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Lea-Greenwood 2006), EA =9} AH|z}e] &
F& W e FelHel 1Ae 54

o Assta Qe HAE A F=d 77t
o
L

S‘i
lo,
n
%
3
_“.L
o

i I e = ! ]E]-(Bhardwa] and
Fairhurst 2010), 3 FAo wW3eo] =

XS FWEH= SPA(speciality retailer of
S8l =]
At SPAE AR, R, 2wl o]27]714]
e HEE X‘Xé “LO} &gkl FEHlES

AE T

private label apparel) =7} 5

e
i)
4e)
>
Hl
=
=
N,
i
o
2
=
>,
2
my o

of AgE StshaL 3 D} ole} 2
H2E A Bl=Ee] I A

A
AR 7F FolH =235k (Ma and Koh

2001). 5, &H|Abe] S7-5 WIS AlEE
€ F712 ASH R Algshs wAld mF
& RS 2Ol AH Au=E Al
T8k Zlo] dasith e ojeh e 473
S ABAYH O R SHAR FrdF FE T
£ 97 eI vle] A<l iﬂbﬂﬂg hiss

o] 3L gJth(Fernie and Sparks 1998).

WAL APl B LGS B
AEE A% 7 Fopsh) o5 AEEe

O
A} Aol nBHe e oo Ak Hol
tHMargaret and Daly 2006). ¥Hhd s ~E df
Mol B Be ol5Eo] wel B4z A
gho] oyt AZ2 oFER wAE= ARE
o] u-¢- Z7] wiEel AHAE2 Al st
AFE BA =i A Aot we] 2%
As Aelste] ool wol AAY 5
o2 Fujsl= Adko] 9lon, ujAeAl A
He AMuaEd Jrd wel FEut
H 517 A =72 SFCHByun and Sternquist
2008), gHA o]9} 2 ARA|7] Aol 5
T A2 H2E S wirgellA AnjAE
ol A7l E]b Bl oM T EH= AoE,
ol Y¥HAQl AlF Fule] Be-Hut An|At
Eo| wolM == Ae 587 Aol
5 it

wEba] 2 A= HAE s w1
AEo] B He AuaFHe] ofd
A e gor g FETriels o'
A7F A=A ARzt gig =, H2d
T7F &3] HaL e AH|2 4 el
3 WA AHE I o5 v o R AMu|x FH

A9 wnA Bt £F o2 viEow

r:i d
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2.1 A& F20 &

L

a7

AMu) = FHL ARHQ] FHEGE
71l whel xfol7} vz 2
Ho R Zuztel o A|Zhe AjH]
oju|2 Heojd Uk oo} 2 Aul= F
Ao 17 &S 7sletr] Y3k o =T
AREEAE 3l J
Aol A o] A Aol 25 + U= 7F
= JE =72 ARE-E 4 tk(Sivadas and
Prewitt 2000).

olZg MH|l= FH FAHE SsiM=
SERVQUALY} SERVPERF Z12]3l RSQSS] A
7HA] o] 71 WAl ARE-E 3L It} Parasu
raman et al (1988)% AJH]A FAS 70|

AMu| 2o tisl 7EAAL Q1= 7ok A A ]

o
=
N
r?
o
4y
19
o
olN
Nl
o,

o A, 134, AEA, TRA, 30l
2= S7he] ApFt 227K¢] dEo s TAE
SERVQUALS 7]#3}9dtt. $kA Cronin and
Taylor(1992)%= A 8|2 F2-& ZAT o 77
o] Z|th7} oln] REFE A 7] Wi

wtog FAES Hrisior gthar FgetA

SERVQUAL®] 5714 2913} 227} ] G55 7

i}

uko g © 2 Aunh-g Z45H= SERVPERF %
=& 7dskdt.

2 o]9} & SERVQUALY SERVPERF
At waa Alankg AFSE 2, ol
FE2 AN, FAA 2, A=} 5
3} gdele] F2 AFo] Holgt), ol Su
MIS(Watson et al, 1998), 7174 4] 2~(Rashil
and Jusoff 2008), T84H¥]2(Duncan and
Elliott 2002), ¥ (Riel et al, 2004), 53 &
cakh k] HobolA] 2hele] SAol ol
SERVQUALS] ZHF2L A7 gshe] Au| 2

3l Dabholkar et al (1996)-& Parasura
man et al,(1991)¢] SERVQUAL Z %7} Awj

B73el 43A 02 A8HA) i 743}

1770 FEEF AARE a3l 11709 35
< tsf F 28709 FEo= o] Foli 2
82, 24, QH AeE, BANZ, B3
5o] 574 AEl s A B =, 209
of AHlAERE SAAH Sdeln ol
=242 93] Retail Service Quality ScalesZ
Agtah st

o150 AT o|F Be ATAF| 2w
oMM ABE = Al Ee) e walw
A =383} t). dlE £ Han and Hong
(2005) ] Mu]=e gt 7]E] AFES
SERVQUALS ©]-8-8}o thefsh 2kdi-okol| A}
23] o}, 71%2] SERVQUALS 2mA 9]
Apls EAe) ZRETE AgA vk
FA8FYG e, 252 Dabholkar et al, (1996)7}
A A RSQS9} SERQUALS| -5 7|uke g



32 | REAT 18H 35

Zemd o] AMuj 20 xhlg vkl A Tid e g
AoJstHA Au| = F- o 1244 adle] 14
a4g B4 ek, A4, AR HE,
AN, 4 5& :

Leen and Ramyayah(2011)3= RSQS2] &34
=78 Abgstel welolAoke] HAE A
W o] EAFES iAo AR A, 23
A Q21 Mu| = FHS T8k 13k a9l
E-0| Dabholkar et al. o] A3+ 570¢] @210
= 74so] 9ge Sst, & Then
mozhi and Dhanapal(2010)% Dabholkar et
al. o] A RSQS= - Pl o] v
o= shar 917] wiiEol vhE veke] A
ol Alapgo] 1Al

5 4 Sl FAan. 259 748 3
W) Sh sl 2l Al 47

o

p
3ol e LHAEES LR MHlS F

Aol e

&
X
=

[

oy
i)
Lo B
(@)Y

)
Lo,

ko

o

of

lo
—U

ox,
ko
o
N
v
i

22773

AR 5 el el 5, TR 7Rt 2

Z 7R o 7 FAE|A] JtH(Watson, Clark

and Tellegen 1988). 152 544 7|+ F

A e SE/ARD, J/FL, A
S/EAE, A/ oleke 8ol B
Bom RS FHsHAL. IHAY MR
Tge] Y} 53 A Gl T APl &
3 ool fola FFL v W, £33
o VP Ao w ool obrd g
2 vAA) g AL Wt G Waol
A APdo] & Fulsjo] gl eo 2mlAHE

& FAAR e = =, o] Hgk B
ol e o AL A%TE Ao ¥
X (Yoo, Park and Maclnnis 1998),

olx g &uAE wi WellM =7= A
< FjoAL A7 Al Tag dFS ¢
T %‘\Qf‘i gk v Wof S8 54
g Wi g2 Sske] AP Ao R v
ek B} AT ord FFS F=
2 vElth(Kacen and Lee 2002; &
1996). Donovan et al,(1994) 9A] AB|=}7}
574w A e B
) 9l Qe A7) 7 ol Al
o 57 oAl 20w, 1 ) XA
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A& (self-gift) o]
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f1 ol

4 ol

Hou et al.(2013) w3l oA =53}
Al Wabg WA e Ang e %
mj2aL, ol2fgh A2 aE Wk o
@ el ojgelwg weltn 3
o}, whEbA] sk e 7)Q1 Au] el thgh
o A 2MAES
2A7Y =)= Suds ke a7t
U, o2 $IsIME 1A Ao nfeba] Lzt

PHS 33 Al 24
Kim and Forney(2006)9]]
pstl AN AF el 2650 F9H
AS W o|EFE T &

O
o
o =
=2
o
2
>
¥ b oo
fr = 1> 3 2 NO rlr

\l

@3 A7 19509t 2FH
£ 2P, AR S5
A o1 3 4%@ AEe] AT we} o}
FsHA AA = AL e}, Weinberg and Gottwald
(1982)= %5? 5 AR ILEHA] o

S Hi _,% :FL &=

011

ry A&

Aol2h7| Hif=

= 723 Oﬂ «]“SL :rlUHE A eJatar ek, gt
Rook and Gardner(1993)& S5 7ulgt =&
Al AAH A o= w2 e AP o
o3k v A g el = g ofstSlth. 3 Dittmar
(2005)= FE TS FAA Q] Al Adefo] 7]
L o3 A Ale] Apal AtolofA] A E= B

1ol Tk BFoleba ofahar Qe
YR FETel Bad ATEe o 9
A FFT} A hE He 97
g3 F2 FEPUG 9FS F= aES
Bl Be =g 71 golw Ytk FET
ol dEe Fr adEe 27 YRaEd
987 23 QFEA A aelo
o & % git}. n@Aeclo e wHE A
SaQls B¢l mAE ARUAIH 5&
S 4 glow, uradlezt 4% <A,

= 2

#oAx, HFHQl 7] o] Ark(Verplanken
2005; Virvilaite et al, 2011). 3+H Virvilaite et
al.(2011)) oJshdH o FAIFS] B4 2]

WAl e, AlFE 7}7%,%%2‘,?% 59| uHA
H ag1E0] anAEs] FETHE doul=
Ao 2 ek, Egk ALvAtEe] THA
A S =7 wie} s gk Hel=rt =
< ol S5 BAsHE Zle g YEehgtt,
Axo]l YR 9Al FETel A5S
T 842 g4 e, olelgt 842 s
M2 AF gAkl, =84 A, AFe
fx=Fdgo], £X18%F, 714, F4, #ild 5

2 & F tH(Zhuang et al. 2006; Mihic and
Kursan 2010). $HH A]3#2] €] (2009)+= 4=H]
2 o] theksl 74 Al o vl AlgAel -

eI E 5P AF ARG 7
stk =3 Yu and Bastin(2010)] 2]3}

W Ao =0 e sag gl A=
THIE dEd e SETlE S7=
sk Ao 2 BrE A

FET FFE WA= E T adle
2 7iele] 54 Aols = 5 ok A%l
SEE, o] 1855, $E0] BT,
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fol

aen eSS
T

Aog yehgton, =

549 £3e 27 A

2 ¥t
(Herabadi et al, 2009; Lin and Lin 2005).

I a3 474 « 7HE44d

3.1 A7EF 47

B A7e A dol Z5E ARl A3
A = AE RS hde R s
E A wigellx] e AEe] A He
AMul 2 Fddo] i e Fsulel oH
WS A= AE AR &t

H2E s mfgelld AgEs AH29
A NEL 2 B2 ATl vAeA
Mdel Aoz vaA 1l gltk(Dabholkar et

al. 1996; Han and Hong 2005; Leen and
Ramyayah 2011; Thenmozhi and Dhanapal
2010) &, sH=E s AMH|= FH2 of2] J)
o] 1214 &9l Q&S 7 shtkel FA1H N

olg % A2 B o Al 14 a9l
e vAa s Aoz Yolshert

T3k B AFoxE 7|E AT (Park et al,
2006; Coley and Burgess 2003)E 7|QFo 2
WAE g)H Mu)2 E-o] vl ) AT =
gl wAE e FHe) 9 ke
o (¥ DY e w¥ S A3t

3.271A4A
321 Y 2E dHd Au|Ax F245 o ) T

47 24 she) 2

A Afolole 3= AT Yeg Walm

ALt A Eo] A, AAE(1999)L AH

—_

Qg 1) @7 =y
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259 o7y F70d vt daxe] A
82l s M= & FAS =74 =HH,
o]|#sr A o] £ T e m Tt
Fashelt, FRo2002) A A AR
o 75 gole] S, kel VD, o
o 2217 5 HE ) Avl= B
) AFFoIsh AT b 2 0
WAt Fas.
3} Verplanken and Herabadi(2001)9} #F&

, A2m)(2002) HA HAaE o], A, Al=]

4 T B2 Mul= FAesse] iR W 3

o lo

Edo] aaso|

o] FAAe ks

o2 ZARS AF ole} fAlgE AE B
o]F 1 =], oS £ Kim et al.(2004) |
osld A A & o] 71—;<40ﬂ b x|&= oJ8k

A}, &3l Sperdin and Peters(2009) 04/\]
FEH S o] 8ot WA S0l SElA AlF
P»li Au| 2 F2 ol thal J@X*SLE Sy
2 FAA] 7+ o] A7 o]= mHNE
of & wFIthar ¥hs]aL gt w}ﬂ‘r 1 o5
I} 22 7pd o] A=At

ki

p

_1

03

S

1 SzE S el FAe W )
F4H o) 39A 4FL v
o]t}

322 WAE S Au)A
sfe] 7

= FHlshs Al 9l

%S $EH0

L 2vEe gor dve Ag o 4
1O

FET el FFE

2011), HE3F ¥R,
‘E&E%(zooz) AN o7
FET e FFFE vl
Q]'IT“HX}TJ' 2o ozt
glol wjA-S Ao =

Hil
R
E
[
o
>i
o
lo

r
T
K
)
o
=
%0
i)

rO
=
2
o

A A3E HoFa e, odE 59
Madharavan and Laverie(2004)+ Q1E|Jl A+
oA AL 171] T ES /\WV\ 45 Al

.2007)°ll eJsh JAB U ol A AlE =
Muls FH20) FE2 SETE A=

184}, webd ohe

=2

ol
o

2
ro,
2,
00{'
rulo
=
i)
poy
o
)

[¢]

AE U LvlRe] 7
Aol O Be Jare v Ao e %elA 9l

T (Mano and Oliver 1993). o]&]3} @2}t A]
TAA AL FFETE FLskE 33..3’/}7]-

A
Q) Jae Fohe A Felstdn, FHH
AR AW 20 248 W FEHoR
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L3} Beatty and Ferrell(1998) SA| 1178 9]
[e]

L

o
A2 o] FETVE FUFS HFR
9}]\

AE W 2na 7Hgo] AlFTgEol vl
T 9FS AHEYAE, 2P EAE, V)
&, AT, Az, L 2 3
o tol =2 A% T2 e Aol
A AFTulE ] stglen, &
Folas wFoA] vlate] tis Bshe
7 dEE Hole AR Yepth(Herabadi
et al, 2009; Peck and Childers 2006). < &4
Al A v B3E A 2R LS &
ofo] B o= 0] YA /e
£ E3ste] @ Pl JFs
A= Ao ¥ Ank(Babin and Babin
2001), B Aol A] Bl E2 e
Aes dshs LvAEe] S E5THE 8
FIL, AEDA WellA Z3s &7
7 E0127] Aol o=
ZHT U B2 AR =& AH|EH| 8k
1ol Aoz Yelth(Donnovan et al.

1994). wHebA] thE3} 22 7Pd o] A=

713 g o 3R AR FE el

3479 9 13 ot

3.3 B2 AL ws 2AH A 9 &

AE

3.3.1 FEAA G} 2APY

2 A7e H2 e e H2E A
WS o] &k S o R HAE I

A3 =E o) Az Fo] oA A9
1474 g9lo 2 Tl e A2 A &
Q1817) 99, HAE sl S g 347
o) 21 AE o2 el WL Ea) o]

ol ALg-9ict
332W%50) 244 4ol 1l 24

B droMe HEE s viRe] Aujx
e A7 Ao d7=E(lE =°] Dab
holkar et al, 1996; Han and Hong 2005; Leen
and Ramyayah 2011; Thenmozhi and Dhana
pal 2010 5)& ¥Hdate] s=E g Au)=
FEE s e e

S M| 2]
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a7 53] offulgst BAE APolN FE
o= Age Mus FA $4EY dx

oz Ao }Oﬂu} ol g HH]* *P‘é% Dab
holkar et al.(1996),
(2011), 7743 21(1999) ¥ 24z 2](2000)
o] AFEM AHEE SAHTES ARSI
OF, Au| 2 F2 o] vl A1 7l o] VMD=
87H ] B, A2 470 e o, s At
&2 o70e B, g o] =, 1A
e 3709 B, A2 Y] FdEs A
atol 53 27 E A w2 A

gt 2 AFolde Wi el =rle 5
A2 AR nAEo] vl QtellA AT
3l == FAA] 714
A ME|= FH-ol 3] =)= =
A& 2 7R A8ttt Beatty
and Ferrell(1998)2} Hou et al.(2013)2] oI+
NN AREE SAHTES B ATl vl 3
ste] AR, E71%, 34, A
£, 271 59 FES AR 5 B E
A2 S

&9 FE 7 Rook(1987) <] @ﬂﬁ s
o= Al FAHA FHlALe] giglet
A V) A9l A Aol =28 Fol A
Fo 2doe P Aeg golay
t}. Beatty and Ferrell(1998), Virvilaite et al.
(2011), W25, 4-21](2000)9] ATE i
o= WAE WY AFel tha FEToIR

Leen and Ramyayah

r_‘

38 483802 FASE & 54 gAE A%
e s

3.3.3 A7 3y

2 Aol AAE NS AF5 9

3} SPSS 15,03 AMOS 7.0 Z2 1388 o| &

SHoick. w3 A AE w4 Au) FAo
2 Q918 zk= 221 A JRd el AL EHelsl Y]

S8l HEEA o) AL HE TlolE & tlow
.]

R R AU AN B3

ASATE A3l AHeE B2 & 19882
2 FHAR= A0l 39.5%, 9ol 60.5%F
A8, S HARe] AR 19~24417F 59.3
%2 7P Eokor, T 2 25~29417F 32.7
%, 30~34417} 8n= gHAkel WTT— 20ty
At wEFE WP (A o] 66% Aol
o, et L 27.5%F Ao, &
Tkl A2 sH o] 68.7%, AH-A 27.3%,
AE2] 4% T2 Yt A55F2 100
gk & ol3k7) 70.5%, 200~299%F o] 21% &
ojgler, s|AE s v g Wlws Bt
Hog 4137} 55nE 7P =3k

TEASS TR AET8.5%)9F A=
¥ g 25%)= 3] flsf AAE A v
< Wk, e Al AlES %’8}

Fo] "ARRlo] 44%, A g 714

o,

o

2= Al
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(F 1) E2O| UHEOI SN
e N % T & N %
i o 79 39.5 1002+l 05t 141 70.5
c= o 19 60.5 100~1490+H] 8 40
19~24 118 59.3 2 AE | 150~1990HY 4 2.0
SE 25~29 65 327 200~2998+2 41 21.0
30~34 15 8.0 3002H2 0[Af 5 25
TE &Y 7 3.5
- CHatm xyst 132 66.0 JN=ES 54 27.3
= =
et =9 55 275
icyE e 4 2.0 x| Hex) 8 40
HAE :15 1:'; 1212 ;22
M O o aas ' st Al
i 2| 15~33] 54 27.0 TN, 136 68.7
SET 43| 0|Af 7 45
o] 36%, o]-&2] He|Ado] 14.5%, BWM=r} e ale] &5 F 3719 5o, HAIEL
3.5%, w7 #9717} 2% = o 2 eSS Nel e F 3709 o], HeAdL 4719

4.2 ZFFA NI A e A

ol

421544 gwH

(principle axis factoring)©] 10]7321 Q 2wt
S35 Btk 81le] Hrt VlEe R
B3}k (factor loading)©] 0.5 o]}, A
FAREAE 0.5 ooz 3 rh(Bagozzi
and Yi 1988). SAHEY T adHAZFo] 0.5
mrolAY S5 A= A5 AAE 88l
on, VMD= 8719 53 s7iEo], <14
A2 o9 B F ST o], ok

ofv o

method bias)E 3}elstr] €8] Harmone
one-factor testE AAISIAT). ol HTES
S8 e FEes AT sfRNE
HASFel, Shpel acle] sl threl
2E AREAE AESHs PO Wt
M-Sl 24FEE ol SUP R} =
AgehE @ QTol TahE wE SR
A hE QRHL HNE A shtel 29
o2 Foll B} WarEel e Hv
3t 29lo] =49 AHo|tH(Gnyawali et al.,

2007; Yan et al., 2008). Q1%4-& AA|sH
A3 ve] e e gl ves
Bk oidet, 7hg Aol & adle A
kel 15.9%0bE AFAERAL Ul ofek 2
| H2=E sl AEls F, v W S

4, FETo) U FAH 2wy A%

4

o
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=x5I2 B A =XSIE R 29l a7
Sees BT Sk o | (e
1| Q07 HHAe R £5HE 0|21 QlCh 0.749
2 | HE XIF0| A =oALk 0,664 1207
VMD 3 | OAZ0|E F7|soz HaAZIn) 0.609 | 5 ogp)
4 | NM22 AEYel R e TSt 0.552 :
5 | ME9 250 Credsict 0.528
1| AREE 85| XAE 7HX|a ot 0,758
olxi 2 | MESE A=g UElnt 0.708 5143
wsxe |3 | HBSS oo stacy 0608 | oo
cTe 4 | HASE HE mols 02 @-10f A&35| Setch 0.663 :
5 | HEE Aoz uMs F=00 0.639
1| EIXielo] =E3ICt 0.874 | 240
chy 2 | Holote MELS S5 20| §10 Chfsioh 0.873 (9.840)
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The Effect of Service Quality on Customer's Emotional

Response and Impulse Buying in the Fast Fashion Stores

Abstract

The purpose of this study was to identify the effect of service quality on customer's emotional
response and impulse buying in fast fashion stores. First of all, this study tried to identify the
determinants of fast fashion stores' service quality composed of VMD, personal interaction, fashion,
price, convenience, and reliability based on the previous studies of service quality for retail stores,
Based on the literature review, we created a structural model regarding service quality of fast
fashion stores, customer's positive emotions, and impulsive buying.

The survey was completed by 198 shoppers at the fast fashion stores and the collected data was
analysed with AMOS(7.0 version) and SPSS(15.0 version). In order to verify measures and
hypotheses, exploratory factor analysis, reliability test and confirmatory factor analysis were
performed,

As it is supposed in the paper, service quality of fast fashion stores was identified as a
multidimensional construct. The test results showed that service quality of fast fashion stores
positively influenced on impulsive buying and customer's positive emotions, and also, his/her
positive emotions are positively related to impulsive buying as well.

Nowadays the clothes buyers’ desire is being personalized and diversifying so the definition
of clothes is changing rapidly from just the necessity for wearing to the personal expression
medium (Park, Kang and Forney 2006), This phenomenon is changing the consumers’ desires
and life style rapidly.

Consumers naturally wish to buy goods with various styles and superior quality for
reasonable price. Such consumer fashion atmosphere shortens fashion life cycle into weekly
unit and give birth to goods that responsively reflect latest trends, which is called fast fashion
(Bhardwaj and Fairhust 2010; Barnes and Lea-Greenwood 2000). Fast fashion means the
specialized fashion brand which takes care of entire process ranging from clothe design,
manufacturing, distribution, and sales,

One of the biggest characteristics of the fast fashion is to launch new designed product
shortly (Bhardwaj and Fairhurst 2010), Now, SPA (specialty retailer of private label apparel) is
growing rapidly with fast fashion brand. SPA is the company which can provide fashion
products for relatively cheap price, while reducing distribution cost by taking care of entire

process ranging from clothe design, manufacturing, distribution, and retail.
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For companies to survive the fierce competitive fashion industry, they need competitive
advantage in product and service more than the others, So to speak, it will be needed to
provide emotional service for the store visitors, while keeping to provide goods reflecting the
consumer desires rapidly. Such environments can bring about impulsive buying and irrational
consuming patterns (Fernie and Sparks 1998).

We are going to investigate which kind of emotions can be brought about by the
experienced service quality among the fast fashion store visitors and how they can be related
to impulsive buying. Firstly, we are going to investigate the definition of service quality which
is being studied much now. And then based on the definition, we are going to explore the
service quality dimensions. Based on the result, we are exploring how service quality in the
fast fashion stores can affect consumer emotion and impulsive buying by empirically validating
the data collected from the store visitors., The research model is as follows:

For the research we conducted a survey to collect the data from the visitors for typical fast
fashion brands such as ZARA, H&M, UNIQLO, GAP, MANGO and HUAU, We used 198
responses out of total 227 surveys after excluding the responses insincerely replied and with
missing variables,

As the study method, we used SPSS 15.0 and AMOS 7.0 program to verify the hypothesis and
we performed the exploratory and confirmatory factor analysis to confirm that service quality is
the second order concept with many first order concepts underlying. And we verified the

overall model suitability and causal relations with structured equation model.

Reliability
Human
interactions
Economic

benefit

Positive emotion
inside shop

Fast fashion
Service Quality

Impulsive
buying

{Figure 1) Research Model
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The samples used in empirical study were 198 persons in total, consisting of male 39.5% and
female 60.5%. The frequency of age of respondents is highest between 19~24 as 59.3%, and
25~29 as 32.7%, 30~34 as 8%. Most respondents were in 20's. In terms of education level,
respondents consist of university students 66%, university graduate 27.5%, Occupations of
respondents consist of students 68.7%, white office worker 27.3%, and professionals 4%, In
terms of income level, lower than 1 million won consist 70,5%, and 2~2,99 million won 21%,

To validate the reliability of measurement items, we analyzed the exploratory factor analysis
applying varimax method with orthogonal rotation, which rotates factors used while keeping
interdependency among factors,

We performed the one-factor test by Harmon to identify common method bias. Also, we
conducted the confirmative factor analysis to judge their internal consistency, intensive
suitability, and valid judgment about the extracted factors from exploratory factor analysis prior
to the confirmation based on structure equation model. The overall fit of measurement model
is within acceptable levels: x2=1035.255, d.f.=588, p=0.000, #2/d.f.=1,586, RMR=0.050,
GFI=0.904, AGFI=0,914 NFI=0.829, CFI=0,970, RMSEA=0. 048,

Key words : Service Quality, Emotions, Impulsive Buying
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(table 1) Reliability and Confirmative Factor Analysis

Items Variables Staer;?ier)nr;j;(zeed t value | p value | Cronbach's a| AVE CR
VMD 0.701 4.012 ok
reliability 0,747 4159 ok
human
fast fashion inteL;acaHon 0.706 4.079 o 1 o4
service quality variety 0.716 3,292 ok 0.8 0.5 0.915
economic 0.686 3978 |
benefit
convenience 0.782 3.629 ok
1 0,763 5,450 ok
2 0.632 5,926 ok
VMD 3 0,748 5.201 ok 0.77 0.537 0.909
4 0.780 5675 ok
5 0.705 4,838 ok
1 0,810 9,708 ok
kK k
reliability g 823? 11?552 s 0.832 0,584 0.88
4 0,740 8.617 ok
1 0,736 4,970 ok
human 2 0.815 6.302 ok
interaction 3 0.668 6.788 ok 0.768 0.528 0913
4 0.689 7.505 ok
5 0.716 717 ok
1 0.895 8.390 ok
variety 2 0918 8.747 ok 0.818 0.661 0.90
3 0,583 8.802 ok
economic 1 0,780 6.290 ok
benefi 2 0,768 5671 ok 0.700 0.558 0.879
3 0.709 6.636 ok
1 0.764 5,620 ok
convenience 2 0.687 6.541 ok 0.705 0.544 0.869
3 0.759 6.057 ok
positive emotion 1 0.75 5.340 -
inside store 2 0.901 12,747 o 0.886 0.669 0,913
3 0.889 127 ok
1 0.808 9.630 ok
)k k
impulsive buying g %E;?? :é?ﬁ o 0.844 0.774 0.925
4 0,681 9,657 oo

The hypothesis was that the service quality of fast fashion positively affects impulsive buying
and positive emotion, In addition to that, the positive emotion inside stores also positively

affects impulsive buying. Those hypotheses were validated.
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(Table 2) Summary of Hypotheses Tests

. . Standardized
Hypothesis Estimate . t value | p value | Results
estimate

fast fashion service quality

1 ) ) . 0.38 0.277 2.377 0.017 +
— impulsive buying
hi i li
5 fast fas_lon serylce _qug ity 0.43 0,613 756 .. .
— positive emotion inside store
3 positive emotion inside store 0.31 0239 224 0.025 n

— impulsive emotion

Under the current competitive environment in SPA market, SPA brands must provide the
unique and differentiated services for the shoppers at their stores, Therefore, differentiated
service strategy for each corporation is becoming more important (Gaur and Agrawal 2000),
The implications for this study are as follows:

Firstly, the dimension for service quality in the fast fashion stores was confirmed as the
secondary factor which has six sub-dimensions like VMD, reliability, human interaction,
variety, economic benefit, and convenience, Therefore, SPA brands must do their best to
enhance the quality of each factor simultaneously rather than focusing on one or two factors
only. It will improve the chance of generating the visitors' positive emotion and impulse
buying at their stores,

Secondly, SPA brands have to consider every possible alternatives to enhance the quality of
each factor, For example, investment for employees' education can provide more
individualized solution for the shoppers tailored to their tastes, More convenient and unique
shopping environment can provide the different shopping experiences to the shopper.

Although we made every possible efforts to investigate the influence of service quality in the
fast fashion stores on the shoppers' positive emotion and impulsive buying, our study has

some limitations. The specific limitations are suggested at the end of the paper.



