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4. HRHE EjQf fO{o| =
(brand attitudes & purchase intention)

utA| e g v}of] et Aol A 71 dubA o 7 A}
L5 dutAH o 2 o] 5= FLHH4T HAE
Lot Fufo ety 3 4= Qlct. 94, Bl e g gt
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24 44E 2= 0.788 0.820 (77.730) (x"=927.53 :
HAB2He 22t 0.771 0.789 0, p=0.000)
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Effects of Experiential Marketing Modules in the Perspective of
Individual Construal Level

Ki-Hyun Sung*, Sanghak Lee**, Seung-Chang Lee***

ABSTRACT

Along with rapid changes to logistics environment and consumer behaviors, marketing methods to render
opportunity for customers to experience products have gained importance. In this regards, various experience
marketing strategies have been introduced, and flagship stores may be a typical space to showcase such strategies.
Previous researches determined that customer experience generally influences brand attitudes and purchase
intention. There is still lack of studies, examining this effect in the perspective of individual consumer’s
characteristics. Thus, this research tries to explain how the effect of customer experiences on brand attitudes and
purchase intention is moderated by consumer’s construal level (high or low) at the flagship store where they are

exposed to experiential opportunities.

Experiential
Marketing Modules

Brand
Attitude

Purchase
Intention

Behavioral

Individual
Construal
Level

<Figure 1> Research Model
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According to the research model above, the following hypotheses have been formulated.

H1. Experiential marketing modules at flagship store is likely to have a positive effect on brand attitude.

HI1-1. Experiential marketing sensory module at flagship store is likely to have a positive effect on brand
attitude.

HI1-2. Experiential marketing affective module at flagship store is likely to have a positive effect on brand
attitude.

H1-3. Experiential marketing behavioral module at flagship store is likely to have a positive effect on brand
attitude.

H1-4. Experiential marketing intellectual module at flagship store is likely to have a positive effect on brand

attitude.

H2. Effects of experiential marketing modules at flagship store on brand attitude is likely to be influenced by
consumer’s construal level (high or low).

H2-1. Effects of experiential marketing sensory module at flagship store on brand attitude is likely to be
influenced by consumer’s construal level (high or low).

H2-2. H2-2. Effects of experiential marketing affective module at flagship store on brand attitude is likely to be
influenced by consumer’s construal level (high or low).

H2-3. Effects of experiential marketing behavioral module at flagship store on brand attitude is likely to be
influenced by consumer’s construal level (high or low).

H2-4. Effects of experiential marketing intellectual module at flagship store on brand attitude is likely to be

influenced by consumer’s construal level (high or low).

H3. Brand attitude toward flagship store’s brand is likely to have a positive effect on purchase intention.

To examine the effect of experiential marketing modules on brand attitude and purchase intention, and
moderating role of customer’s construal level, a questionnaire survey was conducted.

Research data were collected from 327 customers who had shopped at flagship stores in South Korea. All
measurement scales used were adapted from prior research to fit the research model. The characteristics of the
research subjects were as follows: there were 196 (59.9%) male subjects and 131 (40.1%) female subjects. In
terms of education level, 57 (17.4%) respondents were with or lower than a high school diploma, 94 (28.7%)
respondents were currently enrolled in or graduated from community college, 155 (47.4%) respondents were
currently enrolled in or graduated from university, and 21 (6.4%) respondents had post-graduate degrees. As for
occupation, 10 (3.1%) respondents were students, 88 (26.9%) respondents were corporate employees, 65 (19.9%)

respondents were self-employed, 72 (22.0%) respondents were housewives, 69 (21.0%) respondents were
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professionals, and 23(7.0%) fell in the “others” category.
The fit indices demonstrated a good fit of the model to the data. The validity and reliability of the research
scales were tested, and all the indicators in the model were greater than the recommended threshold values. A path

analysis was conducted by using PASW 21.

<Table 1> Results of Path Analysis(Whole Group)

Variable Item Bmie SE P_Value Hypotheses
Support
Sensory Sensory Module — 1-1
Module Brand Attitude 0.073 0.112 0.650 No
Affective Affective Module — 1-2
1 3 sk
Experler.ma] Module Brand Attitude 0.284 0.093 3055 Yes
Marketing Behavioral Behavioral Modul 1-3
Modules ehaviora, ehavioral Module — -
Module Brand Attitude 0.113 0.099 1142 No
Intellectual Intellectual Module — 1-4
Module Brand Attitude 0.024 0.123 0.193 No
B Attit —
Brand Attitude rand Attitude 0231 0.075 3.075%* 3
Purchase Intention Yes
<Table 2> Results of Path Analysis(Low Level Group)
Variable Item Estimate S.E P-Value Hypotheses
Support
Sensory Sensory Module — 2-1
Module Brand Attitude 0.135 0180 0.747 No
Affective Affective Module — 2-2
. . *
Experler}tlal Module Brand Attitude 0.233 0.120 1.938 Yes
Marketing Behavioral Behavioral Modul 2-3
Modules ehaviora ehavioral Module — - =
Module Brand Attitude 0.504 0.142 3.538 Yes
Intellectual Intellectual Module — 2-4
Module Brand Attitude -0.362 0.215 -1.685 No
Brand Attitude Brand Attitude — 0.236 0.112 2.113* 3
Purchase Intention Yes
<Table 3> Results of Path Analysis(High Level Group)
Hypoth
Variable Item Estimate S.E P-Value ypotheses
Support
Sensory Sensory Module — 2-1
Experiential Module Brand Attitude 0194 0116 1677 No
Marketing Affecti Affective Modul 2-2
Modules ective ective Module — -
Module Brand Attitude 0.243 0.132 1.839 No
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Behavioral Behavioral Module — 2-3
_ _ *
Module Brand Attitude 0.333 0.149 2.245 Yes
Intellectual Intellectual Module — 2-4
Module Brand Attitude 0.207 0.126 1.634 No
Brand Attitude Brand Atitude 0.267 0.116 2.297* 3
Purchase Intention Yes

o —> Whole Group
Experiential

Marketing Modules - - —> Low Level Group

— -+ => High Level Group

0.284%x

Brand
Attitude

Purchase
Intention

©0.233% - -7

-

\
\

05045 ==~
- -
- ‘0.335_*/ + e
L

\

M
1

\

\.

Behavioral

\

e e e e e m - P<0.05 * p<0.01 **

<Figure 2> Results of Path Analysis

Summary results are as follows;

Research revealed that affective module has positive influence on attitude toward the flagship store. As regards
moderating role of construal level, affective module and behavioral module as well increased the brand attitude
among the subjects whose action identification is low (construed in low-level), and behavioral module influenced
negatively the brand attitude among the subjects whose action identification is high (construed in high-level). An

path analysis confirmed that the increase in purchase intention ensued from the brand attitude once formed.

Research identified that experience marketing is effectively applicable to the flagship store as a successful
marketing strategy. As suggested, it is necessary to consider consumer’s construal level when designing space

configuration of a flagship store.

Keywords: flagship store, construal level theory, action identification theory, brand attitude, purchase intention
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