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The Experience and Consumer Attitude in the Cultural Complex Type
Retail Store

Koo-Won Suh* : Hyung-Chul Min**
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ABSTRACT : Cities around the world, are striving to develop the culture and tourism industries
through the cultural production of public spaces. Public spaces no more belong solely to the public
sector. Retail stores are recognized as public spaces providing culture to citizens. Private sector
investments in the cultural complex contribute to improve the quality of life in cities and urban regions,
which are important factors for city development. The cultural complex is a public place where
interactions occur, and its success depends on citizens' experience with cultural products and services.
As the experience has been recognized as an important factor, there are attempts to assess the retail
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experience. The study investigated consumer response to the two types of retail stores with 96
respondents living in Seoul metropolitan area. Dependent variables include experience (entertainment

experience, educational experience, escapist experience, and esthetic experience), experience

satisfaction, the attitude toward the brand, and purchase intention. The results showed that the cultural
space type was higher than the solely retail type in all types of experience. All types of experience
have effects on experience satisfaction, among them escapist experience has the strongest influence

and followed by esthetic experience and then entertainment experience. Other 3 types of experience
except educational experience have effects on the attitude toward the brand, esthetic experience has

the strongest influence and followed by

escapist experience and then entertainment experience. The

study, as the early research on the assessment of experience, will contribute to the theories relating

to experience with public spaces including not only the public but also private sector.

Key Words :
escapist experience, esthetic experience

public space, cultural complex, entertainment experience, educational experience,
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& Adolgtr F27] AFeF 22 Holbrook
and Hirschman(1982) ¢ -+ ]? e
™, Pine and Gilmore(1998) £
ol thgk T3 o1 AA A
A EATE AP B[R AE oI AR &
TFojetal AHlslk= FAgolA s et
(hedonic) &= AHEHJIUEA SHE 7Fxsk=
Mdolth(LeHew and Wesley, 2007). A&o|ut
AMu| 9] 75 A4-A (utilitarian) 7153} et
#(hedonic) 71522 EFE + e, HE44
7150l T3 A2 FAREIH, ] 75l
- sk, W33 T3 ol AR|AE 7w
2 3 /FEFoltHDhar and Wertenbroch,
2000: Holbrook and Hirschman, 1982: Hosany
and Witham, 2009). @& AMBIAE 79RO
sl dEol FAREETHE Alde] FashH 34k

F9) A% fENRS $742 Ba) 1A

TR AL
o

I Ut 273 (pleasurable) 7194l FS vish
memorable) Ao thdt 71th+=

)
25 Sl E% sl 9 shok(Tsaur et

—~

AB)2}9] 42382 7] (shopping motives) = AHE
4138 (product-oriented), A 8 3 (experiential),
£33 (combination of product and experiential)
s

A 74 §3o =2 l‘i—%@ = °‘E}(Westbrook

ol 4E A
£ Agoln, A9

7} (recreational) 57|12 WE3h= A$E

A= Q148 Ith(Bloch et al., 1994). wahA

=059 (amusement

parks), ofo]2 2A0|EA $H 9t 55 vls}

of £33 M, 4 F U= 713E Agel 5
(LeHew and Wesley, 2007).

AP 0] FE2E AP oA T
A Ak A oo B Sn7h 2 Ho] gle
™, A4S Bt ApLlo] Thopd Q189 AS
WAshE Zle 23] Q14 7HXIE Bl =
Aolofof ou|Ql= A Folkal & < 3l (Boswuk
et al., 2005). wW2tH AFE H 7] F
g g Stk Al e] F5oll el Schmltt(1999)
9} Pine and Gilmore(1998) 2] #=FHol d=tl,
Schmitt(1999)¢] &7 EHE AFS AEA
FEske A9 & 288 < 1om, Pine and
Gilmore(1993) o] #HH< & A& E7T
o 2 3H8ltH(Sands et al., 2007). wEhA 2 A

= 93l £ © 2 Pine and G11more(1998)4

[e)
Gilmore(1998) &= i‘ﬂ]X}J Al Q% i‘ﬂx}J e
B O]HJ E /3 (event/per-
formance) ol FA3171E H3l= £ 7152

ol o] S e otk BEE 457

(passive) 2 %54 3 (active participation)

% (involvement)



TFatal e g & 594 =9
(absorption vs. immersion) &2 &3} oS

71502 A AU E (entertainment) A=
FE=Ho|n S (passive/ absorption) FEjo]H,
W&H (educational) AT TFHM FF
(active/absorption) &H, @4 %E3%] (escapist)
AL T5A 1M =Y (active/ immersion), 4
14 (esthetic) A2 FF4 o™ = (passive/
immersion) FEE WA ek

TR AvEY JAHERIUE AF
(entertainment experience) < H5 A=ol4 ©]
HE S} 72 3 st AY, &3] st
AAH, oAzl #3} d<=
o] AlFHE T ol YT FA FoHA

E3) 2FHOR Bo) &S F45

Jurowski, 2009; Pine and Gilmore, 1998). S1E]H|
AHE AP F 24 4] (hedonic consumption)
ghe g E AR EVIE s, #2He Anle
ZRA7} TRk 22 s Rl S el 7t
AR AF S A He Ae oWl ghek(Holbrook
and Hirschman, 1982). &3 =2 dEEIQIH
E ARs ATl 7= 852
1994), wig= wEste] s sk Fh vl Zo“’ﬂ
A AFEe ARt 3Ae FEHCE A7
< 53 =7A He A SR AFE o
ok
%2‘4 A (educational experience) & A =&
= - e ASA00 99 A 252
i"i FOR AT w= AFEol £ EolA
T A2 AFES T AHIE A, &HR
Zo] A2A PES YT ) AY2E

G ere AelM w53 Al sigEn
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(Hosany and Witham, 2009: Jurowski, 2009). 2
S AYL B dojA ml$ Qs ATS
gths s & g 7]@"1]*1 MR W
4 Ade THAZI7] 3 HHOEA 5w
ﬂoﬂ’\i AHIARREA Rl ¢ -‘E $=] 247
= AlFshs 2ol viE w4 Al st
(Schmltt, 1999). =g 2l 9] Aol gk A4
Al 2HA7E AdEel tial w3 s A
7 E Eole T838 947F Eok(Crosby et al.,
1990: Weitz and Bradford, 1999).

O s A5

HAE JV* A3 (escapist experience) S A4t
ARl 5o ZHE HlojubA A= MAl &Y
(1mmers1on) 3l A} sh= AGEA, AH|A}F 24

61:—%

F= =2 0] o] (active participation) & 2

(performance) ©]+} @2} (phenomenon) ol 33}
(i FHkE = Zﬂ?‘“l‘:} Eat el by B

immersion) ©

TEZ AV S s A, o7 e A

T b, FHA e o], TP S 5E AR,
ANEE AR T3 2ol AnRte] 917 Aol
T8¢ J3S FA FrHHosany and Witham,

2009: Jurowski, 2009: Pine and Gilmore, 1998).
el Af 39 AW O AHES
ASE AARE &52Q1 Agho] opd, Al F
Aol FaFe PIAlE A7} HE 7ol st
H(Pine and Gilmore, 1998). wl=r¢] AR3]gh=}
Oldenburg(2000) = A3, &8&3 72o] Abgt

o] Wo] wht} g 5]—5.2 g & e AAE A3Y
A (the third places) 22l E3=d o= 3
2%} ol elel] Folsh= AFE rA AR 7HE
T e A3 i onjo|th

Au) A A (esthetic experience) < 4B AF7F
FEulgel A v A ks 7k 8 AE AYsL
sk RS Qusit), Av A Age 2473
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& 1) A 7

Ad 73 oJu] of
_ 3ol A olsEe =z oromA] | - o1 oMlE = o]
AHHIHNE A o Lj’zﬂ 50% i;jo I ‘1 5 ors li— R
(entertainment experience) = 7]5 = B A3HOE ¥ - Eete A
&g T4t A - &Y
EA A - NE2E AL weHL A3 | - FEuANA Aol = AE
(educational experience) ol 9499 AF &5 9 ﬁﬂtﬁ% A
- sEx @m0
- | e meseTE At A o) AR A2 T o187y
HAEs A A3 22 AA EYsls A A4 T AL AU ALE
(escapist experience) - AHALE FAo G FE 5E | Zajels _,_oqoﬂ . 3L9_ ) ~?\; A7)}
2l 3ojsl ejo] e AY = s s
7} He A4S
AuA A9 - AL fEAgelA mE AE | - 39 2, T3 wiR9) 7154, AR
(esthetic experience Zte QA4E AYsly s A HE AFE 5 2
s me 8H= 224 AYeltHuowski Nae] Aol whe Zul4 Hlme] W3
2009), & SHAA HH, £ 4s A 5}
A QAR FAE sk A2 554U € 2HA7E RS AP § TSR 34
Fol flol FEH R st &*ﬁiﬂ AT A HE o auge MEEE A3 EdE

Al &3 (Jurowski, 2009
ArE AP F9 ZZﬂ(ambient conditions), =
7+ wjA| 9} 7)5A (spatial layout and func-
tionality), AF1, A& <1¥E(signs, symbols and
artifacts) 7 2= w39 214 7= dste
Zlo]th(Bitner, 1992: Hosany and Witham,
2009). "ige] =2l 74 aHAHe] W
Y FE T8I hotH(oRA], 20060 SF
¢, 2006: Wakefield and Baker, 1993).

o]¢3} #+o] Pine and Gilmore(1998) 7} &gt
AF 3 GE Dell 890} 9lom, 7]
T A= A@O Fejoll meEt AAE &P7HA
(perceived shopping value) 7} TFEA YERGAL
ATH(Sands et al., 2007). & AwA AFo| 7H
A vEbsteH, e OiEiEMUJ_E A, i
$4 AY, A=A AP Fo2 Yepyith

sk T8 Wy At ddCad 9
2007). &Mzt S SA sk WO EA #A
A& 71th-/d 3 £ 2] (expectation-disconfirma-
tion) B+ A #H performance) 9 2 HUHE
ARgate] kol FHtole &geEe A=A
(hedonic) 5735 wrgsted, An|zte] 2404 A
¥ (affective experiences) & A3l = 73]
YT It Babin et al, 1994 Sit and Merrilees,
2005). == (shopping satisfaction) & 42H]

o s
At BN ARSI W 7o) THA U
=
=

o R I

(Wong, 2004), wi7
SHA EH &%
w7l X E AdEolnt 7]

% (attitude toward the brand) 7} 3
ZI3Ao 7= AFE sk Fuje

A

OAAl =™

%= (purchase

LHH‘



intention) 2} "7 ®HE 9| %= (revisit intention) 7}
Fo = AHE 7HH2HLeHew and Wesley,
2007: Sands et al., 2007).

BT tigh B = (attitude toward the brand)
+ B Tol ta] &Ra d3dol Al 2

e 394 B H2 o HhgonA 42H|A)
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434 FUE g Aol (Goldsmith et al.,

2000, Holbrook and Batra, 1987), o=+ A&
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2 AFEo] Huto tish BHEes Fule
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