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Abstract

This study analyzed the influence of other customers' perception (similarity, physical attraction, and suit-
able behavior) of the fashion retail environment on male customers' store attitude and behavioral response.
In addition, comparing the effect of store type, this study comprehensively provides the effect of other cus-
tomers' perception in fashion retailing. In order to investigate research questions, an online survey was con-
ducted and 220 responses were analyzed using AMOS 18.0. The results of this research were as follow.
First, the dimensions of physical attraction and suitable behavior of other customers influenced toward tar-
get customer's fashion store attitude. Second, the effect of store attitude towards the perceiver's behavioral
response was proven. Third, customers established their store attitude by other customers' physical attraction
in luxury stores, while others' behavior was meaningful in SPA store. Fourth, other customer's similarity
dimension did not influence the male customers' store attitude. This study contributes to a comprehensive
understanding of other customer's effect in fashion stores by examining different store types. In addition,
managers may establish a customer portfolio strategy and training based on this research.
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Fig. 1. Research model.
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Table 1. Factors for other customers' perception

Factor Item Source

I and other customers in the facility belong to the same classification.

o I am physically similar to other customers in the facility.
Similarity - Brocato et al. (2012)
The other customers have a similar tendency to me.

I felt that other customers in the facility and I were similar generally.

Other customers were dressed appropriately.

Physical attraction | Other customers looked nice. Brocato et al. (2012)

Other customers have the type of appearance I like.

Other customers were friendly towards me.

Suitable behavior | I found that other customers behaved well. Brocato et al. (2012)

Other customers' behavior was pleasant.

Table 2. Factors for store attitude and behavioral response

Factor Item Source

I am favorable to this store.

. This store is excellent. .
Store attitude - - - Bennett and Rundle-Thiele (2002)
I have a good overall impression of this store.

I like this store.

I want to visit this store again in the near future.

Robert and John (1982),

Behavioral response 1 wanted to buy products in this store. Kaltcheva and Weitz (2006)

1 want to recommend this store to other people.

Table 3. The result of confirmatory factor analysis

Construct Item fiigfz}f)ildziidg t-value | Cronbach's o | AVE | CR
I and other customers in the facility belong in the same cla- 736 a
ssification. '
~ .. | I am similar to other customers in the facility physically. 772 10.436%**
Similarity — .824 55 .82
Other customers have the similar tendency to me. 703 0.582%**
I felt that other customers in the facility and I were similar 736 10.008%**
generally.
) Other customers were dressed appropriately. 761 2
Physpa] Other customers looked nice. .848 12.359%** .854 67 | .88
attraction
Other customers have the appearance of the type I like. .841 12.284%**
) Other customers were friendly towards me. 763 2
s;:;i[ﬁi I found that other customers behaved well. 792 11.388%** 841 64 | .76
Other customers' behavior was pleasant. .849 12.006%**
I am favorable to this store. .838 2
Store This store is excellent. 799 13.846%** 004 20 | g5
attitude | [ have a good overall impression of this store. .878 15.916%** ’ ’ ’
I like this store. .841 14.957%**
I want to visit this store again in the near future. 749 2
Behavioral o ok
response I wanted to buy products in this store. .687 9.944 .836 62 | .83
I want to recommend this store to other people. 914 12.232%**
rkpC 001

a: Unstandardized estimates was fixed by a value of one, so the 7-value was not given.
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&% ¥Hg- B3k Cronbach's oto] .836~.904% e} = A wj e, se] A, 22l =gt P53
2 FFY AIEE Hol= A o= IRIHr WO 7 o]Folxl & AFRIPL /8 SAHEIE
EF A e & drgsiar lom, Zhzke] A W
2) YS9 eI ¥ EHHEIEY S0l ANE2AME TE/E LS Elsidtt
WG ) ohE 27 X 7ol HE et 3YF whgel
A e FFS ] A8 2 A Yo 7% 2. CHE 1 X|Zto| M= Efl =2t &S B0l O]
A A5t A8 570 Ao A e S A X= HE
HE ot ok A B3-S a1 SHES
7ol YA AEel A3 A 02 ofH SAEFISA thE A A 7te] Al A &, fAM, AA A ol g, )
starzt st 2919w B Es] A8 = Fxol & T A 8lo] IAES] HE e} Y5 vhgol of
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Validity)& 7 =35} th(Table 4).
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Th(Fornell & Larcker, 1981). & A9 AFELS Ho
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Table 4. The squared correlation and AVE of variables

Variable Similarity Physical attraction | Suitable behavior Store attitude Behavioral response
Similarity .55°
Physical attraction 43° .67
Suitable behavior 32 .39 .64
Store attitude 15 25 23 .70
Behavioral response 13 13 31 44 0.62

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal art squared correlation estimates of two variables.
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Physical Behavioral
attraction attitude response
730%*
Suitable
behavior Hp<01, **p<001
¥2(d.H)= 215.674(112), Normed x>=1.926, GFI=.902, CFI=.951, TLI=.940, RMSEA=.065
n.s: non-significant
Fig. 2. Summary of SEM analysis.
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o] A4S = tKTable 5). WHH, FAMS — AL B, H X
H= > dF v A2oM = v F3d nE 288
7t YeRA] eko} 714 5.1, 5-47F 712 AT
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B2 AH 9%
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Table 5. Results of the structural equation model

Results of the structural equation model (standardized coefficient)
Lux
Stol:fl;y Physical Behavioral
attraction response
7
e
e
,’ns
Suitable ‘s
behavior
Store
type
SPA )
store Physical 1\ _ nms____ 74 Behavioral
attraction attitude response
Suitable
behavior
*rkp<.001

n.s: non-significant
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Table 6. Total effects of luxury and SPA store

Luxury store () SPA store ()
(;t;e;;gztgrﬁr Stor; attitude — Total (i)téﬁz;gztgm_)er Storef attitude — Total
Store attitude Behavioral response | effect Store attitude Behavioral response | effect
Behiivr?égiz S;mse —115 685 -079 198 638 126
Physical attraction = 635 685 435 -037 638 —.024
Behavioral response
Suitable behavior — 071 685 049 539 638 344
Behavioral response
f3: Standardized regression weight.
A w el o] E wgel A 2SS B B9 9% ATHE fold FFL mAT Aok f
Wrgel 7bd 2 B mAE 89S T A A AW FoluS 9B AR ot ATk HE H)
AA o2 (B=435)017, SPA gl A wheo g ol vRE Aae] ol AAA wlele] A% A
2GS e 0018 YE ATYE=344018L & FHNT 2 U 2 9L VAL 2oz et
% 9 S, A2 ) T 2 A2k AE ] foln e
GG 1)), o] Aml ] o) o, AR o,
V. ZE 9 Nl 23 0|9} e A% whee) AHA FHL e A
o UepgTh AR, B 2RSS B E vl o
A 7GE 23 A 7IHES FE W EAEE 2 324 2 F A1A A m el el A x B =g FAs)
e A e] S-S MR 2 Et oo gt 3L, SPA ol M= E A A rto] A X el w4
A7t Bk 2ev H2 sHAe 7dolx e © FFHol Fo 3 s o IR ThE 2] A
£ 2] B2 MR A W= ol thek ofsf 2 A=A w2} s A 890S WiE v, SPA v o
Ao BoAE B AA AL ol thgk AAlo] Eo} A G el 2ol & vehdie], w7 f-3 ol w3 el
AL Uk g A2 FE 2HAFO R FSlAL e Toll FEFE A= vE 2 8]lo] EE & Bl
W AP e R e 1A 99le] JFEH S & 3L AT o] Adbe A 5AE Zhe HES 4H]9
A8tazt st meEbd, 2 ATe 3 AHAE < FFolA LHAES A X W b8 AAEE FAF
o g A 2lEl Y Aol e Aol tigk 2| zto] o g &-gala, e 1o A PFE /A
A S Felste Ao HE B} 5 kgl © SPA wl7ge] Logoll Hlsl th& 317 o] A A v &
oA & FIFE WX A dotr A} sHvh. g F X 83 HME G83te 2SS otk g, B
T3 (HF 7 SPA w7yl whet vk 7 2|7} LM ANM = T LA &] FAE ©] o] vERA
FEFo] oA g EA] Flste] B} FA A o] AT ol FE U] 14 4] FAMY] ¢S A
& =R 3taLA} ST 5%k A3 AE(Brocato et al., 2012; Buss, 1985; Byme,
£ AT AFEAE AFH R @3] 93] 5 1961)7= thE 43S BT e, AYA+E9]
ol &gt AEAH & ol gstirh AE KR (HE vs. 73 AFie] v e olrke Hold BdE ol
SPA)Ol mhE Hk 7+ xfo] & Folr 7] flate] HZ o7f do g gt E Ao A3t vEA Vet e ® W
4 ol HF == SPA mjgelA &std F thE ARITE A= el et frabd o] dFE S gk
IS A8 F¥o] Qe AHRE ARG R 5 Aom, G A A gl wig | vk 14w
Rom, AFH ATE T3 €2 A vk 2ol o] fAMd A= A X gk B gl FES v
[0k 4 it A e Bl vk
AR, Wl HEE ol &dte 2nA= HE HEE @ & AdTe A HE W e 2 A7 A S st
skl JoiA v gl ohE o] AA| A wiE, 2 Al elste] 2 G S Eklsilen, A2 Fejol w
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