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The Qualitative Study on the Customer Experience of Shopping Centers

- Focused on Comparison between Internal and External Experience Elements on the Fashion Brand Stores -
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Abstract

In this study, the Pine & Gilmore(1998) and Schmitt(1999, 2003), based on previous studies. Recent trends in large
department stores and distribution outlets, discount stores and large retail centers, such as the consumer's experience
is divided into internal and external fashion brand stores navigation study. Fashion Brand Stores are defined as the
inside of the fashion brand store of the form that sells only the products of a fashion company’s brand. Meanwhile,
shopping center is defined as all the places at the inside and out of the shopping center excluding the inside of the
fashion brand store. Likewise, definitions are clarified as such for use.

As for the research method for this study, semi-structured focus group interviews were used since they could provide
many more data compared to in-depth interviews. Accordingly, data was collected while carrying out free discussions
while two to three subjects listened to each other’s opinion regarding the key words raised by the interviewer and
while thinking about their experience at the inside and outside of the fashion brand stores. As for the subjects, female
consumers between the ages of 20 and 50 were targeted, and the interviews conducted with four, seven, four and
three women in their 20s, 30s, 40s and 50s, were used, respectively. Likewise, there were a total of 18 subjects.

Exploratory Study of Customer Experience area was classified into integration of significance and categorization. In particular,
the contents were classified into elements of experience inside the fashion brand stores and fashion brand stores outsider experience
in the shopping center elements and the elements of the common experience of fashion stores and shopping centers based
on the results concerning the key contents identified in-depth from the customer aspect. The key experience elements at the
inside of fashion brand stores were identified as VMD experience, emotional experience, and experience of the service provided
by sales representatives. As for the key experience elements at the shopping center which is at the outside of the fashion
brand store, they included service scape experience, cultural event experience, playful behavior experience. Meanwhile, elements
of common experience included educational experience and exclusivity experience and human respect experience, which
demonstrated some difference in terms of the contents.

Key Wonds: Internal and External Experience Elements on the Fashion Brand Stores, Customer Experience, Exploratory
Study, Semi-structured Focus Group Interview
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I.A 2

2] theket HEIAES o]gste] sk A
= AzskaL zARxle] ZkA7) Qlokal dAetEE AlFelle
thar v AlFoltjete s FAkshs 7FA]4H] ¢
sFgel= I dEEHd sfethds abEvkaL 9l
th 71Ee] AFold 714, e F st=de] F4ld
e apdsito RE AAHOR 995 AAF F
Sl HAaL, 2Rk gho]Z AEdol] whet AlF, ¢
71, 2k, 2ed 5 A, 734 7HEE O F
NEHE 2ZEJe] S4low [T gtk 1 FollA
T &MY Al (experience)’ S 2HY niAE] A}
2 72 S Bow, O &8 W% Ak g
e FAlolot 53], AngeA AP a47F T
B2t AF@eHAES SRelA] ol M)
& ATEHEE FFH "HIE =8oF(An e dl,
2010), AFdF AlES] SAol #AIgle] AnAlEFe]
AFuAleldS A8 5 e Zolgd ofts ARE
2 doke Aol 71Ee A" 2 Apdstd 2
ExJolg} & 4 dtHChattopadhyay & Laborie, 2005;
Shaw & Ivens, 2002; Schmitt, 1999/2003; Pine &
Gillmore, 1998; Shin & Kim, 2010; Hur, 2000).

ARo] 2njzte] HgTujejal Aol F JFEs v
A WA, oket uAl" ARYA o] (marketing
communication) %%k Folx] Bgholh A4} HEHS
83 AFUAIH Sz FEEA =HvHPark &
Jeon, 2007). L o] Qe ullo] 525hol| wle} thekst
2 o] s defdd AdEe] SR Adite] AmiA
AS t] A3pAF7] wiizolt o] sjdedd AdE
o] A= wiA "ol tigt #ilo] SUlEE 7ked 53,
exeele] thE LgAlE e} AaBdE wge =g
ks Zofout ah= sl 2WsiAl HArh

HZ 7195 AFvHAIR Bl et #Aale] S
HA AN = AR AFFAR o] AlRksk
Ack. AFvHAES 7]l Schmitt(2007)  wg=
Zarantonello®}2] ATrollA 2a3sh= F1to] ©23] 1Y
o] XS dolA AP Y BaL vhAE 5o Al

A ZdEolv Balse ks EYE 4 e <l
ZQl B wiZ Al FRto] Hojof girar ot 1
U A ArAE e gk tiate] AT An|Ake] APA
Zm(Pao-Long Chang & Ming-Hua Cheng, 2006;
Holbrook & Hirschman, 1982), A& x}(Akyildiz &

ox o

Argan, 2010; Sameer & David, 2009; Schmitt, 1999;
Pine & Gilmore, 1998), B= A&l that 7d2] o
¢} ¥ (Brakus e al., 2009; Zarantonello & Schmitt,
2007; Schmitt, 1999, 2003; Kim & Hur, 2007; Lee,
2003)0ll gk ATER F5 A7 oS AVIsHA
o} 53] o] X B vPdelxe] e ddd o
7= g O 2@ 28xF el=(Suh & Min, 2009;
Park et al., 2007; Park & Bae, 2006, Park & Hwang,
2005)2} FZFoA o] A} AP o] HA= APrtel] mX|=
BHLee et al,, 2010) Fo] =3Hed ATER FF vhet
2Folx el 77t Fastct whE sfHE s Al
g dTEs AN AdvE e a3(Jang &
Ko, 2006), 4712 #AR&FA)(Seo & Lee, 2008), AH|A}
-Bae AA 9 Bl 2=AT (Ko & Lee, 2008), Hale
AxKShin & Kim, 2010; Kim & Han, 2009), HZi= &)
=(Moon et al., 2008)l| M| X|= Fgkol #3F AFER F
2 B A=e] v 95 77 thi-Eolth LelaL
71&e] il Ay ATE 3 Ef ool A Tt
d BAE A SAETE ARESte] SAsIH
ueba] 2 A7 H2 FEEUER] HEadE, W3t
A zZew|e] olgel, Sl 22 thE g AlE oA
o] 2HAF AFS AR v YiFe} e g o
eAslaal 3koict. A BRE v g -9 Follr o] 4]
2t AR e AE EFate] Blugh A7 v AlgHA ot
53], g2 & Foket gl sjidAlFolelE SARte
2% Ayl Feto] H7] wlie] aAES vS
sHolA a17] flaiA miolgle ¥3ks &8k 4o
=S frelskedl o 284Y & ok e dArt
Ae] AFES B AE iR Y aFAEeRE &
F4E A whdabA] Hskar Qlok. eukshd i ide A
FATE] FEAA ] LA A A7l BA= A
SAETE ARESte] Pstlom, HElx e Anlzt
AdE HEZEHT} Au|s A 0|25 o] &gk A
A7} ti=oleh. whebs] sfdBHE w9 oA
A == R AP dele 2bole] & Ao
AR s e o A= SRR L o 1= P S R A
SAel At SAH=TE e AL FrE 3A
oA A gEldEE] Aduls -89 AddE xpEst
IRJANEE T F & ZlolH, 7| B
Fohe] delx] w9 Fash dojw] AR AAR T
HAE AlAstazat gt
AR, Mgt e d el A e dEES
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Che SZHIEIMO] ABIxE ol Bet BN o

T -IMEME ofE o - 21R0iMel MEeA HImE FHo=- 3

RS A7) AlRbsklont, of#e Alg ol2t

Hol spdeie vigol g g AlEehs 2%t

M FEEll= A3 oy 2nAE #Fldhs i

o FE57E Aggeldt. 2nAEe] /14 &l S35

o & Wk Aol thh 7h= AdFolu M=

TjEES frishs 4d-S kil & 5 JleK(Tsaur er
al

=
al., 2006; Suh & Min, 2009). dl& &

b PSRERC A=A
-2 ol anjakEe] Ax 9l = Qe HES =
7 Hd 2 AgS PdEe 7|EAY o 2 AsS

wol I Baleo] A )= seet viExe] Fx
7} #obd ¢ Q7] wholtt. &, o|3relA o] AL AH]
A=o] AlFoly = gigk 553 ololdlE g2 A}
2] ZA 3l (Hur, 2000), 2=} su|=te] BAAS UH

A AANATE dge s Rele @ 4 Ut

AFTR=s 2] AnRke] Aol AEEo g =7
ZeH|2; A o] E]lo] Eal, An|Atet 7 WS WA
of A= AFol7] whtoll, HHB A= wirgelr o] AP
Ao} sd7]de] BAlE FAEE Bole T83 5
oz} & 4 QIt(Kim & Han, 2009; Ko & Lee, 2008).
wela] 2 dA7E sjAnds v -2l o] 4nx}
AP Qs EFate] vlas] e Zo® 7Hx7F glom,
AP 8 4E ARt} gt

=4, 718 2938k AH|zkele]l A4l Il E(contact
pointy= sjHBAE v f-ejReta & 5 vk =,
VME St vl 7-2] elzsleo], v <hste] <lele
o], f2=F#e], POP, A & A=A FiE
A=stEg e ds vgat SgAg el gk JRE
Algdhs 78 E7et & 7 ok ol 33 ARUA
olde Hx9ol sHrA= FAH=(Ko & Lee, 2008;
Moon et al., 2008)% &o|i, AFzo 2= v= zxt
(Shin & Kim, 2010; Kim & Han, 2009) 7}3]|2 Eci5
= olghg itk delw 2viAste] 7e TlEel w

RO}

oehs B F9 AvlA ABU) BET 5 db
A& Akt gk,

I. o]&% Hj73

1. dgoll oiet "o " &t

o

A2 HHE shakEel ofsf Ao =A=tl, Holbrooke}
Hirshman(1982)& ‘A|&o|u AB|AE Fofsta 4n|5}
© I’ olg} skaL, Maslow(1994)= ‘A8 Ee=
= A% vk et skeick. 1ear
Pined} Gilmore(1998)= AE A o]=(experience
economy theory)ollx] W82 A7} 7Fsgh AEolaL,
AxFLE FFFFIH, Au2rt FE3Foletd, A
< 7198 W & 719 e 7HAE AlFshe AR
2 2148 AdES AlET Ao Ride s Agest
W I FeAe Axsar. 28a AlRe 3EA, 54
A, JAAA, FA1A 2ol oHE] Fefal= 7h1e] W
oA WAsh= FHAR A o]7] wiid o= 7=
22 AP APsHA 2om, &4 AL Aol Ff
of AZH oMIES} AJaatgstar] AAdTL skt
olg% AP T /AR AnREe] AF 4R
FEI7F e Aoz wrisith= Zlelnt. st

2R TR Gl B W Aol7] whiE
olt}y. 2|3 Schmitt(1999)= “Fvfl A-Z-2o] nlAE =&
o ofal] AF=E Aol gk v =2 Apzle] A A<l
B2 FARRE dojubH, AL 7N1e] Agol7] uf
ol AEA o2 vHEo A= Ao] ozt fmEi= Aol
2} shdct. olgfet AFnARS 7ge] A A 5
SR ARsHHA H43HA] k= Sict

Pine?} Gilmore(1998), Schmitt(1999) o]%o] 7=
Knutson?} Beck(2003)2 ‘32| 5573t o =A A
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Wesley(2007)= 28|27} AEoL) AH| 22 FLujs)
2|5k BgollA] whAlsle gk e QY
2 SHG Azxshs N oz} sholtt. 2e]al Ui
of|A] Lee(2003) Aot “Ful] -3o] nlAE] =g
oJ3te] AFE= Aol tigk vhgo = Alie] 2 wi=
HFo R AP HlsE A5 7|o=, g
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(1999)7} tE Aot} Pined} Gilmores= Schmitt = 7|
ARl o R ElEld 4 oflEdA I3t AE
(staged experience)’ o] 23S Gto] HY3loH, OE
o W= ARAk AFS AHRke] Hole £ oIE:
T HerE dshe S-S VISR A #EL
2 Ul JIEEIQIHE A3 (entertainment experience)
2 AFN sl B AT EE BE AE, AV, A
HIAE AH|R} 288 5207 Fofate] 724281 7]
< &3 AFH T FIH TIES A He S
oujale, 14 A|%(education experience)S AE} 714
o ek FHE delFal Al 2o 58S
ANAFE, AR AL vieelaL = 253 FoE &
A =7 = ARS onlgitt Tea dAEH A
H(escapist experience)> ¥ 27go] opd ‘A39] A
M Folshe AFET WA S71WA DAdellA Hojut
o2 AlAlel Sl= AAE =<d(flow) “FEiE AFskar, A
w]2] A ¥ (esthetic experience)S £ ol ol HEo
AlZHA @ asof AMH| 2 A o] EelA 885 7
WS FaA et T A AR e =
A 27, 5o, vhIF, 171, Ad-] SlE| o], oF skt
= g 2t 29 55 58 APS ovgtt o] ERHe

2Hd APE EFE ul Agsittal &3tk Sands et al,

tl

o

2]l Schmitt(1999) A2k AR Eole} st 5
7R 8o 2 Utk 72 Al¥(sense experience)
=AY, A7, 32, vz, S2be] 7R A e A=
oA mEte £ 82, olethe, WSS AY
sh= 21& ofnlshH, 7H34 A3 (feel experience) 71
& 7L FE gk A o277 A Alds
F2sl7] sl AECdA 38220 HFelxFE S

S e AAHem =A% s A7st
Zlolt}. )3 1A% A3 (think experience)S 117
FxA QA FAE T AFoR 7ol BAls
gk A4S 3K o2 ttes Ao Aol S48}
sk, 3714, B ASshe 2 ovlatd, s
Al&(act experience)-> o] AlA|F] gPo] A=}
HAEAY g2 Al Aszkge] Ay e A
7o) A71A PF s o g a o] gho]x A
ot HHE APES ofn|gt vpAe 2 wAA
FH(relate experience)> A}3]% W=, AL3]A oJ3F, 3}
712, Fetello] A&7k, AUE, ARE Aot 53 2
FAA] AR Jdte] AAE ovlatH, 27, 2

o,

Mo g 2 o dp

i

o o 24 fo

4, A, BEA AL TBA NS IR, of BF
He nA= ARe AEAl 32T A 2 48T 5 9
TH(Sands ef al., 2008). 1B 282} F3L F25})
M= Bl=e) AAE ASEd o3l PdEed B
A= TRl o] Foldt =aL, AV, 71, si7IA, v
73, ATy, € AlolE, Z+F oMIE F& thbAR]
ARJTFIES B3 2H|RFe] AF ol THE Folofgirtar
FtHBrakus et al., 2009; Schmitt, 1999; Holbrook &
Hirshman, 1982). o]2{3} AP ATEL =F A 4H]
2 A2 AR sk dol At 274
° 2 Fofste] 730 WA (Knutson & Beck, 2003), #13=
= 7}A|(value) ol ti3te] =7]7] =+=(Pine & Gilmore,
1999), Znjzte] ol FA31 Ae|x] ezt & &
i (Meyer & Schwager, 2007).

2. IMEOlIM 2] MFoHHE 2Et AT

AdrHAR AN bR ARE S sk Zle] oky
A& Tlslks Aolet shlrkLovelock, 2011). o
S 2HAPE siAARES Felstkaa & o, siAA)
=2 skl flal o2l The] SAlE FolA g 7Re]

FAEE AeeA Hat, 2 g o] sjduds v
& -2 ellA] iAol et ARE Halshs Al
A NARAEE AR, 48w Folals Aol
Tolg AR, AAAEE Tole F Aeshe $4o
A B Ee EAE EE AN AR BE T8
o & 5 gtk

U Aol AdrAE Al gk dede] =
= 7k, sidZokell o] AT sfdni=e]
AESA AFE 77 A=A Jangst Ko(2006)2-
A Gelx AR &k gk dRelA
Schmitt(1999)°] AFrIAR o] &3} F4 FARUA |4
(IMC: integrated marketing communication)©] 5-AFg+ 7}
WS AxshaA, sididgelr AAZ dus g &
vz} A@de] BAEAE AAETE 223l Seoot
Lee(2008)= odsiAl mizdo] AldniAg ol 4712 87
Aol nxE &35 AFEHAL, oFHA=] A
o] AnjzkRd= A9 Bz FAHE(Ko & Lee,
2008), Bi= 22HKim & Han, 2009)ol] 7]X]= gk
Bale] G78+9o ™, Moon ef al(2008)= oFH
Lol 7|8} liso] g tide s AFrAY SFel o

[e)
Azko] Zvla} BAE Blmo] v Jeke Helehi
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e LTMEoMel 2 IR Mol 2Hst

BN A7l mjMdEE ofE o - 2lRoIMel HEes umE SMoE- 5

sheith. 28]ar Shing} Kim(2010)-2 233} sjAdu =
o] SRS o AArge] Bl zitel v
2 Gl Bate] A7 A BAE FHUALE F3
Ag@wAE o] BIHE 2itel] el vl AR Q1A
2 s AR YER

T}oFsl Hololx] Schmitt(1999)0] BA= ¥ Z=Aw
TFEE A3l 243 gl Aotk ob4) F) ol
u A B A 2R} & 5 e

Favs) $;L AR 7t FAIE e & o oS
AP e Ao s Et. 53] A

o _,]g | ZF= AlnjAel EAJo 2 olaa] LAl =
8 = W ol o2 Fg2 FAHME ke 7
e st 3t Choi & Lee, 1994). =31 mjj41 9]
FIT/VH Ao e g B A
Tl HaL, AlFel thgk dolwrt o Eokxly] v

L AR e Ago] FA| 7|hE= 2okt & & 3L

0->,’I-4_L.E._4

o

)

o} webr] sidiokellr o] AFriAEe s A= v
FoA AT AP Q42 2vap} 8-S T

iy e A5 5 AF Al wiei(Davis & Dunn,
2002) thks 748 w7 somm 1 A= A
o= s 719w Hfﬂ%u ofejt 2l Aste] 71
A BAF S Bl B ARE TSkt Ewol H
A sk v 2% 1am g 9l

LEME{0ML AHIXRE

NHBAE wldelre] Znla} AYTES Auln
¥ & SPA SHEAE v vk sanlg, 2
ERE] ]

A= mgelro] APFATER BA= Al =

o) “‘—;—FOJX% oh;]_ o;]}\-]y,}]/\:]uHX]——Q- 0] 83

rir
of
n
i

2 FEol 2 A, ogel 22 s
AABN Ll hat w1, wipge] g Azl 4
A\l v 1 mw Arststed, A 7H

2 3 AHH oz IS vlH]
HQle Felekoint
2F =9} o}yro] B M wFoxe] HFS
T8 Moon et al.(2008)= 1}o]7]9} reaso]|~E tlifo
2 AL G, BB 58) Sl g A
Zto] Zem|zte] BIIE Hlm(Ble 7, Bls Alg])d
H 2= JES ATst 2 ofF 2= AFEvHAE &
oA An|Rte] 224 7S Atk IR &%
ZH|zte] BvAlE FAZ] 7P & JFE vAE B
= 7S g3kt vl a3 Qds EIsklth 1
Ko®} Lee(2008)> wizellAl o] A (@AA, 7184
°)°l ARkEAE BAle} BAE SR w|X|=
el B3t A7st A, ofFHA=9] 5714 xﬂ'd 01
H14 2kl 7184 AP AMSliEstd 2k
|4 APalez FE Yepton 7EH zﬂﬁéﬁL
2 2u-EAE A fE oA ARFE 97 zbkdoll, &
AR APQNL FsofE Aol 7P & IS vAE
Aoz yepyltt A arh= A Algacle] #A
2 APeolrd ¢ & Aog Yelyth 53] oF7Al
ol e dAmidite] e ahgo] FastEnE Hill=elo)
WAE =olet oA Al FHETE ofygl Az}
ofo] 7141 AL 3 v} AT st
A0 A2l Avgh AfnkE] 9] Hgto] FQ3rtal

sk

rr

Ao Yeht T2

¢

2

_E [ rlo of

Fl

O
o 1

[

FL

X,

JAande Y14 2EoldMe APL A7t
Kim¢} Kim(2011)-& VMD$} w3 v o] xﬂ‘d 7t B
E HEEAE, U, Aol Fulel e wA)= gEkel

sl d7e A HAE Hes BT 503 Hes
vekdaL, Frjeleel FFEE vAs Ao Yt
VMD®] 7|54, 91&/de Bz tH%L} S7HS =oln,
VMD g} Fr/de B
Z93l golojn, WL 153:} o U o osf
ERttt. E=9k SPA offfE =S| E 4] AEo]oA 9]
AES 973k Jang(2008) 2] o|u] =9} Fujg] A
Hj 2ol gk Ryt 2]zt ool nAe JFS
oﬂ—_rLé']- A} wjFoln|X|(vig £9)7), Tl 7], A
A, wgh, &5 7)) & HH"W‘HﬂQ} 2Eld ae
23, FE 7] Ayt =252 g e} e
=, Ffelel] S FFS VAl Ao YEkt
t}. 2] Suh9t Min(2009)e E3HEslE7lo] 2w
et ees] S dvlishs sl thE &
Bz} B2 oidk Ax BilEslazle] vE uAE

A
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o 25 fF3of A =/ vehsten, Adadlol

AGREE] R GFol glors wE acle] Ful
o FFe v Ao ehdth HALAS ugel
o) zulA Aol oiE A ATE] Avke uw o)
B wbge] olul el w2k ok, A A4A &
A(VMD), Fl A2 22 Fo] BAE s} nas
A, Foolmel gt mAE Ao ek,

Te)a o e BAE e AvlA ARATES A
R Lee(2007)12 Wishal Aul2sol igh 7 A18e
Al A o) Ao bk Ash 2ulA Al
B0 AR 14 5 2787 BAtol Tulel
o e e Zlow Yekkth Az s9lacl F
Al ax FW ek A ans 2% fold

IS T3, HAL 009 94 229} BT
I Jye

AT, 4, ) D AT BAS A7 25
SPIY Hzael F fEe s By, 2
I AR

ol A e MAA Ee Aew Yeyith e
A AR 2l F AF R e e Sl
FAAY, 34D 2 dAAR ] ol 382 IF
= MAA e Ao yesth aela uAe] 5gF
A AAAY, AEAE F JAAEE T2 AEE =]
ol 2AHQ] e vAE A= etk 2eja

I
Lee(2002)2 W5bsh welds thatoz Aj7hd vjel
delgelHE, Uz

U —

g

Fa2EE o, AR w)d nAE JFS
T A2k wElo] HE W=l dEfElHES) ]
7gol A Well viF2ele it S824%]
e Ao vehton, AztA wieat deEIHEy
A ool TR FFE vAE FoR veldth
A ellM o] A A gol ik AP AFEe] Ads
B ez A0z, EelA 3, M) A 94
o} AEERIUE Fo] HEejeel Fujolee] JFFels
nAE Ao Ve

AYATES THMNEE LnAt dFolv A =E
Tufetal ZHlehs ZHlA M =7 He Al 8
Z B A=L gAlEl o] oluAlE FgskeT wihe-
8% 947t 9 F ok wEbA 2ERpL SesH A
Zale AARAE mguRe) A ek AHnds v

o o
=
=y

-

ol
ulzle] AEaEe] Fag g mA

ol

Qe g AEl ] 2H)7t AP eae A

24
ek & 4

rr

1) A7y

= CE%OM% ELER
BAZQ] o]3f

A, B 14
AU AT Qe g et of A
% %l%f& ke AA £ g4l sirka de

e
Aol Hlejel BAMIAES Azel e En
z}u 0 SR E gD, WER, Zeule] ofe
o Belrlel AGel dhatel AfEA EEE HYS
Fol Aas PSRt £ AT oY 2B
7 % Aol AAIBHEe] 2ulAEe] U2E 7ol
Redes B4 U YR A9 2t U2 &
= AEE IRTHREAPEAY APFEE A
3 e, el A e A
ABRE Polshs A, A vgelris shHn
= e AlSlE oY Y AE Q) FaE Aols)

11

2) At

A AR FAR ol AFshs 20~ 50th o s
SR sk R2AR ST ol ol
Sof Wk fol ol et A34e) BB
et AAER A A FE AMFAR FHAS

7] Eolet. odEe] &M A& EidEel sl
R Qa1 71 U] AHjoA T o)X % s
aw PALshEA A1) vhEe Fusha 3l
5 o] wak ol A4S 918k Zmu olujel,
u Auige] Bar she AEe) TriE s
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e SgHEo|MOf 2H|AL Mol 2het BN 37 -midEME ofF W - 2lRoiMel AEe4 HluE SHo=- 7

o] hel7ul7A] HastaA APde] udek AHTAlR
A Fekek 39S FAlekal QokKim, 2008).

B A7) U At 2ESE o RE HEE
FERFZH Z Aol FEFEW(convenience sampling)
< A"t wEb w2 Aol fAR
T gk QJIEF Aol gle AR RE HA F 13
Aude i} = G AE oA 42533 ¢
L iRkl £31st Holgle o danat F 22
A F3ESt. 1Bl A3 vkt AFE sk

S)
o
=2

g ot o] EdadE 2iRH@IAAM sk Al

(Table 1) Sample Characteristics

HA, Fushd FEA), sk a0 Ea s
370, deiskd 17H), okl AAMsk 2784, Al
FoZev] ol i oR et i dA=
SolM 7ol mE AR RS HEste 24U
SHA 4e ALttt flo] WA A xS
Farske] & Aol 20t 478, 30t 7', 40t 4%,
50t 3rge] ofdam|at F 1899 QB W8-S &4
AREEFIEE. The] <Table 1> <8R gl <1+
A A4 3EoIH-

Division Interview Subjects
Age 20s 4, 30s 7, 40s 4, 50s 3
Femal Maniage  single 8, marriage 10
C emale Job university students 2, graduate students 2, workers/teacher 8, housewives 6
onsumers . . . .
Education college graduation 3, university stl'ldent 2, university graduation 8
graduate student 2, master graduation 3
ID Name Age/Maniage Education Job Visit Store Type
A . Luxury Hall, Department Stores
sksk g 5
1 Jung 34 /8 university graduation workers Premium Outlets, Shopping Complexes
. Luxury Hall, Department Stores
sk g
2 Baek 34 /S master graduation teacher Premium Outlets, Shopping Complexes
A . . Department Stores, Shopping Complexes
sk
3 Lee 47 /M university graduation  housewives Premium Outlets
4 Lee ** 36 / M master graduation lecturer Department Stores, Shopping Complexes
Premium Outlets
5 Hwang** 4 /M college graduation owner Department Stores
6  Park ** 23 /S university student student Department Stores, Premium Outlets
7  Lee ** 23/ S university student student Department Stores, Shopping Complexes
8  You ** 25 /S university graduation workers Department Stores
9 O ** 36 / M college graduation housewives  Department Stores, Premium Outlets
10 Do ** 41 /M college graduation housewives Department Stores, Premium Outlets
11 Lee ** 37/ M university graduation housewives Department Stores
Department Stores, Shopping Complexes
sksk
12 Park 31/8S graduate student student Premium Outlets
13 Song ** 32/ M master graduation workers Department Stores, Premium Outlets
14  Kim ** 45/ S university graduation workers Department Stores, Premium Outlets
: Department Stores, Shopping Complexes
ki
15 Kim 28 /S graduate student student Premium Outlets
Department Stores, Shopping
16 Yang ** 58/ M university graduation housewives Complexes
Premium Outlets
17  Cho ** 56 /' M university graduation housewives Department Stores
18  Jung ** 52/ M university graduation teacher Premium Outlets
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B ATE o]24 MEYE 59 AEHHem A7 F
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1996)2A] 1x}e]] o] Fo0]7 W& 22 WH oA =2
g gyl vHES FajA eld HosH B
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Thompson et al.(1997)2] 4%k B 7|HL Al%—é‘w
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(Visual Merchandising Experience of Product)
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(Table 2) Experience from internal stores of fashion brands categorization and integration of the core lexical meaning

Experience Factor

Means of
Integration

Core Content

Selection &

- Mannequin display (VP)
- Color & Item hanger shelf (PP, IP)
- Section image maps placement

CPurcha_smg - Hangers in the proper quantity on display and for easy removal
. onvenience >
Visual convenient shelf
Merchandising - Buried copper and layout
Experience of - In-store interior and display
Product Placement of adequate products and fixtures (hangers)
Sensory - Feeling the product after touching and wearing it
Stimulation - Feeling is refreshed thanks to the good fragrance at the store
- Customers encouraged to touch products in person thanks to the unique
displaying method
- Salesperson Acting
- Evaluation in advance by observing clothes worn, and catering
accordingly
Pre-purchase - Manual-like greeting comment, negligent catering
Emotion - Salesperson who follows customers as if telling them to leave if they
are not going to buy anything, and salesperson who trails after the
customer  constantly, bothering the customer by talking
incessantly(luxury goods, expensive brand).
Ermofi - Salesperson's behavior salesperson's excessive politeness, lip service,
motional ; X
Experience pretentious catering
- Wants to be treated well
Positi Purchasing - Exciting when purchase is made after light price negotiation
- Positive . . o e X .
- Negative Process Emotion | - Emoygble apd satlsfylng when price is purchased at optimal price after
comparing prices at various stores
- Fun and enjoyment when watching the in-store displays
- Luxury brands' window display is elegant and mesmerizing
- Satisfying and happy while carrying out a number of shopping bags
after shopping
After Buying | - Shopping bag and package that suit store or brand quality are important
Emotions - Re-confirmation of the joyful emotion after trying on the purchased
product once again
- Salesperson's active customer management
Face to Face | - Presentation of information on the brand and product
Service - Salesperson's flexibility
Professional - Specialized explanation on the product
Salesperson Knowledge - Wearing of the uniform or brand products
Service Experience - Service mind set (kind catering via phone, kind smile and way of
Trust speaking)

- Expectation level towards service

- Suitability with brand image and the person who represents the brand

“FO/HIE ojE ZtE W 2|90 sE X

B AJZ0) 0] 512 AL OFE|AE FA} OfR0)
JIerel Zef ol eZ OfEt So/ZtE W ot 2220

2 £33} L70] S0/M SHL

LZ0] E0/A L2 /20| EQHa SESLIIVIX] SHCE (ID-2)

NerHez TEHES FofptEn & gl Tof30] 2E

&0 oiLiPt o) o= =70l 2L ZLR0) 2= fEE Y Ef = f

L Hcx/or 2 FHEof & 5019 CJAZ 0L ofe A

é—f —E/QZ _ﬁ\ﬂ/b"ﬁ ﬂE 7{11‘:1_0{ :,._7556 ’(/D—:?)

[ fe T XIE BHA S

‘PEEES ZfIHAE0/0) E0/UE 1 &E WPE A
=2 G0y 0/f AEHS0] QH=Tf FASFLE ZH 2 10

[}50] B0] gloL St 22 7 g7 HEAZ I

P
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(Table 3) Experience from external stores of fashion brands categorization and integration of the core lexical meaning

Experience Factor Means .Of Core Content
Integration
) - Many number of diverse brands
A variety of | _ Trend presented
Brands and - Product inventory retained
Products - Able to save time by purchasing products for all the family members
thanks to the one stop shopping
- Use of the convenience facilities is one of the reasons for shopping
- Space where children can play
- Refreshing bathroom and cosy make-up room
) - Food court with diverse food
Convenience | - Space located on each floor where customers can enjoy simple meal
Facilities and drink tea ) o ) ] )
- All types of convenience facilities such hair shop, nail shop, hospital,
repair center for the clothes and all other products
- Customer service center, information desk, personal belonging storage
. service and lending baby carriage
Service Scape
Experience - Cozy and comfortable resting area
Physical - Very accessible and convenient to enter into and exist parking lot
. - Parking lot personnel provides guidance for parking, and parking
Environment | jocation notification service
- Facilities for refreshing indoor environment
- Easy to exchange and to get refund, good A/S
Policies and - Use of point card, and credit cards from our company and other
. companies
Services - Use of VIP card, 5% discount and DM, coupon book, leaflet
- Use of guiding brochure and post card placed in-store
- Diverse music broadcasting by each time zone
Aesthetic - In—store intg:rior, props and indoor lighting .
) . - Diverse facial expressions and poses of the mannequins, placed at the
Stimulation | yyside window display
- Outside facade, lighting for the signs, sign boards
The social bond | - Enjoying shopping, culture, relaxation and entertainment facilities with
through the | family members - . .
ough Hie - Fun since it feels like returning to the childhood
shared - Sharing of experience with other families by enjoying weekend farm
Culture Event Entertainment | (party) with the children
Experience

Embellish the
Cultural
Benefits

- Festivals and concerts by each season
- Able to enjoy art and culture such as play and musical
- Enjoying music performance, gallery, exhibition

(Kitty, Barbie, and teddy bear dolls)

Playful Behavior
Experience

Relaxation

Space for playing(playground)

- Concept of enjoying while resting(resting space)

- Time and space for enjoying own time

- Concept of short trip to the site where one can think and enjoy,
considering it as a drive

Deviation

- Source of vitality for boring everyday life

- Relieving stress while shopping

- Soothing by turning around the mood

- Able to forget about the reality even for a moment while using the
space as the place to meet friends
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(Table 4) Fashion brand stores, shopping centers and the common experience of the integration of the core

lexical meaning and categorization

Part Experience Means .Of Core Content
Factor Integration
- Search for the information on the new brands and new
products, and comparison of the information Salesperson's
explanation on the brand history and  seasonal products
Sources of . . . . .
. . - Presentation of the information for economically viable
Fashion Brand Information .
Stores Internal - Personal purchase via sales and event
- Purchase at store after checking out the information on
- Impersonal
the Internet mall
- Able to find out the information on the sales or event
before others thanks to the frequent visit
Education - Information on the seasonal display by each floor, outside
Experience window display
Trend Information | - Information on the trend through the mannequin display
by each store
. - Information via season POP and advertising leaflet
Fashion Brand — - :
- Classes on the cultural activities and on cooking with
Stores External . . .
. recipe provided at the cultural center - Acquisition of the
Learning through .
knowledge on new products and on the method of use via
Knowledge
Enhancement salesperson
- Seminars on the method of playing with children and on
the children's education
- Salesperson caters kindly after remembering that the
customer is a regular
- When the salesperson set apart popular item or product
produced in small quantity for the customer
Fashion Brand Customized - Trust since salesperson coordinates for the customer
Stores Internal Services since the salesperson knows my tendency and preference,
and because salesperson manages the list of purchases
made
- Salesperson knows my tendency and preference well, and
.. actively recommends the products that I want
Exclusivity — -
Experience - Purchase at one place to maintain grade, in order to get
P mileage points, and use of the coupon book that is sent out
by each grade
Keep the VIP - Use of VIP lounge, valet parking service, and exclusive
. Benefits elevator - VIP lounge can be utilized for hang out with
Fashion Brand . :
friends anytime
Stores External .. . .
- Volunteer activity, fashion show and trend presentation
via VIP club
Store Reputation | - Packgge and pgckagng (symbol'lsm)
Pride - Service that suits store's reputation
- Store's reputation expresses my life style(sense of pride)
Fashion Brand Salespeople - Relationship formation when treated nicely and humanely
Stores Internal Respect Relationship - Feel like I want to get treated well when I visit a store
. for Human | Equitable services | - Attitude and expectation level changes when I go to
Fashion Brand . .
Experience | Expectations for | adepartment store

Stores External

Service

- Want special treatment since I am spending money
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(Table 5) Internal and External Experience elements on the Fashion Brand Stores

Type Experience Factor

Experience Content

Visual Merchandising

Shopping choices and convenience of purchasing
- Caring for customers

Experience - Aesthetic Sensory & Visual Stimulation
Fashion Brand Emotional changes - Diversion
Store Internal Experience - Positive / Negative Emotions
- Bargain of fun

Salesperson Service
Experience

- Face-to-face service
- Professional services (trust)

- A variety of Brands and Products
- Convenience Facilities

Service Scape Experience

- Physical Environment

- Policies & Services

Shopping Center
Culture & Event Experience -

- Formation of a sense of belonging and intimacy
Shared social Amusements

- Cultural performances, Exhibitions, Events, etc.

Playful Behavior Experience -

Relax, Play, Daily deviation in

Sources of Information & Trend Information
Information navigation & Information comparing

Education Experience

Fashion Brand

Optimal purchase price (Consumption Value)
Learning though knowledge enhancement

Store & F

Customized Services, Pride

Shopping Center Exclusivity Experience

Personalized service for your own

(Common) S Keep the VIP Membership benefits Center Reputation
Pride, Symbolism, Reflects me
F Feelings of consumers want to be treated

Human Respect Experience

Salesperson the closeness of the relationship formed
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