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Effect of Consumer Shopping Value on Recognition of the Importance of Customer

Experience in Sportswear Stores

Hwa-Sook Yoo
Department of Clothing & Textiles, University of Ulsan, Professor

Abstract

Using Bernd H. Schmitt's experiential modules, this study investigated the effect of shopping value on
recognizing the importance of customer experience. A survey was conducted with 400 adults aged in their
20s to 50s. To analyze the data, factor analysis, a reliability test, cluster analysis, and ANOVA were conducted.
The results were as follows. First, the shopping values exhibited by sportswear consumers were a utilitarian
shopping value and a hedonic shopping value. Through these, consumers were classified into four groups: a
shopping value-oriented group, a utilitarian shopping value group, a shopping value-unconcern group, and a
hedonic shopping value group. Second, the customer experience consisted of five factors: sensory experience,
emotional experience, cognitive experience, behavioral experience, and relational experience. Third, a
significant difference was observed in customers' perceived experiences according to shopping value type. In
the shopping value-oriented group, all customer experiences were generally considered important, followed
by the hedonic shopping value group and the shopping value-unconcern group, with the utilitarian shopping
value group least likely to perceive customer experiences as important. In addition, cognitive and emotional
experiences were rated highest among the five experiences, indicating that these were the most important
store experiences among the various customer experience components.
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Utiitarian shopping value When | shop, | don't care about other products. | only look for products that | 882 5116 51158 917
need to buy.
['only shop when | need clothes. 851
Shopping is a means of buying things and means nothing more to me. 839
| don't like to look around. 836
[ try to finish shopping in as short a time as possible. 742
Hedonic shopping value It is exciting to go shopping. 873 2.237 22.372 896
I enjoy shopping in itself, not only when | have a product to buy. 841
| feel out of my daily life while shopping. 824
Shopping makes me feel good when I'm depressed. .801
I enjoy looking at interesting new products. .669
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Table 3. Types of Sportswear Customers by Shopping Value Factors

Group 1 Group 2 Group 3 Group 4 F ratio Scheffe or
(n=103)(a) (n=38)(b) (n=144)(c) (n=115)(d) Games-Howell
Utilitarian shopping value 84924 1.13405 -.00526 -1.12876 358.000" b>a>c>d
Hedonic shopping value .39082 -1.75866 -.52266 .88554 1274.248" d>a>c>bt
Shopping value- Utilitarian shopping Shopping value- Hedonic shopping
oriented group value group unconcern group value group

Wp<.OO1, t: Welch's test ¥: Games-Howell post-hoc test

47 7HAo]| v Ax=go] nAe] $HE Uprolna & o] Zruja} otuf kO 0,856~0,876052 S o} Hio] Al

[e] =
UGS 7o A A, 1 Aik= Table 3 /o] QIURAL & 4= QItH(Table 4).

d °
v}k olefat Alo] S AR Slo AR WA FAKE 891 10 AR U ThE A U7k & ofeickal wich
K& ol gslo] 1 BRI Wol B EhFYS SISk, b o] HRIS o)X} 7l & etk BEYER o]FolA

Table 3% W A2 &7 710 0l A &% 710 8 WA FPOR WS, 29l 2 v ] AREEe] o9 of
Qlof ol vl 7ol FAL0E SEAIEo] Wrol AT 2f 2015 Exjof THale] Gtk Al F1oltt Alag EAES o At
o REEE fofRk Aolt Qlglch, T 19 AEA £ b L felSo] Fol alx] FHoR Wiysllch 891 38 o] Hae}
S s 4 7H7k W o] ghS Lheh 9l o) el tHE W} chErky mInkEA] el Aul2vt g s
A R g % 0k g 2030 Glo] A % Ahlek A A o)) dhchs BalEel Al Rel 4 AHoR Wislkly,
&% NS mE Tk A0 Kol £ 7] B4 ATOR 891 4t vig o) Qlefelolrt Az E78-2 FebAL wha )
AR P 2 A8 4% 1N gl AR F G A P17k vige] B119H of@=ink thgol Al 9ol 23
51 alera 4% 7HS] G b AR ke vehle] A8H & Foleh Wusiglnh. 891 5t vl HHel Al wsE w
Y S AP WEoR FEE 24 3 U8H 47 s kAL A1) eolz Aetele AR Sk
AR —005262, F2PA &7 7ol — 52266 Ut RIS TAEo] glo] W Adlolela sy,

=

A2 ghe LRI glo] 2% 7H0S Wl QASHE Zlo Az 4, T2 FE 7N 24 AT Sk WEle] 24 914 Hlm

otk T 4 AGH & /e U ek F g Ae 1A 4E Y Ak EE &% B FE] 1 FRE el
gk hebhlan SHeba) ) ZEol A 7bg 2 ghe treke] oAl fiolat Kolvk QXIS stelslgicTable 5), 71 2w, W
e % 7 504 914

B2 Agsts geoz AEdc) oleith g £ 1A 49 T4 sl £ 71 frdel w2 Fak
HgH & oA folat Aolt ol Ao by,

B
)
N
A ow
£
nich
iy
)
2

2 Az uw, she] AF 8h Bl 53 71 FA)
43 7H) Zstoleal Wigshict Aol 7V 8 ghe b9l A8A % 71X Heto] 74
SEE GRS hehigih, oldl AuE v 4% 1K) B4 WEhe
3. 77 78 7N 24 BE A 048 FA5P A4BHE 22 o 4 9lon] AHe.
&% o] weh 14 RS FAsHe fdol otk R4 = A8 &% /) gue] A9 14 43 el o %
Q14 F7jolA] Kolt QAIS olus] Slal 17 ABe] A A4 QI4o] W e o 4 ol tol 5ol mE 4F &
48 BIelIA RARAS AABIAT, B e Schmitt oA 43 713 Sk ekt 487 4% 714 gl o
(1999)9) 17] 4% BES upkoR slo] 491 45 52 AHsh  LHe A4 ek 2L vj$ gzl
of 201 2EANATh BEA0] e T Bk kol w7 49 ade Awu W w4l £ 7t
HESAT 9] T2 Y] SIgk 7E0R A 2l A X A el /M 2 gk el 24 B Qalska 9)
Welo] A4S Tefstel 5 207 ek % o) B AlSlek U glon], Trkge] ek 4 7h R, 4% 7 Feaa,
o 187) B ol 83 RQIHAS ATk 25 A0k nhoR A8H & 7h) AR AR ekt oleld 4
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Table 4. Customer Experience Components

Total
Variance

Factor
Loading

Cronbach's a

Eigen Value

Item

Factor

837 8.586 47.702 868

821
801

| feel the bond between me and the brand through the store experience.

Relational experience

Other customers who use the store seem to harmonize with me.

| feel sympathy with the customers of the store.

The image of this store's brand seems to suit me.

1741 10.230 856

844
767
761
696
.855
791
749
672
891
882
m

644
893
823

The in-store display stimulates my curiosity.

Cognitive experience

This store stimulates my interest.

I'm interested in how the various products in the store are different.

| get to know new things such as new technologies and trends in stores.

8.078 .856

1.454

| feel excited while I'm in the store.

Emotional experience

| feel comfortable while I'm in this brand store.

This brand store feels different from other stores.

The customer service at the store | visited makes me feel special.

5.433 869

0.978

The interior of the store is sensuous.

Sensory experience

The interior and the environment of the store provide visual pleasure.

I like the music playing in the store.

The scent of this brand's store goes well with the atmosphere of the store.

4.009 876

0.722

Behavioral experience The experience of the store makes me think that | should change my daily life.

In-store experience makes me think about my lifestyle.
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Table 5. Comparison of Customer Experience Perceptions by Shopping Value Type
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