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Abstract

Purpose — The exhibition is one of the critical distribution channels that leads to mass sales of products. Servicescape is
considered as an effective means facilitating consumers’ purchasing behavior. The objective of this research is to examine
the effects of servicescape of the exhibition on consumer’s purchasing behavior measured by time spent, the number of
consultations, the number of items purchased, and amount of money spent.

Research design, data, and methodology — Servicescape was divided into four main components: ‘spatial layout/functionality’,
‘ambient condition’, ‘design/artifacts’, and ‘human factor. Based on previous studies, this study hypothesized that
servicescape dimensions first influence consumer’s shopping duration and the number of consultations which in turn, affects
consumer’s actual purchase. A total of 407 samples were collected from attendees in Baby Expo taken place in Kyunggido,
South Korea. The data were used to assess overall fit of the proposed model and test hypotheses using structural equation
modeling. All the constructs had acceptable levels of composite reliability and convergent and discriminant validity.

Results — The results showed that except for ‘spatial layout/functionality’, all components of servicescape had a significant
influence on consumer’s shopping duration in the exhibition. Except for ‘design/artifacts’, other factors of servicescape did not
show a significant effect on ‘the number of consultations’. Interestingly, ‘design/artifacts’ exerted a significant negative effect
on ‘the number of consultations’. As expected, ‘time spent’ and ‘number of consultations’ showed significant effects on both
‘the number of items purchased’” and ‘amount of money spent’.

Conclusions - The results offer some insights into the effect of servicescape on facilitating consumers’ purchasing behavior
in the context of the exhibition. Theoretically, this study provides a new type of conceptual framework that verifies the
relationships between not only servicescape and purchasing behavior, but also purchasing behavior-related variables. In
addition, this study supports the concept of a dark side of servicescape. With regards to practical implications, this study
suggests that exhibition organizers should put more efforts in facilitating consumer’s desire to stay. More importantly,
organizers need to keep in mind that excessive emphasis on ‘design/artifacts’ to increase consumers’ shopping duration can
cause a side effect that reduces opportunities for interactions with customers.
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HAE %0 A= SSYMTE ofd MER H|ZELA DIEEHE
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CHE OlF =+ AUCt= TOM HMA|EER|o| XM H-™A A}
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XHX|, AVE(Average Variance Extracted)gt, 7144 QQ17t0| Azt
A== el 452 S3t0 7 EtZdS ATIIALE <Table
1>1F 20| BE HFES QOQIEI|X|ZF 5640 |A .952 AIO|2
= UERGCE Cot HIE CXHel Qlof g AVE gt
(.464)0| Hair, Anderson, Tatham, and Black’s (1998)7} X|ot
ok .500f Ct2 X OJX|X|2H EF 2QI9| AVE 20| 25 502
ool mat SPHo| +HEIFY0| EE Aoz Tt
EICh EHEENREE JHE K019 AVE g{0| Zt RolI7to] Hl&
PR EC =2 [0 =EEICHFornell & Larcker,
. <Table 2>0f L}ElL}IE= AMH|AAAHOIZE FMSI= 2
O AVE 42 2t 7daQl o] Ma E kA ot
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<Table 1> Standardized confirmatory factor loadings

. Standardized
Factors Item descriptions Loadings CR
Spacial The center has up-to-date facilities 573
layout/ The layout of the booth/products 823 835
- ., |makes easy to move around
functionality - -
The traffic flow is natural .952
The center is pleasant in terms of
.564
temperature and smell
Arient | e ooniet is dean T
condition e f)o s are clean .
The display products are well
s .639
maintained
The architecture of the center is
. .605
attractive
Design/ |The design of the booth is attractive .679 775
artifacts |The display products reflects the ’
L 723
exhibition theme well
The style of decorations is appealing 711
The staffs are willing to help .691
The staffs of the booth are polite
. 746
and friendly
Human |The staffs of the booth have 816
factor |knowledge of the job and The skills .738 '
to deliver superior work and service
The staffs give customers personal
. 727
attention
X’=299.604 (df=124 , p<0.01), Q(x*/df)=2.416, GFI=.928,
RMSEA=.072 , IFI=.927, CFI=.926 , NFI=.896,
<Table 2> Correlations and Average Varience Extracted(AVE)
Correlations between constructs (squared
Spacial . .
Ambient Design/ | Human
Factors layout/ o . AVE
functionality condition | artifacts | factor
Spama_l Iay_outl 1 637
functionality
Ambient | 414 170) 1 539
condition
Design/
artifacts .333(.111) | .259(.067) 1 464
Human factor| .259(.067) | .396(.157) | .321(.103) 1 537
Mean 3.197 3.396 2.901 3.228
SD .600 .5659 .583 .556

*All correlation coefficients were significant at .01 level.

43. Cform & Hjw

MH[AAZO|Zo} PO S BB KotEl AT
7gtez2 st JHEATE Bt FOiR=FHR(Maximum
Likelihood Estimation)S AF2$H TxEPHAl DEIS 2sUS10
Ct Mgz X8 5% 22 NME HIISIYCH <Table
3>If 20| MEMMoR 43 MIEE B UCH\=299.604
(df=124, p<0.001), Q(x>/df)=2.436, CFI=.934, RMSEA=.060,
IFI=.935, NFI=.894). A QZSIF = 2 A+= FE AMHA
AHO|Z EH MAATTL HFAIZE AHZH, ME QL EHM
59| g-30f ozt EEAQl FekmA X|Xsts Hat 22| A
SAZ MEEIsE AOIYSY MPsleE FZE HQtstn
UL} MEtM Z2Hoj Chet 7k AT ™ Fetel A1z dnt &
HEgg 7|82 ot CHotEYZto| HnAT S +HSIFCt
DHHDE Q3}0] MHAAFAO|Z QOlut JOj2H I A=
FORHSO| O FERIM AR7b F=IbE|Qch M k1
7S 294.343(df=116, p<0.001)@ 1 CFI=.933, RMSEA=.062,
IFI=.934, NFI=.8962 ZtZ+ LIEItOm &= el 7t 2 Xjo|=
ROIBIR| U2 HOZ LIEFITHA x?=5.261, p>.05). 5, AH]|
AAF0|Zet FOiF M FOjA0f CHet XPHERE =Tt
£ A2 REO| M E Qo3 722 J|MAIF|X| Rt=
Ao 2 LIEGILCE SO0/EH X <Table 3>1t ZH0| AH|AAZF O
Zof FojZoH g oA ZHo| AMFP=Z At 2F 05
ROFFES X1ISI0] FFLATL FOISHR| UYLt MM =
ATOIM Hotel ARRHE S5 JHEATS MAISIFCE

—

<Table 3> Path coefficients for alternative model

DV v Coefiicient SE t Value
Sf’ffntft‘l'o':g’lf:;t’ 025 044 | 286

N”mbf]r of itlemsAmbient condiion|  -.068 047 | -716
purchased(in) = snvartifacts | 100 024 | 1347
Human factor .010 .026 143

Sfpatia.' layout/ | 549 095 | -194

unctionality

moﬁg‘yo‘;gter?tf(m) Ambient condition|  -.008 114 | -073
Design/artifacts 137 .086 1.588

Human factor -.023 .090 =277

44. AT ZE

O|l=et TOfMEH H=2to| HEDI BEA =7tat t7he| 4
E EOECh CHHE 2M7|-2 2MXtEe FHEEE 7t
Motn UOL} Skewness?t KurtosisE E3t Hgx® ASZ4
of FOjREHAE0 HFAIZE MEH, AHIFAY, F0fHSTL
X 7S fIE6lo ofe #Heo| HARZetE fdf 2
1 HzKlogarithm)S INE=XeT 0 Z2™{ 2 23Klog-normal
distribution) AA|SHY 718 HB S SIILCEH

MH|AAFHO|ZQ K| FAIZE 2t HEHAHE LIEH = <IH-
1>0| ZL MH[AAFAO|Zz FZHo| K FAIZH H=0f it
24.9%9| d¥HE EQUCt AE AU MH[AAHO|Zo| F7HHY
X/7ls 221(5=.086, p>.05)2 Mot ZE K02I0] {23t F

<Table 4>Q} <Figure 2>= JAXHHAIS S5t MH|AAF
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DV vV Coefficient SE t Value Hypotheses
Spatial layout/functionality .086 .028 .892
Time spent (In) Ambignt co.ndition 228 .033 2.205* H1
Design/artifacts 161 .024 2.038*
Human factor 153 .026 1.968*
Spacial layout/functionality -.019 .051 -.194
. Ambient condition -.009 .061 -.088
Number of consultations (In) Design/artifacts 153 045 -1.968* H2
Human factor 101 .048 1.302
Number of consultations(In) Time spent(In) AT7 .098 9.029** H3
. Time spent(In) .347 .091 7.493** H4
Number of items purchased(in) Number of consultations(In) .358 .049 7.721** H5
Time spent(In) .344 174 6.462** H6
Amount of money spent(in) Number of consultations(in) 113 094 2.127* H7
Note: x*=299.604 (df=124 , p<0.001), Q(x’/df)=2.436, CFI=.934, RMSEA=.060 , IFI=.935, NFI=.894
R*: Time spent=.249; Number of consultation=.224; Amount of money spent=.166; Number of items purchased=.361)
*p<0.05, **p<0.001
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<Figure 2> Summary of hypotheses test
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