: Average Variance Extracted, CR: Composite Reliability
a: Unstandardized estimates were fixed by a value of one, so a t-value is not given.
Table 4. Squared correlations and AVE of constructs
. Correlation coefficient
Variables Mean
() (@) 3) @ ) (6) (N
(1) Sense 52° 4.18°
b
) Feel :igmc 53 426
. 31 36
3 Think 6™ P .50 422
35 23 31
O] Act-relate 5™ 4™ 6™ 54 4.19
. 30 49 44 34
%) Shopping flow 55 20 o6 g™ .55 432
. . 32 38 38 34 46
6) Store satisfaction P o™ o™ P P .52 430
. . 49 41 37 30 52 42
@) Purchase intention 20 o P 5™ Tyt 65 .55 432

i p.<001, a: AVE (Average Variance Extracted), b: Squared correlations between any pair of constructs, c: Correlation coefficients, d: Mean score
(1=strongly disagreement, S5=strongly agreement)
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Table 5. Hypothesis testing results

gps) 2uzo)o] AT SATF FF LA HE)

AE

Hupi

Qbof|A]

o L
2

e
o
N

=)

M 5 o &
r

Sy

44,
!

o] uj7H

< W

o

ok 9l (constrained model)2} A 2F3FA] ek
(unconstrained modelyS 7/dste] A <]
RdRt folaA A=A Aol &b o

N
i)

o N n% tlo ot O
N
2
ro

£TB,

v ) S0 mAs §F - WSolE FHOE - 65

84 F W, d5dA AL 2575 )
AHREC] Wl W] mold F AUSS
FEAIE g ks Pzbo] ¢ 1L

Zoz yepdtt s BIREslhEe] 9
M= 2 Eo] w7 Qtollx Alzh
APLAE Egsfof TS AL o] v
Chae et al,, 2016)°] "7 v=Hol] 34
5 ARG B S
ZE0e] &) 2Eo] TSR )
S AHE A3} P EY(B=63, =3.12)7
=86, 1=3.28), F 29| BT Fuf owol FAHH
2H2FES] ) SEE =
7} koAl <]

o2 )y o

Ko
)

}u)
i

o
£
o
N
N,

oj

=
o3l
LA

fo mo 1

of

2
~

[}
AT

I A e )
o
dn e
2oy

W

i
g

X
p

=
]

R

i

2E0{ 2HF| i) St
59} 7Hd 6°] HFS

335 ARyt

.
(Bae, 20080l WHH, FAWS 2+ A2E A A

DRGSR
Hgwst Al

el

FAC1E B3] B S vk AokwEz} vA okmdle] A4

Hypothesis Path Estimate Standardized coefficient S.E. t-value
H 1-1 Sense — Shopping flow 059 148 236 520
H 12 Feel — Shopping flow 636 553 235 1.992*
H 13 Think — Shopping flow 187 255 115 1.618
H 14 Act-Relate = Shopping flow .559 504 231 2.294*
H 2-1 Sense — Satisfaction 925 .644 491 2.162*
H 2-2 Feel — Satisfaction 136 126 674 201
H 2-3 Think — Satisfaction 222 130 240 937
H 24 Act-Relate — Satisfaction 1.016 668 233 2.761%*
H3 Shopping flow — Purchase intention 945 627 .145 3.124%*
H 4 Satisfaction — Purchase intention 972 863 297 3.275%*
*p<.05, *p<01
Table 6. Testing the mediating effect
Direct effect . o
Hypothesis Path a b c Ir:fi;zft Total effect Mj;:(t:ton
X—>M X=>Y M—=Y
H 44 Act-Relate—Flow—Purchase intention 0580 0018 0293 01707 0188 Full
H 5-1 Sense—Satisfaction— Purchase intention 0350 0002 0301 0105 0107 Full
H 54 Act-Relate—Satisfaction— Purchase intention 03747 0009 01627 0107 0116 Full

p<.05, "p<.01, p<.001
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= A7E 1008w PAkel 7t ol (<0504 3.84 ol3te]
WA SRl iiAFTE SAl FERgl vXs 9
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