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Abstract

As more consumers have turned to online shopping since the COVID-19 pandemic, communication through
offline channels has also entered a new phase. Young consumers recognize offline channels as a play space for
enjoying various experience elements. Applying Pine and Gilmore's (1998) experiential economy theory, this
study initially explores the structure of experience factors in the context of experiential fashion stores (RQ1).
Next, we investigate the effect of experience factors on consumer loyalty by mediating store attachment (RQ2).
In addition, the moderating effect of fashion innovativeness was verified (RQ3). This survey targeted members
of the MZ generation who have visited experiential fashion stores. A total of 225 survey responses were ana-
lyzed using AMOS 22.0 and SPSS 26.0. First, as a result of factor analysis, the experience factors of experi-
ential fashion stores were classified into education, escapism, and aesthetic entertainment. Secondly, as a result
of structural equation modeling (SEM), all three experience factors positively affected store attachment, and in-
creased attachment positively enhanced consumer loyalty. Finally, as a result of multigroup SEM analysis, con-
sumers with low fashion innovativeness considered educational experience as an important factor in inducing
store attachment, while consumers with high fashion innovativeness value escapism and aesthetic entertain-
ment experiences.
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I. M = Fole ZH2E thgdslet 3R 2HE f&
o 224 Ax = HP Q] b}O]E’](lee)‘_ =
AR 199] JFO = A8 E(untact) 48] ERIE Eo] Au|X %i}% Ao s qAdE A5 fd
7F ik ol whel 2ehl & o] 8ok At @ 2 epl Wikl ‘upo] 7] AEH S Tl A Gl T Lo
Y S35 okeh Moy A o] o 222l £ A 7] 2ERA 2 1] 2] (physical) 7} H 2| E o] Ao ‘3]
ol > AA Awfuf Y F oF 22%E AP o T A 2 E of(phygital stpre)’ o] T 2] 1 A} 2 A]
A ol o= 28.3% 74 F7eke AAAIE HAlH AEHE= HAd vt o] 7|&S S8 2n[AFe] &
(Oh,2020). 7] £} 22401-& 3t A &2 A& B HYE Y Entopy g anfRpo) 242 Q1 o]
2 2l & o gloke AR S 7HA AL )l e, = 58 Bert ek A 9 e A ST 4
12 M5 glo] AlF2 sk HIthH 48] 7k A7) U= o]t
St A @ el H2 S FT H| R AT YA oj A7 AH }ﬁol ezl 7Nk fEAdS
o] A WAl M 22 A S grolstA = ik 2 7NR1e] 2xu] &t ofy el £3HE] &4 5 FHA|
o e zehQl M= TEH Y AEE A E(retail en- 7le soem J’#ﬂoﬂ et @ 2l er Hx Y
tertainment)’ o] 7315 7 2 02 5o AH|R}9] Zroll B ES Ajtsto] ol et 22 oJr]E
LS AE3= AE AYE npEs oA axy) A=3517] 918 =25kl QI th(Shim & Park, 2019). 8}
WFE B EAT] = AFUE Y Fom sttt Aol A= 2000t SREELE A AuAE S S5 B
(Kim, 2021). 2= & e = A E g 2  (retail) 2 HE AFE FAE T AF50] L8] o] Fol A
2 2H(entertainment) &] g o] A A|F HAY 959 o, 53] AH A 4] B A L8 A TS Y
2ol Lo A Hloju AL Y thoFdl e ekE o 3}+= Pine and Gilmore(1998) 2] | 3 7 A| o] 2(Exper-
a5 Fojsto] Al &3] A Ao Z(Lee & ience economy theory)-2 2| & #34-%], &7, A 5
Park, 2007) 2] 8| & e H IHE o] &-8-2 H7 9 Z+E SAIE Sl A axu A7 A st A E A
EE FEA7)AL F 2ol et S A B B4 840k FTbo] gt v R} jEE 2HO] 24 A E

& BTl TR Y o] HEolgt= ATt
= o]o] & 4= QJti(Sit et al., 2003).
R
A ARl wid A FoA = HollA] Sy
éioi(ﬂag-shlp store), 2F0| L AEFY A B o(lifestyle
store), ¢ 2~ & ©f(pop-up store) 5 - F-5 A4 E
© E3FITH(Kim, 2014). o] 23t A3 | gL sk
Fol} o FAE} o] AE] AFE 7ol A
v o] 0348 A Fste] 4 AE A
K3+ F 24 (hedonic products) AFG ol A B L FQ
gk ou)E Adrh 3 d &, RE #HEA AZE
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ARt o] 24 52 &8 5 o gth(Choi etal., 2020;
Loureiro, 2014; Tasci & Milman, 2019). Pine and
Gilmore(1998)= A A A 0| 2L B AFS 937
o AFT 2P Hul2E Foldt HeAE o
7Ndststm, 71 o] axu &l Al Hesfjof o A4
7H 2 A Fade 7T A" B A

ol At 202 Fof FE|(FEH, SFH) AP
o Fofol71 & st AHES, BAE F HoR
sfof 2u AL AFH 5 U G AU T2

519 © o, W% (education), Y& Z|(escapism), 2=}
Z](entertainment), 4] 1] 4 (aesthetic) | & o] alj F= c}.

E A Ftol A o] anA A H S o A9 A
S AE WS BH 0T ol U vy 23T
2 WS v wsto] AR 1 w47 12k}
= EA 27 AR E(Seo &
Min, 2009) th % £ BAEHE F4H L2 48|27} A
R o] oA 3 ]3] A A2 5 9l B

=

A A0S =&t SHETE NLS A (Lee &
Kim, 2015)7} X3 & v} Qi) 7H1 2] HaFE 7|5ke
23 AA, FAEA Avrt e a2 H Y



HMs A MME HAEE QAINEE IS N AHIXL SEE 0l 0IXl= Sat
- SAN0 FEGIIE SMOR-

Ao 7t A 2= A A H v dFes o] & 2H-gBFHA l¢12] U Fof WA s A G
gho]| ZAERY HO] Al Qa7 £ S 9l 3F 9 AL® I r3e S22 AHS A &7] &
Lol W] 2] = 4 %H(Woo & Hwang, 2015) ZAFSHA L of Fzof Tt of 2k & F/d = F Aol Yol VS T
WA AFE FFHE efo]ZAEY ﬁ—% @ a}sto] A5 Qe MR A antE A E = Zlo] 3hE
A AdutAE o Rk o} o o) = 5l S = 7he) A AR oS A Uth g0 2 2 AT=AF
A& A& dHKim & Yu, 2019)%= = o). 1 3 o)A o W A E A @4 H o) tigk F A A w
euh 2 s AA oA i S-S FER B E o= oo BHES} anxo BAYS SHALR
o] an|atet Bl e o] 1A FekE 9Jsf F ot AL 5 Qe AFH ZAE AXT =N A
A Adefe g = QlEol e Eatshal s o571 9 ERES $7 By Ak 7S QI3
=0 s =nk=(land mark) ] S =Sk A1 AMAME S Ale e Aoz 7|ttt B3k oA 4xn] e}
3 ool ek At tha B3 Holth 53] Al WA E 2H| Y] R pFEo] whE Al Aol & A
& BT} Ao A AlE6t= ZE 29 thgFA SHeEN HHAEHEL] @ Zehel AFyA ol A
Bt ol g} &n| A7} AFAlof| Al F01 X Zhgof] Frf e Y QIR WS AlbE 4= AlE Aolth
U A S2 oz o 0}1 vroj st of whet 2| zts)
c AE 227t ohE = 7] wiZoll 2 Wf AH|REE] II. O|EX u{ 4
A 7}ililﬂ1§¥ﬂ T A= AR IAE =&
7] §iste] aut A Y A7 ZEA 3 E 2a 1 MEE M o= W AEY 24
7k Atk

oo & Ht= M o] & WSt e Tepdl 2:4] 2} 7§ (consumer experience) ] &t o] A,
O] Aghof| F=5to] AP E A vigolets £ ¥ A, A, E24, 93 DA (cue)d 2HEEA
ol A 2H| 2 7F A S 4= Qs A A a9 24 (Gentile et al., 2007) #{=t4] 428]E 7l 8}3t Holb-
S A, EE2EH A H Q487 E2AAH 1A Y% rook and Hirshman(1982)¢]] wt2 W A g2 ‘A& o]
of v A= &S AW Bz ok LA A o2 2 A U MBI AE Sefskal 2H]she S ofn| ek
o] A= Pine and Gilmore(1998)2] | & A A o] 2-& Poulsson and Kale(2004)-2 7}4] $l= 2H]|A A H S
o|2A 2 5to] AFF A uj ol A A2 E = o} Z&317] el 7R A ] B A o] 9lom F Al
S A sl ek 2HR}e] o] FEj 9l Aol M2, Eoh+, o, 299 84 58 ZadjofehZ
o5t 7)|E Yot 8vtbof uet &an|xrt Azl A F5} A th. Pine and Gilmore(2011)2} Schmitt(1999)
AF A ga7F FolQ1A] ¥d Zlolth AF A A o] & = 28Rt A o] MAEA A LS 58l ol Tl
< Schmitt(1999) 8] A4 A ZEvt 2 =Y A S e ojof = BRI A4S At FE

37 wEto| A 9] ‘F-7F A ¥ (staged experience)’ o X

AL wrEgrths o A(Kim & Lee, 2014) & 719]
TAE FFEst7 ol oL Agsiohal wdseich E
gk B = of o gt 2u o] FH A B W Y5

FEshs Aulo=A 4 o] that of2E vl
S Aoksha AP oA £ult 2|2k 5
Sl charet AR Rk AE S Fal B4
FE ool ML WAUZS el A st vo}
71, 3 B AL ol ks A1 E Ao T 42 7t
Aol g Frigron AWE B4 vigel AR 2
o}l zpe] A A, AEA g 7o) BAE A
2 o 2 gfobstis A o] Qlt}. Pine and
[¢]

Aof 2 A9
Gilmore(1998)°] W= z+ A3 A &5 7l
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73 Al (experience economy) 2] 7] 'd 2 t}ofst Hofz 3}
AN ZATE. o) w0 3 ), AW 4 w0l o
Zro] 3170l A5 Z8L 3] HaElleel
FoJA = i F7F O 2 A(Kim & Lee, 2013) 4
oS 93t A Qo= BT} ATl thkt o
S P e P
9l grko] A A=e Feel S ool
t}(Choi & Kim, 2022; Seo & Lee, 2008).

H & JLo]| 4] = Pine and Gilmore(1998)2] A & 74 #|
£9 7HLé% gt AldF A g W AlE A
StaLA} ek Al g Al o] 2ofl w2 A
-8 (commodity), A (goods), 4 H]
(experience) 9] oA 2 THA| A O 2 v
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Asjgrom, AW £ulA7} 44 pa ol n 4]
QUThaL 7 4 Q)i AT AL E el Sgatch. 2, 2]
A 719] B BAETL A B AHE oL Au] A
Bohe AAL FA7E A B B4 o[WlE i 2%
of 3-9lo] A1 2 Fof 5t Fojahis AW & Fal B
Mol T et A2l 914] Ei B S 2 B A
olch. AR AA N EL AT AL TA]
95to] 2w 2o o] Aok A9 5o gt 4]
Apo] o] 4o whe WA A, 224 AW, A
A AW, AelA AR 474 2 Bstelch MA
4 AW 2ul Aol A AFolut Ao} e
A2 ARE T FT 5ol A4S FAAAT
EA0®, aule] 301 S EA FHol7 2
a3lth o5 Sof, AXAE 9 IT 717 o s v
apolA] v A o] 7] A 0] ALg RS delzThAL
SALE ulge] A9 gEAe] WAy A S Ak
F3 37 Holof ] & o] &)= Mz B E o o
SR ER PR R e E R S
el sgate o2k AEe B3] AHEANE
AT 0.2 el v w27 vkl A A2 £2E, G2
50| 9.4rE A5 thabet Bl ol el et
AT 2L W AT 4318 LAk AL 9
n gtk 2 Aol A A oHe Bt 45 A0 F
3l B AT fdolul, BAE o) s AL A
WAL WA bl A A S nha e gote &
EebA s 250l s e B 2
=5 AT 0.2 240l e glon, o4
ﬂ#l%%iﬂﬁ 2ot Aow sz 43
Aol 2ol B9 ARl $H5) = AL o
st A Q) o 2 AR A HEAS 2 g
sho] 2 iR 0.2 T APAL) whgel A A B T

ARGAY F4AA 742 o] 83 20t u]e o
oA M4 2ol 2 lmi Alo] etk mAuto 2
A AH e AuA7E AR 8 B o WlEo] 4

gl
A

FE Aol 2 Bt
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Ao, oo 7he] A A7} sl Bl A WA AW A
S ofe 2l AY BEo] X T Yk,

o)7ro] thebal AW A @4t HA o gk 4]
#he) Aabol JaFS v Wyt ohj} B =0 1]
5 W SR S, PuldE 20 % FHH 3
2 = 4 H(Kim & Kim, 2011; Lee, 2003). 20| T A
Ehel 2] A% 247 WE ofoldE B2 Faf 47
B E O Eol AL QL AT E AF(Woo

& Hwang, 2016)0] w21 © 2h=]
q=x O}Oltﬂﬂlﬂ f‘*“oﬂ

A4

zx%o

EBEEE L

fr& o vd 2t UH Aot
Ao zfol & EA3 A5 (Seo & Min, 2009)4 30
Pine and Gilmore(1998)7} A| Fgt U] 71 2] 4|8 Q. 4~ 9]
W= akdo] Mg eh=a Hot 2okt miAel A =
Al ebten, B g g/ o] qloj A asA A
& AT U A A 221 Al 7R 7F -2 % 3
n A= AL 2 SIE|Glet. vl =gt Weto] A Hg
Sk rtol Al e et Al 7HA] 1He] JFBAE =
5ol Ali=(Shim & Park, 2019) &2 A3 %
Aol AI@7rA ol v 2= Of‘?‘fokoﬂ Qo] AwkE
ﬁq ?Lxﬂ Hog &

-

gn:

2%1~mdwmdﬂﬂﬂz%quaaﬁz
Brtol = GaFL 02 5 ek whebA B AP Lo
BB sheithel Akt @ Al 3ol Al 3
29 A &77F AT T Gk B A Wat] 2
shol AW A oA 2017t 42 A
45 sk, 2 AP 8910] FE L HA= ] of
3 A BT 9 Bl we nX e TR WA

~ O O
uhs] 17 Bt

2. & I OH &f(store attachment)
Aol gt off 22 <57 27 of] gk 7 19 A
Z] 9] 9’ (Eisenhauer et al., 2000)0| =} <7} Q1 0] &4
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A8k A4 5 YA A o)
(Moore & Graefe, 1994). A4~ o 22 E-g]
gl 3ol BAG0] 488 4 o)
A of ZH& A A =2 A(place identity) 2} 7
X (place dependence)o]2t= & 7]—2] o]—HB_
AE = ok HA AAa EdAJo)=
o et A Ex GAAH o 2HS vy
(Moore & Graefe, 1994) A4 E H]’-E‘él'% T
wstehs 212 FAlel o g0
TH(Turner et al., 1987). 3FH A4 o] &4
oﬂ gt 7] 5 A of| 2o 2 A(Gu & Ryan, 2008)
Lol 757 BREE G AT Qlo] ArA
w9 gtcH(Moore & Graefe, 1994). 2 oL
EUS e s S e R e e
Lé = A o st
A AFE] A 2] el fofol Al of 22 BAE &
Aol 4Rl ok&o

(Dwteretal., 1987) A A of2}o] Bl =9} 71
Aohi 2 Ng0 2 thol Fo] the} ghe Aol A
B ot 267 7he] BAREE opjel H E e} 4]
Aol A AT AW L 2R 5 YA om
283} 31 ¢l th(Husain et al., 2022; Ko & Rhee, 2014).
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= 7|Hke 2 A7t 54 ko] 3 2HA E= of
2ko 2 A oJstlon, M of 22 A A, A AL A
AA, AR, A of 2o S7HA| = ShelaaR Al
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a7 A2k o2, ek, LA A el
HIEAES0] ZH A Q] 7] FAS S350 o]= &
Zeof] thgh o2k Tl HEOYEE wol= A2 E U
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= 92lo & HEE oJ¢tH(Evanschitzky et al., 2006;
Jangetal., 2015). 2 =of| )| 3] & 0| A7} 2] 281 = A
A A o2k B = o tf gk A, AL, ol 3t R o]
Qo BHEotol AL AH I A o
Bieo et AUd-E A e 2 Bl E 34
T 5 =9 4= Qth(Park et al., 2010). E3} off 2H-& t}-oF
gk WO FAAE G vA 4= =, Evans-
chitzky et al.(2006)0]] w2 H A H] A o]-& Mof x| &
JE A o 22 5 WA o tHEh Au| RS Bl =
7= (attitude strength)@} 71 Ao 7] 74 0] B35}
+ B = 2} SK(attitudinal differentiation) S 53f €] =
2 Z/3 =l ZFet Y v A Wk oy gl Auj AL
A AL g e TAH Y W9E Sukals W
2 A= A 37D 5 ok olo] # AP A
B9 A Aol oIl 2ol Al na
& ol 574 Aol o3t oS YA el =
o2 83} Ao|u, S AxL oz

EEE

Yol JFS 1A A
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3. 2H|X} &M = (consumer loyalty)
28| 2e] 7] 4
= 71 © & (Reichhold,
i e A R
54 Fujgsos A

GvA SR B e
5l 1(c0mm1tment)E e
1996) A of] RFE A2 HE 01
of s 2= EJ** e glw

O

g3} 2= 9JtH(Assael, 1992). UH P qoR FAHAE=
AN, =, 53 B ol whet A oot 24 W o

Apo] 7F dtt. WA YA pF ol A B AL S ==
AR 7| 7ke)| A4 EA AFE W AU AE
JufEts Adofo|d, AEE ARSI Ne2 =34
HH A O Z AFE-F th(Flavian et al., 2001).
o 3t A E B A
o2 AulelE Bk o]
ol LA &, 2 o = (Lee et
P ol g2 =A3F 4= Qlth
of YA T =] 2
© & Oliver(1999)7} A2t
s 4= 9tk Oliver
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Z 24 A H o o3 YA E AT sttt o] & 4. I & 41 M(fashion innovativeness)
2HAEL BRET} A Fohs AlE W Au] A0 gt
522l o] 8- Fall AlEel gk I Al 7Hg ol A A Al olgh s A Aok e E hele] HAl
71 A8 FHEE FAAA =, ol dA8H A o g 2L EdEet dA) st A Al
ol FHg o] WHE =W A tuf o) e o} 7h2 o] A FAd F 2 Au o) gk 428 3 Foll Y FE v HthGold-
T A7t gAlof o] 20t A FAAEE T4 mmwmlww)ﬂ Qlﬁﬂ¥%im%ﬂ%%
O] 7P S A RA A Fol it AT EYES F WA A FS A sk o ohFd S S5t
3 A& Halishe Aol a5 AASH = = = AFol Ee t&tﬂ(workman & Caldwell, 2007) =
g7k Bste] EA HAEG AR 5 o] 2 29 A FALS Ad LHAES F5k=
fote AFo R Ay 4= ol A &S w2 A Wolzo|ar fLulj ek ¥yt opu 2} ghdt
Jun et al.(2010)2] Ao A= A AnlAbe] o) g AL A5 Bl AN 5ol Al AAIE 2 A4
9 f3f Fojwet B E FA4E 71 WA ¥ 7] A5 Agsted Fag 982 ghrk(Goldsmith &
A3l A oA BARE FHAEE SA5H3 Stith, 1992).
ok g Aol e e FA ey 2Hos Cho and Workman(2011)-2 24| 2}8] a4 & 414
BE FHE, HHE o5& =3 55 545 S0l whet FH A Anof tigh A A ol 2ho]
onf, YA ZHORE HWHE A F O x|&2 o ] 7P Ukl Agstgich durba o & 9 A An|= A
T, Jx QPR E T FSAT. olof E At F 37 oot I e RS A7) g gl
Oliver(1999)2} Jun et al.(2010)2] AL E BT & A H| F7|BthE 7| R Agt B A S-S 2547 Y

A A4 meh Ad S A oAl A skl At
82 $4w AA A S E R LEto] Avln g
st A8l SR BE A 3 Eok Aol 9l
o F0 A9 B hSoA] 54 B Tt 3

A AAE Bhokn ol g Dishet AU

ek 55 SNSE F4 02 2etel o] Fa
2 A0 51 22 §.918 5190 FRT DA 3
Welo 2 BgE 5 ek AAH FHEE YA
e} elo] glom, B A B ol A=
4 BHE AFS A 02 Trhste = A%
el 2 5 glek,

ook FA =L Sl glof W Aol F4
b AU FHE G T welo] B 4
olek. Aol whEw S Au| o] FHEE
SHEREY FHEE A A S AL FER 2

A W54 A= FHQ FFE v A H(Evans-
chitzky et al., 2006), & 3Eof th sl FAE o2+ H=x

A ol Y3t FA =S v 5ke] A Eo] It FAE
2 3= 4 9= Ao & vehytti(Jang et al., 2015).
wheba] & At H L ofzbo] AbE] A Fd ok A A
2 FA ol 2 A FFE |2 H, FAof AHE] A

7_(;1'
2R AN 54
= o4katolet.

Jr o] Aol o g 2235k o
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L FjkE ¢l E7] o] 93} &4 3hE] m(Peck & Childers,
2003), T 4| A E 0] A3 4 258 whEho 2 3
3| A= 2 2}9-= HY(Crowd funding) o] L} 222 A
2 o] 7}k &9 etold o] (Black Friday) 9} 22 2=
¥ 5% AP FE A Lo E3E 4 9l of ) A
1ol w2 )4 34143} 2 41 2 (opinion
leadership)o] & 0] 2H5-0] 49 o] 23t AR A 4
Wlofl % S, 0l I, A% 2o} S ZHof A
oL A2 o7 Zosts ko] Q= Ao Z e
% ChH(Beaudoin et al., 2000; Phau & Lo, 2004). =3}, &
AR e SIS AZE A S A
& ulg w27 Fstel Aol it ol BEs
Foh £7] 9 MRS ofolt]ofo] that 0] 4
23k Ao]5), o|2fak | AES 43 Aol A 7}
FHoI R AN, AT 2L 7 27 57)
A 0 2 ke A 0 2 B¢l £ 9 ch(Kang & Park-
Poaps, 2010). ho}7l, s Ho] gt Thol = 0 841 4
ol 2 an AL = Al Fol| gt A A, WA A
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Table 1. Demographic characteristics of participants

Variable Category Frequency (%)
Z (Age: 18-27) 133 (59.1)
Age
M (Age: 28-33) 92 (40.9)
High school or less 8( 3.5)
Undergraduate student 76 (33.8)
Education Bachelor's degree 119 (52.9)
Graduate student 13( 5.8)
Graduate degree (Master's, Ph.D.) 9( 4.0
Student 84 (37.3)
. Worker 124 (55.1)
Occupation
Housewife 7(3.1)
Unemployed 10 ( 4.5)
Less than 1,000,000 KRW 19( 8.5)
Monthly average 1,000,000 — 3,000,000 KRW 91 (40.4)
household
income 3,000,000 — 5,000,000 KRW 64 (28.4)
More than 5,000,000 KRW 51(22.7)
Less than 100,000 KRW 15( 6.7)
100,000 — 300,000 KRW 61 (27.1)
Quarterly average 300,000 — 500,000 KRW 73 (32.4)
clothing expenses
500,000 — 700,000 KRW 35(15.6)
More than 700,000 KRW 41(18.2)

& 7}l 7] 2 U7k 267(11.6%) 2.5 71§12 o] ek,
FYAT, FR S Foll Qi A B 2 2275(9.8%)
4 7?%’\7‘ off Y1A1%t ‘e 2 H] 2275(9.8%)2 |+

sle7h sdRlon, Aa59 ‘ol o2 187
(8.0%), ‘&) 71 177H(7.6%), ‘=AMEH X" 135
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HA A 17he] 2l ® =& Eglon, ol F 5} myol 3w 24 ?=309.21(d192, p<.001),
olqele 7hzh L}Toi AT of2e =3 Loureiro GFI=.891, CFI=.960, NFI=.901, TLI=.951, RMSEA=
(2014)8] A-of= Ao FRIE It FaL of 0522 U thA| A 0 &2 whE3 20 A =5 2t
2h& ZA5 7719 -EPEJ ZFoll A 8.QlRstgko] .60 u = A FRI5HGI Tt <Table 2>l A| Ak vEe} ZHo] &

TEQI27H O] £ 3-& A AT e, Al = = Al 4= 894 AEFEE 0] Q Q| H3}EFo] . 702~.845 5 Ve O
Z e A A8 A 840 FYskA WE A TFE A2 7 (average variance extract: AVE)-S .617~
S 2= AL ERle .686, 341 2] &= (composite reliability: CR)+=.828~.907

ATLEA 29 2R ML AYBAS AFAA] o=
A AN QIR AUS GO ZYuGe] B3
g A QRN S NSk AT 2 w4

Table 2. The result of confirmatory factor analysis

L}ﬂ-b} =2 S‘PE_QJ :I.L/\-l 7]-] IE} oﬂ EH%]- 2~7
Q151 t}. 3 <Table 3>3} o] 7 4=
Z23k0] W4 7k AHRA) A B R

HAebg
o %

Standardized factor

Factor Items . t Cronbach'a CR
loading
The store experience has made me learned a lot. .845 11.845
Education The store experience is very educational for me. 736 10.533 816 .855
The store experience has made me more knowledgeable. 152 -
The étore experience has made me forgot about my daily 737 10.926
life for a while.
Escapism The store.experlence has gave me a feeling of escapism 792 10772 .801 .828
from reality.
I lost track of time while visiting the store. 127 -
The store I visited has some elements that gives me fun. 769 12.283
Visiting this store was very pleasant. 127 11.715
Aesthetic .
. The store design was very excellent. 702 10.926 871 .906
entertainment
The store was very attractive to stay. .801 12.904
The store atmosphere was very appealing. 195 -
I feel this store is a part of me. 107 11.386
I identify strongly with this store. 7123 11.808
Store Visiting this store is more important to me than visiting 770 12.843
any other store. .894 907
attachment
I enjoy visiting this store more than any other store. .841 14.468
I get more satisfaction out of visiting this store than any 826 )
other store. '
I would say positive things about this store to others. 730 10.279
Social I W(?uld recommend this store to someone who seeks my 832 11.627 205 859
loyalty advice.
I encourage others close to me to use this fashion brand. 718 -
If1 l.lave to buy fashion products, I will choose this 837 12.571
fashion brand first.
Efgn;Tlc If it is a similar product, I will buy this brand's product 731 10,967 827 .867
ya rather than other brands. ’ ’
I will continuously buy products from this fashion brand. 785 -

All estimate are statistically significant at p<.001
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Table 3. The AVE of variables and squared correlations

Education B Aesthetic Store Social Economic
entertainment  attachment loyalty loyalty
Education 663%
Escapism _527b 617
Aesthetic entertainment A71 .584 .660
Store attachment 495 .507 .504 .662
Social loyalty 466 .504 .601 .586 .671
Economic loyalty 379 364 342 .501 .635 .686

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below diagonal are squared correlation estimates of two variables.

Ao 2 e} BHEIY T 71 Z0] 2259 th(Fornell A 2a7) HE ofFolgt= 2H|AF Ao A=
& Larcker, 1981). A1 2| = £4 A3, S HFE9 4 S A A, w8A A (=279, p<.0D) 2} A
2| = A4 Cronbach's a Z}©] .801~.894 A}o| 2 L}E}L} 22 1§ (5=.290, p<.05)1} Al u]Z Q2 A ¥ (5=.307,
SR ET T WP LB S ko p<.001)0] BLI= 3 3z o zfof] A Ql FaFS u|X|= A

o2 Uggth 223 A4S EHE AP A 29l

2. TERE HB 2 S vagt A, 2ol th gk 4-H| 2o of &

Fgole Aud et J ol e F AE ekt

2 AT = AEE A wiGol A v A AT Ao R FastA AEst= AS L 5+ UAAT E
T U= Al 7HA A A 2.Q10] a2 o2& w7l = A} g A3 o &2 A3 A T E = AU FFS |
31 ZH =L AAY Sl A= P BAE 2| A qh(3=.812, p<.001) B A A S/ ol v X = 2 H
AF317] Ysto] A2EAE AA st 244, iﬂ% fFolstA] g2 AR UEoH (=191,
FEEAA 2¥o] AmE =392.33(dF200, p< =.122), A E A FAEE B3l BAA =l -
.001), GFI=.878, CFI=.934, NFI=.885, TLI=.923, x4 oz g njxe Aoz IQIE Y THB=.676,
RMSEA=.066 2 UEL} 48 753 =350 &2 Q15 p<.001). o]l =A4lo] AT HAEZEEHERTG &
Ko, ojof] AFEA 2 HEE APt AstA| 7] = H A ofjzbo] ALSl Y Fd Eeh= |

ARl HE2A G E Fol ol gt A= T ZHY FAZ= AFAHA dFS 1| 5= 3
<Fig. 2>} 2ot WA A s A w2 o Al 71A] A O, AT O E= A &AL ] o) Zhe LA

Experience factors

)
Education
-

Social
loyalty

(812 HH*

)

Store
attachment

676 ***

Escapism
-
307 kokok
Aesthetic

i Economic
entertainment loyalty
- @@

Fig. 2. The result of structure equation model.
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21 Y5 etst= AA A S EoE FFS T S AT ELA S THATEA3). SHE A A
A A Fohs A ouleith AR o= @Y = 39 B 3.648GH AAE) S Ve E YA
AR wHg ol Al frbe avjA g o] = Akl o] SA4 Al/gol 2 Atn=124) 3 -2 HAhn=101) 2.2 &
Hggelno] 27 2 AR AR S AL A Ropch WA B AW 1 2P A Fe
S golslgdet. % YA (configural invariance)S HAEsIATH 242

2rlH e AFE A o o ARE 2.9 Al 7
A7} F/8 A 5o v A= Gkl o] HE of
2He Wi &S HAg 5] flste] Wi gS B &
FEXE i (bootstrapping) 2418 A A8 I E
o) BAH §o)4E AZsert. A2 PLHcon-
dence interval)2 95% = A A3}, REAEDN AT
25,0000 % A oleh, A A, 287 4%}
/34 P&k 1] BA oA L of2te] ujrf &
7k ol A 0.2 kO (A8 4] 54 indi-
rect effect=.227, p<.05; Z A & 34 = indirect effect
=.206,p<.05), A& A 2 -0l = S 4 FE<
ol v 312 ko] Qo] HE oj=o] ul A}
93t Ao 2 A E kA A A = indirect ef-
fect=.235, p<.05; 3 A| & 4 = indirect effect = .214,
p<.05). =3 A& oo At F44 4 Y5 o= 1t
of A ol Yol M= A ol 2o v AE I} 5015
710 2 YEPG (Al 4 S T indirect effect =.250,
p<.05; A A A ZA = indirect effect = .227, p<.05). ©]
of A A 2-1,2-2,2-3, 2-40f| A A QHgE H 4= 1H9)
A Yol 2l = it

Experience factors

EEEEE—
Education
«

600 ***

)
Escapism
|

Aesthetic
entertainment

Store
attachment

o AP S 1 o] AFE A =649.431(df=
384, p<.001), GFI=.828, CFI=.902, NFI=.877, TLI=
890, RMSEA=.056 0. & t 4| & o & o} &3 2= S
Holon], ZHHUFO] QRS FS 640~85802
UEh FElsdAde SR 5o R SA4F
&1 A (measurement invariance) 452 $Jslo] & Jot
o] goltsheol thgt Al oF i dl-S vl A oF el v v ot
T A, FholAl g UMl A o2 FolshA] ¢
of ZAFdgol FIEAeH(*=16.011, dFl6,
p=452) o|F FREFPEH L2 AHFY SHRIFS
7|l 2 3y s AT
=423, <Fig. 3>0f| LiE}
of W& ko] A9 of
(=.600, p<.001)¥ko] F-212k G
ol Ao yehyton], A=A A9 (=086,
I Ao E 22 Al (B=.180, p=221)2] FFH
o)5hA] o2 AL = BFQIE Utk =3 A 3 o 2}
o]4 F9 =(p=.703, p<.001) 2} A 4 5/ T2 (=369,
p<01) 270l A2l GFe m A v, FAlo AHe] A
SAETF A SAAE v A= ARE o7t A
o2 o5 TH(=.593, p<.001). THH oA & A4

°| =

Social
loyalty

703 *x*

.593 #kk

369 % Economic

loyalty

Fig. 3. The result of structure equation model for low fashion innovativeness.

- 288 -



Meded IS HE WA QAJHEE MRS O

2HIX

e
-IHA SIAIAO FHSIE FAOR-

S50 0Ixl=E I

Experience factors

)
Education i}
- J

) E— AN
254 %

Escapism
|

467 #xx
Aesthetic

entertainment

Store
attachment

844 #xx

Economic
loyalty

Social
loyalty

871 **

Fig. 4. The result of structure equation model for high fashion innovativeness.
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Constraints model Path coefficient (B) A
(Constraints path) Low group High group
Education — Store attachment .600%** 11 6.572%*
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Store attachment — Social loyalty 703 %** 844 %% 4.383*
Store attachment — Economic loyalty 369%* —122 1.541
Social loyalty — Economic loyalty 593%* BT71%* 1.888
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