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Abstract

This study explores the characteristics of fashion flagship stores from the consumer's viewpoint, examines the differences
by brand type in the flagship store characteristics, store experience, in-store emotion, and the post-visit brand response,
and compares those of the flagship store with other stores of the brand. Flagship stores of the four brand types including
luxury, SPA, retail, and national brands were selected for the online survey. Data from 537 respondents who visited
and selected one of those stores were analyzed. Five factors including facility/service, scale/product lines, brand identity,
location, and publicity were extracted from the characteristics of flagship store. There were differences in the perceived
flagship store characteristics by brand type; The luxury and retail brands were more highly perceived in facility/service
comparing to the SPA brand. Store experience and brand response were also different by brand type; Perceptions of
the luxury brand were also higher than of the SPA brand. Overall, consumer responses to the luxury brand were higher
than to the SPA brand. Consumer responses to the flagship store were higher than to other stores of the same brand.
The study discusses further implications.
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(Table 1) Selected flagship stores

Brand type
Trade area
SPA Luxury Retail National
Myeongdong Uniqlo Mag&Mag Hazzys
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(Table 2) Perceived characteristics of the flagship store

ltems factor  eigen value  relia-
loading (variance) bility
Architecture and interiors are unique. 720
Architecture and interiors show an excellent design concept. 708
It is equipped with convenient and cultural facilities not easily found 674
at other stores. ’
factorl: Store facilities are luxurious. 658
facility Se_:rv1ce 1.s excellent wmmg to other stores. .646 10.892
. Display is excellent comparing to other stores. .623 .899
fservice The store has things to see and enjoy other than products. 615 (35.14%)
There is something exciting in the store. 612
It is equipped with a differentiated service not easily found at other 603
stores.
Service is the best. .602
Architecture and interiors are most up-to-dated. .570
The store has more products comparing to other stores. 712
The store carries all the product lines of the brand. 671
factor2: The store is larger in the scale than other stores similar to this brand. .647
The scale of this store is big. 645 3.099
scale/ . .868
. The store is larger than other stores. 638 (10.00%)
product lines  proguct assortment is deep. .632
It has new product lines not found at other stores. 567
New products of the brand are first found at this store. .565
The store shows what this brand is about. 764
factor3: The store makes us know the brand well. 764 1.981
brand The characteristics of the brand are well communicated at the store. 732 639%) 875
identity The store shows the personality of the brand. 705 (6.39%
This is the store that represents the brand. 547
The store is located at the finest district. 155
factord: The store is located at a famous shopping district/street. 748 1.499 815
location The store is at the center within this shopping street/district. 685 (4.84%) '
This neighbor is the best shopping district. 672
News of the store is often reported. 815
factor5 I have seen the news of this store from media. 808 1.312 g5
publicity I have heard/read about this store from newspapers, broadcast, or 773 (4.23%) '
nternet.
2) HAE §3ol W Sehay e B4 Aol gk
Aol S Eey 2Eo] (1A BRI, WEE)
A B SaEEPA, S, Azl ddey ) T AOIE HEL 488 Ty AE0jE el
. e ol gl SHATHE A HED Srhu
Fo)A 2zo) 54 ol*u Ao]& 17] 9J5) ANOVA § e
%— Q*]’E}%ﬂWTable 3>, 57H —E;/‘é _S_C‘J_]_ = }\]}‘\j—l/)qﬂ]_/_v: E}_ ] ‘]4' A‘]H]}\(t_ 818 p> 05)—‘ Z‘”ﬂ or B+ ‘7}\0 Q
o} 9% aolejMul Golgk x}o|(F=14.329, p<.0013} \_] oA freetAl =2 QA HATKt=3.761~2.284,

F=4.302, p<.01)S HE3it}. Duncan AMF-AHS A3} 24
2o} el BA=7}1 SPA s, 2|3l M} A
ZHA B njsf AP/AR|ZoA 2 Q12E B

T U=

o, 2 91404 EAeE 7 ARk Ajolg mol

05~.001). TR} WL, A F Zehol afeba]

—;— i}ole Ho|x] eFgH(t=.034~1.263, p>.05). Lyo}7}
B Hwe} BAE H|2e] B o] §ste] 24vkow
TE(AHE n=301, A-HE n=236)F z}o]E HH, B
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e Zeial AEN 2A: 8Y, 7, MR EES 9
= Hme} Rjo] & SR} We guAlET BE A ZPGA| Bd=o] ZT4(Nobbs et al., 2012; Park,

EAQolA]  folaiA 212(t=10.565~5.763,
p<.001)S JeERSlLE & F4 2Eo] W d ol
L, Bz FojFoln, Ball=o| thaf @o] ¢ 1

e AET FHay 2Eo] SX4 tis) o =
A A= Aeg YeRith

b HAE 3 S ARo] 54 Qlxle
4

=0
s A WY
A

olE H7] 98l WA E, BilE Hx, Hi=
A5kl ANCOVA #2482 3tolet. o5
Ak Fo= BHA= [ o upg} AP/AH]E 29l
(F=7.819, p<.001)3} $)X] 8 ¢1(F=10.754, p<.001)d] =}o]
7F e & FHaA 2Eo] 54 Q1] 5880 F Al
/A2 gRlollA Eaeiel 2lHY BIl=rt SPAo H]
3 =2 QXS Hola, Mz Ay}t Az Bl
Eof vl #2 Q1S Bl Zlojtt. o] Haly BHill=
2A9 EARE e EMe Bl Eai
(Moore et al., 2010)°] Hvjr])5o] H} =93 SPAL}

o 1o 1o
offt 3k

(Table 3) Perceived characteristics of the flagship store: Differences by brand type

2011)0l mja) AP, Auzol Bk Tt H 27] vl

Ao,

w

Edoy 2E0{o| HME Z, H

N

FY24] 2Eole] HAXAFL B
AAE=H|(F=8.504, p<.001), ZA]

o] HEAFFo] SPAHUCTS] HIEATFRTE =
Ao 2 Ueylti<Table 4>. o2 Aol ST =&
o] ol WzolR, HAE Hi, HA= S
ANCOVA 24N F-ofahJrh(F=3.526, p<.05). g4
FY24 2Eoje] 3 e B FIHUR Ao
2 Ho|A| Qo KF=2.357, p>.05) S 2Eo]<]
H=E Rk HI= {FFHEI Aorb QUlEH
(F=4.425, p<.01), &AM2] BAH=o] )3} wH-go] SPAJ

]_

[

(n=537)
Characteristics SPA Luxury Retail National F
n=172 n=244 n=37 n=84
FS facility/service 3274 3.597° 3.558"° 3.404*" 14.329"
FS scale/products 3.692 3.643 3.588 3.564 1.328
FS brand identity 3.522 3.604 3.460 3.533 1.021
FS location 3.786" 3.589" 3.689 3777 43027
FS publicity 2.959 2.874 2.847 2.885 436
& @ % %6 ¢ pyncan analysis: No difference among the same characters
“p<.01, "p<.001
(Table 4) Flagship store experience, emotion, and brand response: Differences by brand type (n=537)
SPA Luxury Retail National
n=172 n=244 n=37 n=84 g
store experience 3.134" 3.432° 3.362° 3.260"" 8.504"
in-store emotion 3.449 3.595 3.584 3.591 2357
brand response 3312° 3.530 3.491"° 3.498"" 4.425"

a, ab, b

p<.05, "p<.01

Duncan analysis: No difference among the same characters
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%[>

o Ao ekt olefdt Foli Eeh1a
il HJ%Oi—‘jr, B g, BiE A2s A
= Fo] 3 IrH(F=3.887, p<.01).

= Zga Z:EOJ«] BIe SEHg AEAS 9
A gk zfol} glglrl, FEAoE Pxje nas

737 wkgo] SPAS] IR vlel w2 Ao E e
st o= 2EHld v @] A et Aol I
= Zl(Puccinelli et al., 2009)2 AAEhH= Zoew
A, ng_j_/\l 2Eo] EA gl 2lalo] oW Ax A
2 Bl wk3o] =& Zlofzhs 7|thE AXshs A
2 Helth

4. E2llo AE0{et E

Za1a] 2~Eole] EX

‘Rl l

SECE R
am; R
o S 204

o g ukg So] BFHT(EY HAE] Ak e gl Ha) o z%ou o s}oq Zef14) 2Eofo
SRk Aot A 1) 93 FeTA 2ol Bl ojgh 2wlafe] whgol onlleAE naeaA sl
=] BREE e Aol 3l SHA 2448 S e Ze1y 2EolE 98lal i Andss A
= 2Eo] B4 590l AT AY, AE 7Y, HAS wke g, SPA, @, AlzgdA] BAc s TRED, Bas &
o] Zolg HAFh<Table 5> W& WY B H3} A0 mefstel 187)0] Fej24 20| HAs
iolol BPHERE o)k Itk 5 By SEol]  AAste] AE AR I AAGE 2okl MRzAle
el A/, TR, BAS AR, 9K, FR o ANskdrh SR of F A BEE Heo) gl =9
T AEX 5A(=11.988~3.961, p<001), HE AE 24 2Eo] 3 RS Mdlsle] HAEd Sal9rt.
(6.581, p<.001), AEW (5435, p<001), BAS  Zgaa ~Eo] Sxe ARAulx, FrigEalel,
HHE(t=5.599, p<.001) B BE Qo] o FL Ao® b mal= R, M, B BE EIW 57 aclon ©
Atk & Bdfodl 280l Aol £9E,JITA S @S, A, TR, RS AAA, A4
o 9125k che bk v Bl e WSS e 2 FH o= 2ul) Qo] w7 UEh) A4 Zea
(Table 5) Consumer responses to the flagship store and other stores of the brand (n=244)
Store type
Consumer responses t
Flagship store Other store
facility/service 3.440 3.112 8.809""
, scale/products 3722 3.190 11.988""
Flagship store o -
characteristios branq identity 3.615 3.267 7.469***
location 3.736 3.523 3.961
publicity 2.993 2.878 21117
Store experience 3.296 3.042 6.581""
In-store emotion 3.571 3.357 5435
Brand response 3473 3.278 5.599™"

ek

p<.001
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