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ABSTRACT

Modern fashion market is being developed by emotional values rather than rational idea of
customers. Experiential marketing is an effective marketing strategy for fashion marketplace
because customers tend to consider fashion shopping as an enjoyable experience.

Among the fashion markets, the fashion stores for middle-old aged women that have various
points of contacts could be appropriate place where emotional and relational marketing strategies
would be applied to.

The effects of the procedure "emotional and relational experience—commitments—long-term
relationship orientation” that fashion customers are experiencing, by forming a path model, two
types of experiential effects from emotion and relation were examined. It was found that fashion
emotional and relational experiences were important factors because these factors affected a
long-term relationship orientation. The findings of the study provide marketing strategy that
enables to promote a consistent relationship between fashion stores and customers. Furthermore,
this study will contribute to the criteria for segmentation of middle and old aged women's fashion
market who have own desire for fashion emotional and relational experience.

Key words: experiential marketing(¥] & v}#| &), emotional marketing(%}4 v}#| ), relationship
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