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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.

Key words: fashion multi-tasking culture store in China (5= 3|4 &-3-2-8} 22E0]), experiential marketing component

AdviAY 24r), shopping flow (28 EY

), store satisfaction (Z=E¢] ¥F=), purchase intention (77 2]x)

1. M =

zE1

AR 2HASE B olfE
S7amn 24E Uzet 71 Qe ) §78 3547
ro Walsln Q. olejdt aulAEe] golxig)

HF
[e]
avjslE sl wel, 235k B @

=2 Ag

3] =S T

B ERe AR Y TER 9.
fCorresponding author; Kyung Wha Oh

Tel. +82-31-670-4805, Fax. +82-31-676-9932

E-mail: kwhaoh@cau.ac.kr

© 2021 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

57

=2
ol
o
rr

I

2 9ol 1 FlN EARTH 73
S Yeh 2 9JokShim & Park, 2019). =HA
olg]gh AnjAEe] WsHE whste] Tes)
Ho 2 ¥Rt opg}, M3 &3l BES
07 R}slL 9o (Kim, 2014), ¥ 2
l 2 AP} 25029 %—&*301 Eﬂ%i 7z

2 od
e oot

3}
il
o

ol o

%'
fr
o
LE

o = 1
o

g}L BN b Z*LE B‘rOP
5 wishs BRFEE A2 2 97 2o s
D}(Woo & Hwang, 2016). & 4H|AES] 2ho] ZAERI

HAfE A 28 v=ys 713)7F A7)a

é

=

Y 5o & mw
o N2
A

ag
o

o o
M . & odo
ot

ofrl
X,

oy ¥ BNoA2 oS adt

o
B

o

ol

o

o,

&

o}

[t

i



58 SOl FN) SR A23H A%, 2021

I E3HEsh BT o, gsket Wlﬂ *‘W =" J =,
5 3k

M
ol
o
2
H
A
Py r_r
¥
2,
_>|~I_,
&
Lot
ﬂ
<{
>~l
FHJ

% b
e
2L
o
Ao
o
2
:L
E
L

o2
(T
-
4

B ApEskE T saL ilE]'(Jung, 2018) FE7kell
g oleldt Wk A AAE Mo BEOR FH E
3 O B 078 FE2A)E BHA BEKET
gk ARjAREe] AEEr) ol 9tk (Sun & Lee, 2017).
T 217] olF ARFY BA wAE EYSEA FEER
BAPEE olRom, 3 FEIAE £ Uk 75 A
o) A% 7HHP?+ NEE B o) Wk Relspl Hrt
(Sun, 2017). &3, &= /\H]Z]»—-.,] ol WA 7 we)
25 1o ol 87 53 ) MRS AEAel B
B A1 Siek. olel F3] 5719 AN 7
E T Ba=et AR A T, =4, a9, Y8, #
5 )Rl FReA B U AFRS @ i BT
F AE A BE3ES 2Eojd FE3A FHATHSun & Lee,
2017). 14 B3Hes} 2ok Y 2B £330 B
W8 Ao, & gl xB Boke 85 A 4
A%+ Y Tl & = YA
5o

FASR: 2maos Wakgel et s

K

i

719ES AR o8-S E7] f8) A vHAI" AR
Aol 7S E8stal glom, aa]l WoR AdvH

g k) A58 E9TtHChae et al., 2016; Jung, 2018; Sun
& Lee, 2017). AFrHAIE-S AH|AFE0] AF TS Ya) 1)
AL WIS o, oA Al 8FE I FEH0E RIA|H

L A RTRE S S 212l SEA Hejs
3l A4 A3

B2 S gl B0l v Asst W]
- 7

Jo1THKim et al, 2015; Jung, 2018).

%
&Ik XA ddae 988 @
Fale AP Schmitt(1999)l 2lsix MEH o= 7435} 5
AoH, = AP 719l vHE Sl tigk Anjxe] bt
Solzta Auatnt. gl 2w APS 7 A (sense),
XA, A A (feel), F)A, AAA 2 (think), HZ
2, AAA A (act), 2L AREH, BAF A (relate) 2=
FRePHEA HEE 2 EE(strategic experiential modules:
SEMs)& AIRFetSitt. Ade 3 Bal=u 54 vidat fo)
HWAE FAT PRk o)F 43 A Y HAL(Kim et
al, 2015; Woo & Hwang, 2017) "Wi-gellA W52hs =717 =
o] (Chae et al, 2016 ; Jia & Hwang, 2013) H£dog +
v ot S oo} e A s Al Et(Jung &
Yoon, 2014).

I APuHAY 849 S84
T-o] Aol AMzpe] e A¥ 2
7F A HElY 2B Fa3% 84908 AEdYTHKim &

Yu, 2019; Lee & Hwang, 2010; Woo & Hwang, 2016; Yu
& Kim; 2016). A AAZ SR s AFFolxe] ezl v
T AR xRl wiite] st FesiR vk
(Chae et al,, 2016). 3= F5719& AT o=Zefol A)4<]

SN B AL TR Yov] ol B Aol
e 2 TP el e Uzst F48) et sha
H] glopd e WakE Fsk I FF AvAKSun,

2017)— grdo= AA el dgshs AQrHY 84

Tl Ptk 53] o Ul theAE SR

= AR A B9REst SEojA At S

st ¢ ol 8aRA AR a4l TR &9

. iEO% I, 7l el Al e AviEA) g

EoUr ’\EOJ R0l S H9REsE 2B A
o]

e 30 ru[m

3lod _%/“]—f?} Kim et al. (2015)°ﬂ 40}‘5 o] wig
A8k Adaase] £BEY fFolet dTE T =92
T =E Fole o3 dFagleldke AHAE HATh
Chae et al.(2016y> A2 hdujgelrie] 12 A
AZHEL 93ES X3 olgjst AENEEE A
7o A=A Lo oo FAAC QIES n)
o} o]zt 44~— Aur 7198
71909 sk 2 g
9& Fa% Weloleh @ 4
HlArse) A1) o) owg o)l 9l
B vigel wle  wEwst A4
QA ole] R Qo oz A
Bl AulAph Azkele AdepE 2ae) o) ol
£9EYH 280} WEe) v EFE AvnT
A7) ANE o WH BIR Srol
= mlae) AE %Lun ool 344 P2 w4
& selelel Fo] WA e = A 457
A BgRel 2ol A 7Ho] B85, WA BG
&3 W ko] AEAG ZALE TR AR AT

o]
o =% FaAt Itk

[
o
l-N

J
2

AN o
i
4 “‘°

© 003l
2

ro 1o
o Mo
==
o)
2
X

o [

B
i)
o
=
rf

1

(L )
te 2 rr
2
i o
pady
o

2. O|EH Hi&

2.1. 1M S§Rst A50{2| WY S5 W g

FH2 andErt 239 AP A R E FeAlEeE W
o= wsldlel| wEl 4] F7hollA] Anzte] Q1A 5HA
9t NS FEAE A BEEsE agyite] Fa%t
d G2 AokE 3 Iti(Shim & Park, 2019). A =
Fhtsl 209 dS ] 918 WA 71E Aol AL
g B9Ee) 37k AES AvEd, 29Ed) 37k &%
o] F7HE ol 7SS E713 FRShs FuE axl
o2 AojdrkSim & Seo, 2010). T} BE3s} F7F

24 ok

S Olfo
Y



T BEHES) 2Eole] AFAE LAT} 7 2K G

3 kel | Rl ket 344 255 o)
S F7F Al 2HE v IEeE AF Al EEl A
738 Ao Hltk(Kim, 2014). o]0 ¥ A=
ﬁ}@ g5 I Trivhﬂw ] MW

J&r P OMBP Tﬁ}dlg xﬂl
3} 2 % BiHoz fE50
= wigolat g 4 ¢
L o] AH S-S €
AL Z gk AAolx ApHslEl FHEE FE3l thdet AF
8A4F Bl avrlEe] dshs &% APS Algsid
o] A& do] &A% £ APE = 5 Al
ol A FEuET ThLee, 2020).
EHEsl 2Eo7) 53] olddle ohdket 4
g 733 glowA e fEAddE T U
29 AN ES AlYehs A BRG] F5S Wol )
10240 R RoiF 5 7ke] gae] Bls v Q5= &

29 S ARES AR du Il dlojlEs) o] w2

Flf o mﬂ

N

)=
A=

[*]

—TLE—LI

1

7] FUsiEA] e 2EY ;w_& 2EZE fHS
Frsi AE] HEsE olEUTHJung, 2018). ©]F 4H]
222 A=) 3Rto 2 glo|ZAE] e 3 R o sfAd
o] ZHEEEA S T4l S, Y, 71X 5 g
SEF AHE Y] 7] EE] glo] BN Fo W3

sthJung & Oh, 2020). -2 AH|AZA] 4] o
7t 7171, & E%(malling)e] MEL &¥] EN=E 2] 3}
OHA 719 A TG Folz2Ed F idelM g
Ho, aro] Z5}A o AR Fsle BRest 3k 4
of Fod kst AlFEy) BA=g A 5 Jde A 1)
o] de] B8 A B3hEsl 2B = skginia
£ g St} old 71€9] i wiskd, 43E, oY, UHE
ST anRIEe] 8 BAARI] 238} e o Hoks
Agsto 2N fEld H=A xpHstE #ekal ArhGwak,
2020; Kim et al, 2015; Lee, 2020). =4

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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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
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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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