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ABSTRACT

This study examines the effects of a store’s symbolic imagery using the facade colors on con-
sumer emotions and behavior. A conceptual model was developed based on the stimulus-organ-
ism-response (S-O-R) theory. A total of 284 questionnaires were collected online for which used a
hypothetical store image that reflected a higher or low-end retail atmosphere (reflected via the fa-
cade colors). Data were analyzed using SPSS 23 and AMOS 23. The results of the analyses dem-
onstrated that: 1) facade colors positively influenced the consumers' perception of the store’s luxu-
ry; 2) the consumers' perception of store luxury positively affected their arousal emotions but af-
fected their dominant emotions negatively; 3) the consumers’ arousal and dominant emotions pos-
itively affected their intentions for visiting the store; and 4) the brand type (luxury vs SPA) mod-
erated the relationship between perceived store luxury, consumers' emotions, and behavior. The
results represent that the facade colors is useful as an independent component of the retail at-
mosphere for conveying the symbolic image(luxury) of the store. And to suggest needs for a stra-
tegic approach that focuses more on harmonizing the facade with the brand type than concen-
trating to construct the store’s symbolic imagery using the facade colors.

Key words: facade color(3tAF= A7}, perceived store luxury(X]ZtE H 2 X)), emotion(7H4),
store preference(d XA 3 ), visit intention(Y 9] =)
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(Table 1) Facade Color of Luxury Level
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High-luxury facade color Low-luxury facade color
T
Ctaalstere
Stimulus -
ELH
e
Color used .
RGB Code 151, 132, 90 12, 16, 27 220, 0, 0 255, 255, 255
HSB Code 39, 40, 59 223, 55, 10 0, 100, 86 358, 0, 100
HEX code #97845A #0C101B #DC0000 #FFFFFF

{Table 2> The Difference of Perceived Store Luxury by Facade Color

High-luxury facade color of fashion Low-luxury facade color of fashion ;
store (n=20) store(n=20)
Premium 4.450 2.909 -5.025%**
Expensive 4.250 3.222 -3.957%%*
Prestigious 4.611 2.833 -6.633%**
K001
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(Christodoulides, Michaelidou, & Li, 2009: Das,
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7NA He A84HE onlsi, 384
£ =43 A8 A7 (Donovan & Rossiter, 1982:
Lee & Park, 2013; Mehrabian & Russell, 1974)
g vgoR B dvel AFHES £4 - wel
o A% 37 37 353, Azt 3
Likert H=% A=A wpA 2o
Axe g 2942 HEE Yniste FEAS
S (Bellizzi & Hite, 1992) 2} A&¥zp7F AA HE
W Sz 3% gL uistes WEdn

(Ajzen, 2002: Han, Hsu, & Sheu, 2010)S A3}
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ol
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lo,
(@]
o

ATE HECRE B Ay HHo gA £ - B
&ste], 7F 328 58 Likert =2 A

o 747re] FAHQ RS (Table Dol A
sk
3 AESE Y 2

B d7e d7Rge dAMe 3F EE SPA
HAS ARAE FHRPe] Ui 4 9 L)
A BT AAFS BN A, el
b, Wl FL T Aol HgHE o
Foh /g, A, BEe) 0 b wA, oA

1 =
gl & dAgsls it AExAke 2o

AE gAMA 71l B QA (https://embrain.com/)
o 2EplddlA A
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gahs PHoz 2
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Hroow
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EN
ol

B A7l el ® SuAES d7EATH 5
e AVEY 93 140%8(493%), A7 1449
(50.7%) " o2 YErsty, AR = 200 8998 (31.3%).
30th 96 (33.8%) 40t 9978 (34.9%) = Jrepsth,
dPdre A4S st SHAe] dE 2 4
Fo H &S AT Aot FHAEY] AE
g A9E A3 nE 167%(588%), 71€ 1174
(412%) % Jetwtom, A2+ AHFZ ] 136
H479%) 02 71 BRI, HeoE A 399
(13.7%). AFA/=ZAAM 307 (106%), =4
2478 (8.5%), T4 18(6.3%), Hvll/AH]=4 147
(4.9%), AB271524(4.9%), 718k 9% (32%)+2
2 BEEE dest fABAds 7o RS A
HiE A3 gMg HAd Bas o) AR 17
(6%). SPA s|AEH= o} ZAA 1527 (53.5%).
F O OFE BEF v ARl e suAe
1067 (37.3%) %1 Ao yetstth SuAe 4 3
& AAFE e 159k wwke] 1297
(454%) 2% 71 Bgow, s = 159 o]
73-30%k w Rk 8378(29.3%), 307k o] F-45%
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IV. 93241 2 =9| A N L e e = U | Pt o R R R
S HEOER A UHe AE ¢ 5 Utk
I EMESe] ARIN U BN 2 3749 P 2A(EAE, @2, Aizhol o
3 Cronbach’s a%b2 83~8622 FAHO 4
D AA 53294 (3] 28184 Wale] AF4e] AFHeH, W e A
TEEY] EA oA AFEY FAE A %, o x E3 Cronbach's agt> 84~.88%2 3
dEo] Ads SAHJETHE elstr] flst, 3l 0] AFYES Hol= Ao E ol gt
stolz Q¥4 (Confirmatory Factor Analysis:
CFA)S AAstsith. 1 A3KTable 3), 2 % 9) A wze] SHEbIA T A a)
YARE A5S0) A8 W Wl AAaE 2 Azt AEENTL BAH G e R
o2 ey *(df) =237.83(120), Normed x* = ko] tjek BAL 93 B ATREe M3}
/df=198, GF1=.92, CFI=.96, TLI=.95, RMSEA Ao geolslr] Y 671 AW FAA B
= 05). A7 AEAN, £974HA ZA%, @
{Table 3> The Result of Confirmatory Factor Analysis
Construct Items fiigfall:i:izidg t-value Cronlzachs AVE | CR
) Premium 91 21.46%%*
Stlz f;cf:}’;‘iy Expensive 91 21495 | 92 81 | 9
Prestigious 87 -a
[ feel happy. 81 13.81%%*
Pleasure |I feel pleasant. 78 13.27%%* 83 72 .89
I feel gloat. 78 -
I feel excited. 77 14.97%%*
Arousal |l feel attracted. .80 15.73%%* .85 .70 .88
I feel palpitate. .86 -
I feel overwhelmed by the atmosphere. IR)b 76 14.08%**
Dominance |It feels like being pushed into the atmosphere.(R) 85 15.56%** 86 67 86
I feel depressed.(R) 85 -
I like this store atmosphere. .80 12.38%**
Preference |l am attracted to this store. 85 12.55%%* .84 72 .89
The brand and store image matches well. 74 -
I want to visit this store. .88 15.97%%*
' VisiF I am willing to visit this store again. 87 15.97%** 88 79 9
intention |1 am willing to recommend this store to the 79 B
people around me. ’
Model fit y*(d.f.) =237.83(120), Normed x*/df=1.98, GFI=.92, CF1=.96, TLI=.95 RMSEA = .05
%0 001

a: Unstandardized estimates was fixed by a value of one, so the f-value was not given.
b: Reverse question
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Il JAE A7t anjRte] A AExsE Y, A

a FHEFEA( Convergent Val 1d1ty)
HELA (Discriminant  Validity) & AES
tTable 4.
FHEFAL st g9l digt T A o)
[¢] =

-1>;d
l_£‘

S
&

%(Average Variance Extracted: AVE)3 7
A2 % (Construct Reliability: CR)7F A tH(Fornell
& Larcker, 1981). o]ell £ Aol AMEH HFE
S
S
Al
=

He BAFE 3

et 3 AA=
Arht BE2stE HQss Ao, AFL
MG HFEAFE(AVE) A5sh F s
7 ABASY AFE 47 vus T oAF 7 2

st 4= dth(Fornell & Larcker, 1981). oJo] &
gol BE FAAWMSF 7o ABASF AF
00~622 67~381¢ HAE 712 HaHE "éﬂ'

{Table 4> The Correlation and AVE of Variables
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A7) (M=4.01, pX.00
T =4 9y

YR,

H&(M=4.06, pX.001),
A= (M=391, XO00D)A =
y_H/Kf]Z—];L y_}/\]_E_
M=399, AgMel M=250)°l w& ] sl
gAaelol frolgh 2ol (¢=2343, xX.001)7
o it mepd s @@q
AEAAE Azl felE B
A A = A,
Aol egk Az Hx st
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stlj) fercle;;i(iy Pleasure Arousal Dominance Preference | Visit intention
Perceived store luxury 812
Pleasure .00° 72
Arousal .04 .62 .70
Dominance .20 .00 .05 .67
Preference .03 .28 .00 .01 72
Visit intention .03 .00 .36 .00 .00 .79

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below the diagonal art squared correlation estimates of two variables.
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(Table 5> The Difference of Perceived Store Luxury by Facade Color

Facade of luxury color (n=143) Facade of low-luxury color (n=141) t
Premium 4.06 2.52 21.77%%*
Expensive 4.01 2.55 19.96%#*
Prestigious 391 2.43 17.57%%*
Perceived luxury 3.99 2.50 23.43%**
#5001
Pleasure
Preference
Facade colors
(perceived to be highly p——
vs. less luxutious ) | =2343
intention 79 =
- - -» non-significant path
— significant path
p<01, " p=.001
£(d.£)=214.115(113). Normed =1 895, GFI=.926, CFI=967, TLI=.956, RMSEA= 056
<Fig. 1> Summary of SEM Analysis.
L (Fig D3 R TEREYe] AFE A MAReE HE WEelwd ‘”0%1” #7(p
x* (d£)=214.115(113), Normed x*=1895, GFI= =48, p(001) ¢k AwizH(B=21, pX.01)¢ Aol
926, NFI=934, CFI=967, TLI=956, RMSEA = fFold 9= mAE AR Yeh, ﬁﬂ@ s
0562 REARTE BE S53 Ao 7 eyt el gk A wkgol AnA AFel YT
WA FALE Aol w2 A zke HE Ao} AtE MEls @733 AA4e O AddTE

202 Ao BAES AHpgtt 1 A N7 (Westbrook, 1980: Donovan et al, 1994: Wake-

B Az 37)(B=.23 xK001)9 Awl7H(B field & Blodgett, 1999: Ryu & Jang, 2007)<]
=-45. pC001) ] % S AN ZAL AFE FEAHOZ AAFAT. FJALE A 9
(B=-0Dol= o g&Fe A de AR 3l Azte Ax fAge @719 A A
Ueh} 714 2- 29} 2-3u} 225 9l h. HE RIS =ole o449 298= #Est
° 0% FALE MAbo| o3 Au|Ae] &Ik ARk, AuE ZAAA FEIEE WFE 84
ol PFol wAe FFe Fotd 4 A% B AL F g AT F AU
(B=-13). 71(B=11). AM7HB=-07)2] &3 ol T E2dd A9 HAd 249 A%
AR BE ATHNEL S98 datS HHx - FHa L Hla] xAe] HEs] 14 & 3l
= Aow Ueytt = 7R 84N SRAE e 59 A
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- ©

olmA 7k f7)ek Aol g4 AAHE A5
o]

=l
:C>1=t
ofl
ot
oM,
|o
fitl
1o
i)
rd
o
v
ot
o
o
o2,
offl
e
El

k1

(1996) & BHE Aa=7b APAFuiv AA A
Aol deigt FEHEE BT Ak B 2
A2y 9o, Park & Li(2010)= 54 =2
Zo gk wrEAQl P T HEe O BRE
of talA zt= &Rk of Fat So]FQl Bl =7t
A=ty Stk & wEH Fde o3 FA4
He 54 Aikgte HEo WExHo gloE
Z, BTy FF ol Wt BRI A gle]
9] JEA ) =EE AP He 34
A AN R E ST HE i ToFql HE
A AZE7E FAHA Rdvhe AS & 5 Ao
3. EUE S8 (Luxury vs. SPA)O o2

Tx2E Hjm

SIALE Adel ogk AztE HEHME Tt &
A AFel mAE FFol wWAAFI(HAEY
vs. SPA)el| wat of g A zfo]7t Y=x] Yoty
3, WA FH9 94 HAES AAEh F

A o0z gk FesdAdS 713 7]
AR (x*=392.29, df=240 p{001)F Z=HELA
S 7bgE AFRE (x*=398.69, df=252, p».001)
o AXPE AZ% A3 EAFOE 9% Afort
VERA ZtHAX? =640, df=12, pX.05). wt
A F AT gEddREA S e SHEd] W
AEFA o) FoEeong BME wAFH SPA
e FxEYUS H W

92l w43 SPATIEe FEEH Aols}

AEA AFEA7 S8 oEPRRAL B, F
el pzrdo) Gacty 1Y vA R
T8y A AGRDS vwd A3 AY
=14.00(df=7, p{05)22 vER} BA R (y

=359.49, df=227, p.001)3 A FEd (x*=394.95,

dF=249, pX.001) el f2lg Fpol7 Y AoE
etk webd eMe s SPA mhgel
2o Rol7t 9 Aol /4 62 AAH

Atk (Table 6yl At ZFo] &+ gk BF FAts

UHERS .

SPA HEANME AA] FALE Hge] €3 4]
7 AxgMert E7es Add 71(B=18,
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{Table 6> Multi-group Analysis of Luxury and SPA Stores in Structural Model

Luxury store (n=141) SPA store (n=143)
Model elements Ax%/df
B CR. B CR.
Perceived store luxury — Pleasure 12 1.24 -15 -1.62 4.18/1
Perceived store luxury — Arousal 26%* 2.84 18%* 1.98 37/1
Perceived store luxury — Dominance - 42 -4.68 - A8 -5.38 19/1
Pleasure — Preference -.02 -.10 =24 -1.41 4971
Arousal — Preference .03 12 15 .88 18/1
Dominance — Preference -11 -1.02 -.04 -.37 .26/1
Pleasure — Visit intention .23 3.01 22 2.03 .01/1
Arousal — Visit intention H2** -54 31 4.38 5871
Dominance — Visit intention -.05 1.36 A2 1.43 13.18/1
Preference — Visit intention .08 1.20 -13 -1.57 3.83/1
Model fit statistics
x*(d.f) 147.31(113) 211.97(113)
GFI 901 369
CFI 979 935
TLI 971 912
RMSEA 047 079

(01, K001

Chebat, 2002: Yildirim et al.,
a9 Byl

2007). 53] A=
Qo FAsUAhE B, WA}

2 ATl A S wA 249 A T 5o Slo] iAo E AL Hgo aHF
2 wAIA7E A e WA G st oWzl Mg Fd }O] Aol d 5 dEa AlAEH
o, Ao g AJGS ZAPste Fxe At o =4, A7E JExYMrt v 29
T Agol ofgh AHate] A ztd HxEMelet (371, Auizh)ell fFolg JFs A= A &
A (EAR, 371, AWz, Peis(HEE, Attt ARAELE FALE MAFS B T
WEok) e #AE dFHer HAFrA &kl Hx gNHTE =A A4EE v 34
o} oold & A& % AJS vaH 2ok o A=Y AP EE 3719 AFs =4 =e

AR, FALE Aol Auzte] A HE YA Wi A2 gstEE ASE UERET olE
Az, S AAA omA Az F23 U= S Al ok FE e AAdH T8 AF
A5ttt S FAE Aideo] FAE wAA 2A of "3t #HHo] 312 (Schaie & Heiss, 1964)
2R HxolwA] FA o JFs MAE =59 A on e AujHolx AAA =4S
Al A7 847 AL F Atk Aolth FHdts AL oA EAT F AATHLee &
olggt Az VM +4 847F Hxo 34 Kim, 2007). ¥ A= A4S B 27k A=
o fog JFe mxvtE v AgAT o g e 4% S T Z0E JewTh
S 7+o] Frh(Lee, 2009: Lee, 2012: Turley & ol B AT AFEA AMEE Aol mEst A
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