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Effects of Entertainment Service on Impulse Buying Behavior
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Abstract

Modem consumers scek various plcasure and fun through shopping. Retailing are offering apparel products with
entertainment services 10 customers such as movie theaters, restaurants and so on. The purposes of this study was
investigate the effect of enterlainment service on impulse buying behavior. Data were obtaincd from shoppers
(N-684) randomly selected department stores and shopping malls located in Seoul and Busan. They were analyzed
by factor analysis, -test and cross analysis. The results showed that enlertainment service users showed likely to
be more recreational orientation, to be more pleasurc, and better mood in retailing environmenl than cntertainment
service nom-users. That is entertainment service users were more likely to buy impulsively during shopping than
entertainment service non-users. limplication and fuiure research dircctions discussed.

Key words: entertainment service( HEJH) QIME  AB]2) shopping orientation{sF 43Y, emotion(Z7),
impulse huying behavior(9} 8 52 Fuf 35)
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