o] 7749 8131 4]
A9H A435, 2017

PISSN 1229-2060
elSSN 2287-5743

<OAFI=R> Fashion & Text. Res. J.
Vol. 19, No. 4, pp.448-467(2017)
https://doi.org/10.5805/SFT1.2017.19.4.448
2| 2lo|= AEIRY & EMES| OiE MEH A AlIEA{ 0t AH[XIEQ
DHEO|SRUEN, MET0HS7|, oHEEN =0l CHst AEH 7
Mzeq| - 27"
Fdujstn st . Fiem UAlE AT

A Case Study on Living Lifestyle Shop Brands focusing on Store Experiential
Factors and an Empirical Study on Store Usage Behavior, Product
Purchase Motives, Store Attitudes of Living Lifestyle Shop Consumers
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Abstract : Attention to living lifestyle shops covering with the wide product range including household items, interior
decoration, and bedding have recently increased since consumers have been improving their standard of living and income
levels and they are getting more interested in up-to-date trends of global living lifestyles. The purpose of this study is
first, to analyze the market situation of living lifestyle shops using the case study method and second, to investigate con-
sumer’s store usage behavior, product purchase motives, and attitudes to the living lifestyle shops using the empirical
study method. For an empirical study, the survey was conducted with 20s to 50s female respondents who have visited
living lifestyle shops and a total of 227 responses were analyzed using SPSS 18.0. The results of this study were as fol-
lows. The most frequently visit store was MU]JI and most of respondents tended to visit the store once a month and their
interest and purchase items were household items. Only impulsive purchase motives among other motives of living life-
style shops, such as others-oriented, situational, and reasonable motives, significantly had a positive effect on store atti-
tudes toward living lifestyle shops. There were differences in purchasing items at living lifestyle shops depending on
marriage status and occupation. Purchase motives of living lifestyle products were statistically influenced by demographic
factors such as age, marriage status and income level, however store attitudes were not. The managerial implications for
living lifestyle shops are discussed limitations and areas for future research as well.
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Table 1. Definition of living lifestyle shop-related similar terms in previous studies

Term Definition of terms in research/ research title

Researchers(Year)

Cultural spaces where consumers can enjoy / A study on a VMD of lifestyle shop applying experiential
marketing -VMD case studies on IKEA, MUIJI, and Kosney-

Koh & Choi(2009)

Places focused on complex cultural and shoping spaces for consumer lifestyles / A study of the

Lifestyle shop  multi-cultural space of fashion retail shop

Kim(2015)

Places where consumers are able to not only buy products but also meet with new experiences /

Investigating consumer attitudes and purchase intentions to fashion brands' extended retail format:

Focusing on lifestyle shop

Kim et al.(2015)

Brands of all household items and living product designs used for the daily life / A study on the promotion

. . Lee(2015
o design for living brand: focused on the case of IKEA eel )
Living brands - - - — - - -
Brands which offer consumers various categories for all areas of life including furniture, household items, Lee(2017)
and so on / A study on BI expression strategy designs for VP differentiation of living brand stores
Shops which propose consumers the total coordination of furniture, home furnishing, interior decoration
Total interior shop items, and so on according to latest trends focusing on consumers’ emotional satisfaction / A study on Choi(2005)
design strategies by establishing brand identity of total interior shop
Household items  Stores which cover all range of necessary product categories for daily life except for clothing and food / A Kim(2001)

specialty stores

study on VMD strategy of the lire article specialty shop - Focused on VMD type of proposal of life style-
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Table 2. Selection of living lifestyle shops for the case study

Shops Year Site Number of stores
Hanssem January 1997 Nonhyun-dong, Gangnam-gu 9 stores
LIVART October 1979 Nonhyun-dong, Gangnam-gu 308 stores
Casamia December 1982 Nonhyun-dong, Gangnam-gu 81 stores

Modernhouse May 1996 Yeongdeungpo Times Square 49 stores
MUJI December 2004 Songpa-gu Lotte World Mall 21 stores (in Korea)
JAJU 2012 Shinsa-dong, Gangnam-gu 150 stores

H&M HOME July 2014 (Domestic) Yeongdeungpo Times Square 3 stores (in Korea)

ZARA HOME April 2014 (Domestic) Shinsa-dong, Gangnam-gu 3 stores (in Korea)

Flying Tiger Copenhagen August 2016 (Domestic)

BUTTER September 2014
Kosney 1999
CASA Alexis 2014

Yeongdeungpo Times Square 4 stores (in Korea)

Yeongdeungpo Times Square 12 stores
Nonhyun-dong, Gangnam-gu 18 stores
Nonhyun-dong, Gangnam-gu 5 stores
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Table 3. Case study analysis of living lifestyle shops
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Stores

MUIJI

Brand logo

MUJI

REDR &

JAJVU

Brand concept

- Selection of material
- Inspection of process
- Simplify packaging

- Korean lifestyle brand
- Natural and simple design

=" ] P - )
Key items (product) b = l
b = —
e - e =
MUOEFIFAATY  moE2IEN QYO AW BY 2R EY ,::‘.mm m‘h“ N e
Furniture Bedroom Bathroom Kitchen Furniture Bedroom Bathroom Kitchen
On/off line items [ ) [ ) (] (] [ ) [ ] () [ )
Fabrics Decor Fashion etc Fabrics Home Decor  Fashion etc
® 0O
High neutral low L 0 o o L 0 0 1
Price Middle price. Middle price.

Target customers

20 to 60 customers who want quality products at reasonable

prices and simplicity that meets the aesthetics of the times.

20 to 50 customers who want to live an independent
life

High ceiling and comfortable lighting lead to aesthetic
stability and positive image of the store

Display and sell the diffuser. which Represents a brand
concept

S X -
ensuous Light BGM Scent Light BGM Scent
o o o ([ J © o
Structured movement and spacious space for all ages to Nature-friendly interior using only wood and white
o enjoy shopping color
Coordination Interior Display Interior Display
[ J o o [ J
St?re al Experience and one-stop shopping with all the products Products that combine practicality and trends are
experienti that propose lifestyle composed of younger consumers
factors l
Servi . . . S
ervices Product trial Salesperson attitude Rest lounge Product trial aresperson Rest lounge
attitude
(] o O (D) o O
Sensuous Sensuous
Diagram
Services Coordination Semvices Coordination
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Table 3. Case study analysis of living lifestyle shops (continued)

Stores

H&M HOME

ZARA HOME

Brand logo

é
HOME

ZARA HOME

Brand concept

- Living line of fashion brand H & M

- Sensational design

- design living space as art

- Eco. design. quality

Key items (product)

ha

E
!

*iasos Haeto0 i
Furniture Bedroom Bathroom Kitchen Furniture Bedroom Bathroom Kitchen
On/off line items O [ ) () [ ) O [ ) [ ) [ )
Fabrics Decor Fashion etc Fabrics Decor Fashion etc
@ © O high neutral low o © © ] { ] [ ] © [ J
Price range Middle price

Middle-high price.

Target customers

20s to 40s Young customers who

want fashion for their home

20s ~ 40s customers who decorate their space
with their favorite style of fashion

Bright lighting and atmosphere to show

the brand's free image

Exhibits and sells the translucent brand's

own diffuser, herbs, etc.
S - -
ensuous Light BGM Scent Light BGM Scent
(] (] O [ J (] (]
A variety of design and artistic elements and There are a lot of design products with
unique interior accessories strong exoticism than practicality.
Coordination - - - -
Interior Display Interior Display
Store o0 © d d
experiential Differentiating itself from Korea by launching It has a wide variety of fabrics, including
factors premium line using organic materials bedding and tableware.
Servi - - - -
ervices Product trial ~ Salesperson attitude  Rest lounge Product trial ~ Salesperson attitude  Rest lounge
() O O [ J o O
Sensuous
Sensuous 50
Diagram A
0 I
N Coordination
Services Coordination Services oordinat
Stores Flying Tiger Copenhagen BUTTER
ing % ®
Brand logo flying Riger

cepenhagen

BUTTER

Brand concept

Reasonable price design store
- Danish pragmatism, happiness and relaxation
- Stimulate your imagination and deliver more than
just new value

- Fancy, Living SPA Brand
- Stress-type shopping area
- A fast-living shop aiming for your own home decor




Table 3. Case study analysis of living lifestyle shops (continued)

Qu|AcA LT gjorey M3

Key items (product)
D .
-y o~ S =
Furniture Bedroom Bathroom Kitchen Furniture Bedroom Bathroom Kitchen
On/off line items @) © [)) [ ) O [ D) o @
Fabrics Decor Fashion etc Fabrics Decor Fashion etc
® © O
High neutral low O 1 1 1 0 0 0 1
Price Low price Low price
in their 20s ~ 30 i h
Customers in their 205 S wanting a space where 20s ~ 30s who want cute interior decorations

Target customers

small happiness spreads in everyday life

It is a street-type shopping space, attracting customers with

intense lighting and BGM.

Taking into consideration the small product-oriented
product structure, it uses strong and small lighting
S - -
ersuous Light BGM Scent Light BGM Scent
([ J () O () © O
Light and youthful images are produced by Difficult to find clear concept in
using vivid colors in stores and products interior or display of store
Coordination - - - -
Interior Display Interior Display
Store d d © o0
experiential A shop where anyone can experience There are a variety of products such as dog goods,
factors goods at low prices travel goods, and beverages.
Servi - - - -
ervices Product trial ~ Salesperson attitude Rest lounge Product trial ~ Salesperson attitude  Rest lounge
([ J () O o © O
Sensuous Sensuous
10 10
Diagram 7 ? if
. Coordination| Coordination|
Services Services
Stores Kosney CASA Alexis
Kosne i
Brand logo @y CASA Alexis
LIEE STYLESHOR —— EUROPEAN URBAN VINTAGE —
- It is not simply a place to sell interior products, - Premium Nordic furniture
Brand concept but an interior trend reading company - Industrial vintage home styling
- Provide modern Glamor trend at reasonable price - Sensory and trendy
o 'S
=X
75 -0
, — x “a <\ Oy
Key items (product) Q Q i -
Furniture Bedroom Bathroom Kitchen Furniture Bedroom Bathroom Kitchen
On/off line items () () o (] [ ] O [ } [ )
Fabrics Decor Fashion etc Fabrics Decor Fashion etc
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Table 3. Case study analysis of living lifestyle shops (continued)

® O O
high neutral low

o [ ] L)) L))

(D) [ ] 0 L))

Price

High price

High price

Target customers

30 to 50 customers who want a rich
sensibility but are not luxurious

30s ~ 50s customers who Want trend-leading style

Sensuous

Quiet background music and low illumination
for modern glamour concepts

Matches a quiet atmosphere that can be somewhat
static with the trendy BGM

Light BGM Scent Light BGM Scent
o o ([ J o [ J o
It mixes furniture of various genres, accessories Exquisite interior design, reminiscent of
and realizes new style. gallery than shop
Coordinati - - - -
oordmation Interior Display Interior Display
Store d © d d
ienti F fi brand products t 11 . . . .. .
experiential .rom‘ amous re.m producis fo sma High price, difficult to visit store and product experience
factors interior accessories around the world
Servi - - - -
ervices Product trial ~ Salesperson attitude  Rest lounge Product trial ~ Salesperson attitude  Rest lounge
[ ] [ ] O © © O
Sensuous Sensuous
20 20
. 10
e A A
0
. Coordination| . Coordination
Services Services
Stores Hanssem Flagship Shop LIVART
e o - 2 LIVAR]

Brand concept

- Total home interior brand
- Design beyond the east and west
- Digital space design

- design living space as art
- Eco. design. quality

Key items (product)

5]

'Y !.l[l’i-‘ ‘\ 9
\

L

] ARA B 2
war

SR . AU ihanyayi et wson w3100 wnmm ayeer
Furniture Bedroom Bathroom Kitchen Furniture Bedroom Bathroom Kitchen
On/off line items o (] o () [ [ [ o
Fabrics Decor Fashion etc Fabrics Decor Fashion etc
® OO
([ O © O (] O © @)

High neutral low

Price

Middle price.

Middle price.

Target customers

Over 20 ~ 60 customers who want a unique
and beautiful living space

20s ~ 60s customers who want a
space without decorating

Store
experiential
factors

Sensuous

No aesthetic elements without scent, background
music and focus on the product itself

Eliminate unnecessary sensory elements to create
a clean and luxurious atmosphere

Light BGM Scent

Light BGM Scent

(D) O O

® (D) 0
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Table 3. Case study analysis of living lifestyle shops (continued)

Coordination

experience

Presenting finished interior to give customers a lifestyle Show the sensory store coordination by different interior

elements by floor.

Interior Display

Interior Display

0 o

Provide customized services and after-sales
service for various products

You can present the finished interior of various
products and experience

Store Services - - - -
experiential Product trial ~ Salesperson attitude  Rest lounge Product trial ~ Salesperson attitude ~ Rest lounge
factors ) o O Y Y 0)
Sensuous Sensuous
10
Diagram 5
A Coordination| . Coordination
Services Services
Stores Casamia Modern house
.
Brand logo Casamla MD ern HOUSE

HoMe coordinator

Brand concept

- Design as a new value creation combining customer's

psychology and emotional satisfaction culture
- Interior trend and style
Space experience

- European Lifestyle Shop
- Space utilization idea solution

a P
Key items - et
(product) s
10-555 s 3857 e 42.555 i
Furniture Bedroom Bathroom Kitchen Furniture Bedroom Bathroom Kitchen
On/off line items [ ] [ ] [ ] [ ] O (D) [ ) [ )
Fabrics Decor Fashion etc Fabrics Decor Fashion etc
0O
] © © O © © © [ ]

high neutral low

Price

Middle-high price

Middle price

Target customers

20s ~ 60s customers
who want to increase the value of life

20 to 40 customers who want the latest trends
and styling suggestions

Sensuous

Natural lighting and natural aroma to create
a relaxing atmosphere

The brightness of the lighting is lowered and the feeling of
calm and the atmosphere of the entire store are enhanced

Light BGM Scent

Light BGM Scent

o 0 (D)

[ ] () ()

Store
experie Coordination
ntial
factors

It shows the designed interior space by
making good use of space.

Present interior direction that can utilize narrow space

Interior Display

Interior Display

Services

Establishing an experience and cultural space in its
own hotel to provide unparalleled service.

We can expect good after-sales service such as
free furniture assembly

Salesperson

. Rest lounge
attitude 8

Product trial

Rest lounge

Product trial ~ Salesperson attitude

(] [ ] (D)

[ ] [ ] ©)
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Table 3. Case study analysis of living lifestyle shops (continued)

Sensuous Sensuous
Store 20 10
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Table 4. Strategic suggestion of living lifestyle shops based on results of case study

Store Marketing implication Strategy proposition for customers’ store experiential factors
Sustainable product development and location expansion to ~ Improve store interior components by diversifying furniture
MUIJI nationwide from metropolitan area. Advertising for new products and unification worldwide store configuration with
seasonal product line-up and discount period. interactive space such as restaurant and book store.
Differentiate from competitors by developing unique premium . . . . o
. . p .y ping . quep Clarity for brand image with Eco-friendly store interior for all
JAJU line or major product line obviously customized on Korean . L .
. location and providing space for relaxation to customers.
life-style.
H&M HOME Product development for reflecting Korean culture and spirit ~ Establish brand identity with independent store filled with
and active advertising for living product launch. unique product line.
ZARA HOME Increase a number of nationwide store locations and promote ~ Develope furniture product line inspiring brand image and
online shopping route by launching domestic online store.  install them for interactive space.
Flying Tiger  Diversify product line such as small furniture or fabric with ~ Boost convenience for customers by manipulating store light
Copenhagen  lower price and increase number of stores for different ages.  or sound and space expansion.
BUTTER Build better brand awareness with clear identification and Arrange visual element identifying brand image and explicit
major product. sectioning by product line.
Kosney Require for advertising the brand itself. Diversification of in-  Offer direct experience beyond display with interactive space

house product with reasonable price.

utilizing own product.

CASA Alexis

Diversify store location such as different area or department
store and increase variety of up-scaled product.

Increase customer accessibility with wider range of price or
lighter store ambience.

Nationwide store expansion.

Value on time itself for shopping with experience space in the

H:
anssem Increase artistic element with economical interior accessories.  store to build brand image.
LIVART Change brand logo and slogan for customers to change Import off-shore fancy brand with variety of price range
perception on the brand. increasing diversity of product and up-scale brand image.
Casamia Require wider price range and variety of concept for young Clarify concept and section by product for well-diversified

age costumers.

store.

Modern House

Select and weighting main product line and develop practical
product line. Build conceptual independent store.

Build seasonal concept and change store display or install
interactive space followed by it.
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Table 5. Consumers’ store usage and purchase behavior in living

lifestyle shop

s fems T
Once a month 64 282
Store visit Once three months 48 21.1
frequency  Once to four times a month 42 18.5
Once two months 32 14.1
Household items 96 423
Interest items Interior decoration 88 38.8
Bedding and fabric items 17 75
Furniture 13 5.7
Household items 112 49.3
Purchasing Interior decoration 60 26.4
items Bedding and fabric items 21 9.3
Furniture 11 4.8
Over 30,000~under
50,000 Won 3 322
Over 10,000~under
Purchasing 30,000 Won 68 300
amount Over 50,000~under
100,000 Won 46 203
Over 100,000~under
300,000 Won 30 132
Product variety 103 454
Reason for New Trends 41 18.1
Visit Store atmosphere 20 3.8
Store Display 19 84
Recommendation of others 79 34.8
. SNS(Instagram etc) 44 19.4
Visit route
Internet Advertising 34 15.0
Etc 34 15.0
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Table 6. Factor analysis and reliability test of product purchase motives of living lifestyle shops

Factor Items

Factor  Eigen variance %

i - Cronbach’
loading  value (cumulate variance) ronbach’s a

To own products which represent economic power and social status .78

After receiving recommendation from others 78
Others- . o 3381 34.65% 78
oriented Due to tiredness of existing products 73 . (34.65%) -/o.
Feel necessity to purchase products since I hear explanation about &
products from sales people in stores ’
Impulse purchase .85
. . L 13.96%
Impulsive ~ Motivated by store coordination .79 1.53 8.61) 73
Stress releasing and refreshing mood .67
Situational changes such as weddin; .86 1 0
Situational £ ¢ 1.14 0.38% 75
For moving to new places .85 (59.99)
Lower price on sales period .83 9.19¢
Reasonable P P 1.01 f’ 52
Seasonal changes 73 (68.18%)
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Table 7. Factor analysis and reliability test of store attitudes toward living lifestyle shops

463

Items Factor loading  Eigen value variance % (cumulate variance)  Cronbach’s o
I feel pleasant in this store. .90
I have favorable impression to this store. .88 2.34 78.02% .86
I have positive impression to this store. .87
Table 8. Regression analysis for predicting the effect of product purchase motives on store attitudes
Dependent variable Independent variable B t adjusted R? F-value
Impulsive 30 4.67""
Store attitudes Other-oriented 0 04 0.08 21847
Situational .09 1.34
Reasonable .01 0.15
p <001
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Table 9. Chi-squared test results for predicting effects of marriage status and occupation on purchasing items at living lifestyle shop
Usage Purchasing items
behavior ] ] ] ] o ] )(2
Demographics Household items Interior decoration Bedding and fabric items Furniture
. Married 70° (69.1) 36 (37) 15 (13) 10 (6.8) «
Marriage status . 18.01
Single 42 (42.9) 24 (23) 6 (8) 1 (42)
Housewife 24 (22.8) 20 (20.9) 3 (4.0 5@31)
Students 3 (5.5) 8 (5.0) 0 (1.0) 1 (0.7)
Office job 41 (41.4) 42 (38.0) 6 (7.3) 4 (5.6)
Service sales 1 (42 4 (39 2 (0.7 1 (0.6 o
Occupation ) 2 £ 07 06 75.44
Technical work 13 (8.9) 4 (8.1) 3 (1.6) 1(12)
Profession 3 (42) 4 (39 1 (0.7) 1 (0.6)
Business administration 2 (2.5) 323 0 (0.4) 0 (0.3)
Unemployed 1 (2.5 3 23) 2 (0.4) 0 (0.3)

p<.05, "p<.01
a:observed frequency, b:expected frequency
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Table 10. Demographic differences in means of product purchase motives of and store attitudes toward living lifestyle shops

Dependent variables

Product purchase motives (M)

Store attitudes

Demographic groups Other-oriented Impulsive Situational Reasonable M
20s (7=55) 2.56 3.68 2.85 3.27B 3.99
30s (7=57) 2.65 3.55 3.18 3.66A 4.08
Age 40s (7=57) 2.81 3.53 3.10 3.63A 391
50s (1=58) 2.88 3.55 2,97 3.80A 4.05
F 2.02 052 1.18 6.30"" 0.99
. Married (7=140) 2.81 3.50 3.08 3.68 4.01
Marriage Single (#=87) 2.59 3.70 295 3.47 402
status R R R
F 4.61 3.78 0.79 4.98 0.11
Under 1,000,000(7=2) 2.00B 3.3333 2.75 325 3.67
Over 1,000,000 under 3,000,000(7=51) 2.49AB 3.5556 2.98 3.48 3.99
Income level ~ Over 3,000,000 under 5,000,000(=82) 2.71AB 3.5813 3.04 3.62 4.03
(Won) Over 5,000,000 under 8,000,000(7=62) 2.79A 3.5538 3.10 373 4.00
Over 8,000,000(7=30) 3.08A 3.6778 2.95 347 4.03
F 354" 022 021 138 0.23
p<.05, "p<.01, " p<.001
Duncan’s multiple range test: A>B>C>D
Ao EH, e AR7|E e A9 A %—%, S AR 5. 4 2
2, R4, 494, F49 A5 dEe] 4FS e A
S5 o Wol| Fulishs gl A £ AT FAES o= AL Adte) disk ot 7t
AT-FAA B0 wet 2 o]z 2ed & AFTlE EﬂJ_FJ AFS Hfste] A2 F5dAe] Ed=g Zsgi
719} i EiEe] 2jolE Yohir] 95 YURARTA T ARFH] = T ol 2t Fo A A g ol ZEh
o 9k QAREEES A8s Ao= Table 102+ 2t} 1+ ‘é F ol8A YHE AR 7t BAHEo] v ff APas
AR A7 F HESE T Aol wE AFTelE7Iek e £ A5t vAR HERS Fe] S8 N ol 2
Toll= BAKOE ol Aot Ilot A, AT, & F 12320 gk A 2AE TS ARIEAE AT
S5 et B 2ol e R Eth A o) Sk A& e AFSIAL A= 200414 500 o3 F 2
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Ow 30~500] -SEAE 200 SHAF B} FEA AF 2 2R ARRAE ATt A=A tig A4S 718k
F717F =2 Aol AUt dEdFo| wet Bl XA oz 2 gho|= el F9 AFTFE719t v =] oy
7], 54 e, A Felsr)e] Beto]l f2s g ASA ATE FYsIeH oo tig A8 AARE o
zpe)7t whom 71& ofdo] BRI A&, feld FiE717) v =3 2t
X @*éiﬁ‘r Ekon HE oio] 7|& AR} F5F Tl AR, ABH R Qe FARS] V13lE HElE 7]
717 =& Ao Vel 3 A= 20168 9ol ol Rt sl S TG ol e F gk £
A 2¢ 77}%] 20~30th 329 miEo] 20% ol F7Hetlen U AFER HFE Gdisha U5 IR + e 7
olE2 AR 7H4UH] A5o] ¥ SPAHMES] JES W el 2El Fo] TR wi 2Eole] =8 548 Ao
PThr FthKim, 2017). ©]& HEoRE FAL F U= 20 W 4 ATk mEg 2 2ol AE o] WskEe
o ZAEe] A Aue} 7ol 3‘1’47‘“1 TFujETR= HA 2A < ATEY HA=9 niAY H=2ke EAFeEH FF Y
7Fset ETERE 72k AHe AEFS $5402 Fliske o)z e Fo| voprlol & wWEks BAE = QUi
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o] e e px= A3 fle A= yERETh Atk ol =io 2 glelx 2Eld F A FuiE AF
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