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Study on the Development of Tools for Measurement of Consumers’ Brand Experience
Inside and Outside a Fashion Brand Store at a Large Shopping Center
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Dept of Fashion Kookje University; Pyeongtaek, Korea

Abstract : This quantitative study helps develop a measurement tool for consumer experiences inside and outside of a
fashion brand store in a large shopping center along with a previous qualitative study that utilized a consumer interview.
An expert group interview was conducted to verify the result of the previous qualitative study. Subjects were selected
through convenient sampling. A self-administered questionnaire was developed to collect the data. We used 666 ques-
tionnaires for data analysis. To analyze data, reliability analysis, factor analysis, correlation analysis and measurement
equivalence verification were conducted with a statistical package of SPSS 21.0 and Amos 18.0. We used 27 questions in
8 factors for consumer experience inside of the fashion brand store: fashion product, VMD, salesperson responsiveness,
salesperson specialty, salesperson's special treatment, salesperson's respect for customers, and positive/negative emotion.
We used 27 questions concerning seven factors for the consumer experience outside of a fashion brand store that encom-
passes a large shopping center: experience with brand and product category diversity, experience with promotion and
event, esthetic experience, experience with culture and entertainment, experience with recreational behavior, experience
with reputation and sense of pride, and experience with customers.
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Table 1. Research progress step-by-step procedures

Research stage Data collection Data analysis Research

- Extraction of a total of 142 questions from 34 studies on

Literature revie Domestic & foreign consumer experience
. view literature research - Extraction of a total of 254 questions from 67 studies on .
. Primary
properties of shops and stores
research
Consumer
1 Qualitative focus group Age 210~15 g - Assorted by sequence and categorization of meaning
Step research interview Female
. . - Check on questions extracted through literature research and
Expert interviews Expert 8 . .
consumer interview
Consumer Male & Female 10 - Check on understanding of questions for measurement
- Literature review, Consumer interviews, Expert interviews obtained through the measurement items
Preliminary Age 20~50 Secondary
2 Quantitative survey Female 58 SPSS 21.0 / AMOS 18.0 research
Step research This survey Age 20~50 - Frequency Analysis, Correlation Analysis
Male & Female 666 - Reliability Analysis,
3 Measurement tools Measurement item - Exploratory Factor Analysis: EFA
Step development results proposition - Confirmatory Factor Analysis: CFA
4 Measurement tools Age 2050 - Measurement Equivalence Verification
Step verification Male & Female 442
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Table 2. Refined questions to measure brand experience inside fashion brand stores

Factor

Questions for measurement

Fashion product

3

@ 1t is easy to spot hot or new items.
(@ Purchase is convenient as the items are well coordinated.

@ Various colors, materials and sizes are readily available.

VMD

D Mannequin display(Visual Presentation) at a store makes choice and purchase convenient.
(@ Wall decoration and display(Point of Sale Presentation) at a store makes choice and purchase convenient.
(® Hanger display by colors and items (Item Presentation) at a store makes choice and purchase convenient.

@ Store interior or window display that represents the fashion brand well is eye-catching.

Responsive-
ness

D A salesperson’s service mind is important because 1 have different expectations on different fashion brands.
@ 1 decide whether to purchase or nor depending on how a salesperson serves.

@ A salesperson represents the brand.

Specialty

@D A salesperson kindly provides product knowledge or information.
@ A salesperson provides good explanation about the brand history and new items.

@ 1 tend to trust and rely on salespersons in case of functional or professional fashion brands(sports, outdoor, golf).

Special
reatment

Salesperson

D I feel like being specially treated when a salesperson calls me a VIP or regular customer and hints me on hot items
or products in limited quantities.

(@ 1 trust the salesperson because he/she knows my style, enthusiastically recommends the items that I want and manages
the list of my purchases.

@ 1 feel like being specially treated and frequent the store because the salesperson lets me buy items at a discount even
before clearance sale or discount events.

Human
respect

@ I form a relationship with a salesperson and keep using the brand when the salesperson is kind and respectful.
@ 1 trust a salesperson and keep using the brand when the salesperson is truthful.

) A salesperson’s active response to consumers seems to be important because that makes consumers visit the store
more frequently.

Positive

O Walking out of the store with several paper bags makes me feel satisfied and happy.
(@ After shopping and coming back home, I put on the fashion items that I have bought and feel pleasure again.

® Paper bags and packaging that represent the fashion brand well are important. Walking out of the store with a nice-
looking paper bag in hand makes me more pleased.

Emotion

Negative

(D When a salesperson looks me up and down and seems to be treating me based on his/her judgment, I just walk out
of the store because I feel ignored.

@ 1 have an experience that 1 got disappointed with a store (brand) because of a salesperson’s way of speaking or
behaving.

@ A salesperson who does not respond to or care for a customer visiting the store makes me unpleasant.
@ A salesperson’s conventional response based on the manual makes me uncomfortable.

® A salesperson’s rhetoric and excessively kind response makes me uncomfortable.

CFI=.954, RMR=0.032, RMSEA=0.0412 %3 whgl 30
2 Jepdth B2 0.6 o1, tvalues 1.965 o Fo®
Wadddel =, AFGAECR) 2 e
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el AR Ee FREATL Add 4 Slrh vho] Table
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HABME wf7F off - &AM o] HA= Ao gk 7t o
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Table 3. Refined questions to measure brand experience outside fashion brand stores

Factor

Questions for measurement

Brand & product
category diversity

D Many fashion brands have come in and diverse products can be found.
@ 1t sets the seasonal trend.

@ It is convenient because the store has a large stock of products.

Promotion
& event

@ 1t is possible to research information and make a purchase through multi-channels (online mall, home shopping,
mobile).

(@ Texting me about notices such as information on season’s sale, freebies, and gift card events is convenient.

@ It is good to be able to use various means of promotion such as VIP membership card, 5% discount and DM, coupon
books, flyers, etc.

@ 1t is good to be able to use guide brochures & postcards at the shopping center.

Esthetic 4

(D Mannequin’s diverse facial expressions, postures and hand gestures that make the fashion items look better are eye-
catching.

(@ The interior design is exclusive.
® Window display, outdoor facade (exterior), billboard lighting, signs, etc. are cool.

@ Indoor lighting and interior pieces are cool.

Culture &
entertainment

@ 1t is possible to shop around and use recreation facilities with family.

@ It is good to see an exhibition of dolls such as Kitty, Barbie and Teddy Bear and seasonal events because it gives me
a chance to look back on my childhood and feel like a child again.

@ It is good to have seasonal festivals and concerts.
@ 1t is good to enjoy art and culture through plays, musicals, etc.
® 1t is good to enjoy musical performances, galleries, exhibitions(Kitty, Barbie, Teddy Bear), etc. with family.

Playful behavior 5

@D 1 feel like going on short travel or reaching a destination only with a short drive.
@ It is good because the shopping center is a tonic for my routine life.

@ 1 go shopping to relieve stress and feel comforted.

@ 1 feel refreshed when coming to this shopping center.

® It is good to chat with friends for a little while because 1 can forget reality.

D I feel proud especially when I buy a present for others and think they will like seeing the paper bag and packaging of
this shopping center.

Reputation 3
& pride @ This shopping center offers good services that match its reputation.
@ It seems that the reputation of this shopping center reflects me and represents my life style well.
(D When 1 visit this shopping center, 1 have different mindset and expectations on its service.
Human respect 3 (© When I visit this shopping center, I want to be treated specially as I spend much money.

@ This shopping center offers services equal to every consumer.

FATE 727013, T AARS ko] BEARE 029U 2 ek 7kl ZAEel tiste] AR ofslstal A=A et
&+ “:} o] FX5 AT AFTF7 [@+2xS.EJX 3171 Sl AFshe ACEA ok 7hol] FUst d3s Hol
thYshH, [72742%.029=67~79]12% 1S ¥3Fekx] Zar 7] A ol A& HAdtsie] ARde] SAHFYAN 21 IES &
o 2] wﬂﬂa}ﬁwol UE Ao w Vet 1’4~4 Table 63} eyt S B3k Hs h:]'(Wu 012). W&t £ A7)
Table 72 SHENE v off - o Foxe] BH= FPel o A 2HFAHES AFT o) 20~500] A LHAETS T
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7] fEiME 28E Y sk 24lo] "asith ST U 2 QRS FUSH At Tl AAIEE=A



582 g FRIYSIBI] A17H 4B, 2015H

Table 4. Exploratory factor analysis on brand experience inside & outside fashion brand stores

Brand experience
inside of a fashion brand store

Brand experience

outside of a fashion brand store

Factor Factor Eigen Cumulative Cronbach Factor Factor Eigen Cumulative Cronbach
loading value variance(%) -o loading value  variance(%) -o
@ 710 @ 84
Fashion product (@ .646 1843  6.825 706 fartzzf)rjc dﬁ’i‘;f;f; @ 784 2584 8909 802
® 639 ® 1
@ 769 o 771
695 Promoti 769
VMD @ 2467 9138 761 romotion (2 2655 9156 790
® 641 & event ® 689
@ 629 @ 551
@ 787 ® 724
Responsiveness (2  .608  1.687 6.249 .686 . @ 708
Esthetic 2.626 9.054 .843
® 572 ® 703
@ 745 @ 580
- Specialty @ 711 1934 7164 691 @ 758
o
g ® 577 Cute & @ 737
3 © 766 Lure ® 735 3661 12623 876
% Special entertainment
@ 753 1.814 6.720 743 @ 716
treatment
® 521 G 644
B @ 780 D 755
re‘;;iiltl @ 757 2404 8902 749 @ 723
® 548 Playful behavior (@ .715  3.066 10.573 829
® 710 @ 574
Positive ® 646  2.039 7.552 705 ® 569
® 639 @ 739
= Reputation
S 855 . 707 2.070 7.138 765
= @ & pride ®
£ @ 831 ® 680
Negative ® 796 3429 12.701 .876 o 823
@ 783 Human respect (@  .769  2.047 7.058 705
® 770 ® 640

KMO = .922, Bartlett = 6895.539, df = 351,
Total Cumulative Variance = 65.251(%), p=0.000

KMO = .

943, Bartlett = 8629.852, df = 351

Total Cumulative Variance = 66.814(%), p=0.000

***For all questions, the result is significant at p<.001.
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Table 5. Confirmatory factor analysis on brand experience inside & outside fashion brand stores

Brand experience Brand experience
inside of a fashion brand store outside of a fashion brand store
Factor Eigen Cumulative Cronbach Factor Eigen Cumulative Cronbach
Factor . . Factor . .
loading value variance(%) -0 loading value variance(%) -0
© 710 O 841
Fashion product @ 646 1843 6825 q06 ~ Drand&producteategory o o) 5 seq gog9 802
diversity
B 639 ® 1
© 769 o 771
695 i 769
VMD @ 2467 9138 761 Promotion @ 2655 9.156 790
®@ 641 & event ® 689
@ 629 @ 551
@ 787 @ 24
Responsiveness (2  .608 1.687 6.249 .686 . @ 708
Esthetic 2.626 9.054 .843
® 572 ® 703
@ 745 @ 580
- Specialty @ 1 1.934 7.164 691 © 758
2 ® 577 @ 737
o
3 D 766 Culture & ® 735 3661 12623 876
3 Special entertainment
®@ 153 1.814 6.720 743 @ 716
treatment
® 521 © 644
© 780 o 75
Human
157 2.404 8.902 749 723
respect @ @
® 548 Playful behavior ® 715 3.066 10.573 .829
© 710 @ 574
Positive @ .646 2.039 7.552 705 ®  .569
® 639 o 739
= Reputation
855 . 707 - 2.070 7.138 765
% @ & pride @
5 @ 831 ® .680
Negative ® 796 3429 12.701 .876 O 823
@ 783 Human respect @ 769 2.047 7.058 705
® 770 @ .640
KMO = .922, Bartlett = 6895.539, df = 351 KMO = .943, Bartlett = 8629.852, df = 351
Total Cumulative Variance = 65.251(%), p=0.000 Total Cumulative Variance = 66.814(%), p=0.000
***For all questions, the result is significant at p<.001.
U gt md A9=E vk Zlolth B 2 A0 HEE B SAETE fEsiinh o)A
AA A Al BHATFE FEl V1R SHESS
5. &4 =2 TS, ol 2HA HYS S =5 B3 A &
AEYE FASIAT B Aelxe o9 W B3EE AF
£ Ao BAL A2 fFEEASR o &dAE @S, at7] St Tt LA AP S Fe =EE SAHEY
Eags, Zn|d okzdl, thvkE)elr &Bjzke] &34 < AAsI
Holl gk BHZ olaiE #3k BAA A7EA 2HREe] o 2 AFeMe 12 dFAFHE AT Jde] BEEs F9l
@ LFAE W AEAE wg o - eellre] Hals A A EAATeL AHA ATHEEE B 2E2E VR SHEY
o= ihro] AP FAYNH SAHAETE sk HSeaL S0 WF eAe AFusken, olE Jdukanat 108 o
24 atom, AHrte] AP eclS sk Qe g8 A Fow ARl el T5olv &, 19 ojE® 2¥E
ERAT, 2R By, AE7E Ao A AFERIEAL & AAFUT. o|FA AP A7 s Tl ==E
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Table 6. Correlation analysis on factors of brand experience inside fashion brand stores

Factor 1 2 3 4 5 6 7
1 Fashion product 1
827
2 MD 1
v (.022)
3 Salesperson 584" 5277 1
responsiveness (.019) (.018)
4 Salesperson special 770 73 629 1
P pecialty (023) (021) (.020)
5 Salesperson 606 669" 689" 639 :
special treatment (.022) (.022) (.022) (.022)
s Salesperson 5647 5717 829" 6017 795 |
human respect (.019) (.019) (.022) (.020) (.023)
; Positive emofion 655 589" 57127 5827 576" 597 |
(.020) (.018) (.018) (.019) (.020) (.019)
X Nesative emotion -258"" -2277 -2817 -223" -2707° -308" -323"
g (.021) (.019) (.019) (.020) (.022) (.020) (.020)
(): S.E., **%p<001
Table 7. Correlation analysis on factors of brand experience outside fashion brand stores
Factor 1 2 3 4 5 6 7
| Brand & product |
category diversity
2 Promotion & event ?(7)3 1 1
6217 670
3 Estheti h 1
sthetic atmosp cre (022) (025)
4 Culture & 4727 6617 727 |
entertainment (.022) (.028) (.029)
523" 639" 715 697
Playful behavi 1
> ayful behavior (021) (.025) (027) (.030)
5117 628" 715 655 689"
R i i 1
6 eputation & pride (019) (023) (024) (.026) (025)
; i , 424 3757 458" 4017 4747 6147 .
uman respee (017) (018) (019) (021) (.020) (021)
(): S.E., **%p<001
Table 8. Comparison of model suitability for brand experience measurement invariance inside fashion brand stores
Division r df GFI CFI RMSEA TLI AY P Sig.
model 1 898.037 592 913 954 028 946
unconstrained
Gender 2 N
modet 918.403 611 911 954 028 947 AP19=2037 313 o
A constrained significant
SATIEE o83l duzAlel B XS AAS A3, i 44 Z2AAFez gl 2919 27l SRS =&}
B wjihffeae] BERE AHAQS HAGE A, o} PHAEHE wge)iore] Hile AP Hills Y
VMD Ad, Ao i AF, vl d2d A, B T O A, TS - oME AF, Auld A, 3}
SdUe- Ag, Ao A7kd &5 AY, -4 2EAEH HRIHE Ad, /84 g5 Ad, 834 € A5 Ag,
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Table 9. Comparison of model suitability for brand experience measurement invariance outside fashion brand stores
Division ;8 df GFI CFI RMSEA TLI Ay P Sig.
unir(l)(r)l(:rlaiil o 1028346 606 8% 950 032 942
Gender model 2 5 Not
% constrained 1046.672 626 .895 950 .032 944 Ay (20)=18.33 .566 Significant
*EEH<01, **p<.05
A EFAE TN 2919 27l EReE =EERh A o o= Hyslons P PR, 7SRt vEAE U
THAE AN HHBHE mfge]Foxe] HAlle AHe Fo R ATt Hlws) He A= vt & Zlow wvtE
1 5 =2 A AR AAAMuA A9, de] B o w3 gfukabd 30~40t] o3 @dol AES sk ¢
A AY, 2 B R AR SARRES 14 24 A 3 o] skl of=dhe T HAl sl TISEele] 423
AE S3iM AAHJE. olH T olfE durd, HH o o o] BoAHA FFe] &% E3HE Ik 71EAEe] Bol
FstEol7ks FAlol webA ollgh APQRIES 7R oR 7] wole. E4, & 2AIA Hrh sl B2 AwA
2olol & AWaQBelT & & At o] FoM L& R B U] e B AR ZAYA Jzsie] Y &
Aux ARl we BAR ZYRGL AL B YA (s, BtagE, Zeo)y okgel, fgukEyt A
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o= wFhfFolre] Hals At fAEAE v o] Folx et 2 A vE2A e Zlos ddEn ol o
o] Hi= Aoz fEjdte] APacls =Esvke Aol Tat] TR APE ArkemA pEskEE A FHE
71Ee] Aok ApdstE = Folrt. o]F Foto] HAAEAE v el oo vHg dart ok A, 20-300H -
Ul - o Felxe] Hale Aol ojmdk aRlEo] A8H= o SHAES xRl HEnthe 2ERl HE o]gEe] 3
A sefalet] Egol 2 Ao dAdtd B4, Ak o AF SEL QUek. wbA zh egAlE e} sidddeE Bl 5
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