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The effect of experience factors of untact fashion-beauty
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Jihyo Lee!, Jin—eok Na', Kenneth Chi Ho Kim*
'Ph.D. Candidate, Department of Culture Contents, Hanyang University
*Professor, Department of Culture Contents, Hanyang University

8 oF E 9= Pined Gilmore(1998)] A@AA 0] Z(4Es) o] &S vl o2 mdid sjA-HE FA9) AP2A(L
g4 A, A AF, 42 A, A Aol AztE 7S wfE DA wA]= gl dste] £A1813
th 2020 HltpA o2 gl M e om g A153] ofAlolRAHALEPY A -FE g dHAs ddow
T 230%-0] AEAE WIE B Blpste] ATRAE AASIT SARA WM OR SPSS 21.0 $A ZEIPE AH8St
3L, FolFE p<.05914 7HIHTE Sich A A3t vt Fd-HE F9de] AFagle] Azt shx| ek AT
o frojmlet daks WA= AR vElsth e AZE 7HAe aAwSe] SAA JFS nAE Ao e
3, w7l A ZhE ZHR] = Al adle] ARkl wXE S - wislshs AR vElEth of9fh o] AR
Mg dygtoaa AR S AP AASEL A B g Al e 5 ol VxRS Alwsklt
A G Aol Az o] Aol TR ke W] At T A e slojser & lelar, thdek
HIH 5de Wo= & A77F ALH R ofFojxof & Flojnt

FAlo] ©Hldd, A-FE A, AFed], uArtS, A7E 74

Abstract The purpose of this study is based on Pine and Gilmore's (1998) Experiential Economic Theory
(4E's). This study mediates the perceived value of the experience factors (entertainment, aesthetic,
deviant and educational experience) of Untact fashion and beauty performances. The impact on
customer satisfaction was analyzed a total of 230 questionnaires were collected for visitors to the 15th
Untact 'Asia Model Festival', which were successfully held in Seoul in 2020. The statistical analysis
method used the SPSS 21.0 statistical program. As a result of the study, it was found that the experience
factors had a significant effect on perceived value and customer satisfaction. In addition, perceived
value was found to have a significant effect on customer satisfaction, and perceived value as a
parameter was found to partially mediate the effect of experience factors on customer satisfaction. By
studying the empirical analysis in this way, practical implications were presented and basic data that
could be used for reference to related research were provided. However, future research should
contribute to academic development through research on variables not covered in this research, and
research on various untact performances should be continued.
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Table 1. Composition of the four major events of Asian
Model Festival

. Asia Model Festival
FACE of ASIA ' Asia % Festival | Asla Model Awards
A national selection competition of 25 Asian
Face of countries will be held to discover representative
Asia rookie models and provide opportunities for overseas
expansion, such as the U.S. and Europe, etc.;
Asia % Platform to increase brand image enhancement
Féstival effect through industrial development and exchange
h of Asian fashion and beauty trend
Asia Open Asia's largest fashion show to break away from the
Collection stereotypes of general fashion shows
Asia Model Asia's largest model festlval,v where top Asian
| models, SNS stars, Korean Wave stars, and K—pop
Awards
stars gather together
FEFRU ALY, FHl= A7} Asleka =
2% FA B3 AEATL A A P el
ok, olelst At} B8l whe} ‘opAlohwels| e 1]
o g e FACR FubEah Hla, Mt ob
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Table 2. Results of non—face—to—face events at the
2020 Asia Model Festival

Results

Broadcasting YouTube, Facebook,

25 Asian countries

Platform VLive, Instagram.
Untact video content
production by Asian
P . models from 25
roduction about 800 countries for about
Contents

three months from
September to
November.

Total number

10,888,048 views 25 Asian countries

of views
Total Voting 126,287,537 votes Eace of Asia Untact
Count Vote

Source: Asia Model Festival Organizing Committee(2020),
https://www.donga.com/news/article/all/20201218/104508900/1
Reorganize with reference to article content

Table 3. Current status of SNS followers

SNS
— Face of Asia models in 25 countries
— Power Blogger
— Asian model stars from 25 countries
— SNS Star
— Celebrities & Celebs

More than
million.

Followers
Direct exposure |5

More than
10 million

Followers
Indirect Exposure

Live More than

Simultaneous R YouTube, V—Live, Facebook, etc.
Lo 3 million.

viewing

Number of

Arirang TV, KBS World, Fashion TV,
News Channel 8, ETV and more than 20
others

More than
10 million

viewers watching
international
broadcasting
Source: Asia Model Festival Organizing Committee(2020)
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Fig. 1. Research model
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Table 4. Operational definitions of variable

Variable Name |Question Definition Researcher
Any interesting degree that
. stimulates and creates a
entertainment
. 4 pleasant mood through
experience .
non—face—to—face fashion
and beauty performances;
The degree to which Pine & Gilmore
people feel that they have|(1998)
educational 4 |learned new things by H.. J. Song
experience watching non—face—to—face| (72011) .
fashion and beauty Y. J. Choi.
performance (2011)
A . K. Lee (2011)
Experience and appreciate|S, K. Park (2017)
aesthetic 4 aesthetic elements through|y 1 park
experience non—face—to—face fashion|(9007)
and beauty performances |T. H Cha (2007)
The degree to which M. Y.
visitors to Kwon(2018)
escapist non—face—to—face fashion
Scaps 4 and beauty performances
experience .
escape from reality and
experience
new things
The overall evaluation of |Zeithaml (1998)
what is consumed and B. Y. Yoon &
B perceived 9 what is gained from P. Y. Kim
value watching non—face—to—face|(2008)
fashion and beauty S. M. Yoon &
performances. C. K. Lee (2017)
. The degree of Oliver (1997)
Client. .
C satisfaction 6 psychological and H.. J. Song
T emotional judgment and |(2011)

Y. J. Choi.
evaluation felt after the |(2011)
experience in preparation |C. K. Lee (2011)
for the anticipation before|E. K. Park (2014)
watching non—face—to—face(M. S. Cho

fashion and beauty (2014)
performances; B. K. Choi
(2014)

AtIndependent variable , B:Parameters , C: Dependent variable

4 = -1 O
AT WU SEHE B opAlohm s e
& e gl Qi v AnAE dhgeR L) 4
ks

ES

A ko ® 2021 29 1
23055 vzl om, A

271719 o= AATBISITE AEA|E 230

5 BT 3R, SEe] BAEta dhdsE A

H =
3002 A9jsle], HE Fa TES 20052 AAsl] A
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& ARgste] wASklAL, el p<.0594 st
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A& AAEglen, 2EE 358 9138l Cronbach's a
AFE AEE3Th AA, T ] g, FFHAE

4.1 AT dnbs 54

ZARARe] ARty EAS doliy] 8k WA
< 2Agt A¥= Table 59F 2o} B4 47 S
A 909 (45.0%), ©14 1109 (55.0%) 0.2 vebstar, o
2o 20t 429 (21.0%), 30t 527 (26.0%), 40t 106
w4 (53.0%) 0.7 VEt) 3o 1% 34%(17.0%), th
Z(AEYZ F31) 15078(75.0%), HSFA= o)Ak 169
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Table 5. General characteristics of subjects surveyed

Sortation Frequency(N) %
male 90 45.0
Gender
female 110 55.0
20s 42 21.0
Age 30s 52 26.0
40s 106 53.0
i a high school graduate 34 17.0
Academic
background |2 college graduate 150 75.0
a graduate school graduate 16 8.0
Student 23 11.5
Fashion/Beauty Industry 16 8.0
Occupation | Workers .
fash10n/b§§ut3' industry 161 30.5
non—participants
Total 200 100.0
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(Exploratory factor analysis)—% AH8-3FSlT
Jel o AR BAS ALgElela, 9ol o]
Fo] =818 b3t Vanmaxoﬂ ogk 3d, 1
S 7o = 8% < AAEGlT W
*XH ] (factor loading)
o7 7Sk 0.500]

fo fo
2
Mr Ao
o 1>

™
_’,
)
ko
-0,
o%

>

[e5

ko
= r
Ho
o)
"

9
) OL ro
o
r—{u:

%,
rJ

iy
o
o

X

J
=
o o 1o

2 o
ox
O
5
do rir
1o
E o o
=~
()

N

I O{N
ko
ot
222
B
fu
oot
o
3

e
2
iy
oX
rlo
e
oX
ot
o
2

an B
[e3
ey

°
o

o
off -
rE
iy

>~
=
o,
o,
e
s o)
e
o

il
o H
=)
_0|L
_=)
i
e
rsl
:.“:
o
2
4
:oé
EY
29
Iz
)
i
o

rir
N’o
2,

o Vs SRS
Sivtel el wfsiel efel 1ol Yoz 74
o]g-3 7§- Al83= Cronbach’s a AlGE AH&E3she
i]l-:_% A= o]_oﬂ Otﬂ om]-;Q o7 °LJ]—74]—’F7]- 0.60 o]
ojwl Al el =AZE flvkar s @371,

f
o
o
=)
ot
av
o
re
=1
DL o
B2 X
> fr ot R

oz

4.2.1 A Lo iz gl U AF e A=

AF a1 gk efgAd B 2= 35 A= Table 69F
2tk WA KMOgkel 0.900, Bartlett 7384 #4 Az
x=1818.362(df=120, p=0.000)% QSH2}S- 9]3) WH=o] A
go] ¥ Zlo AR 227 ofe]7ll Fh(Eigen
Value)©] 1 o381 & 47)19] 8Rlo] =&w|3lal, & e
ok 71.291%= Jebdth 7 d19le01S Aunw @9l
1(19.025%)& “AmA A&, 221 2(17.764%) = ‘Uek2] A
821 3(17476%)-2 ‘w52 AF, 821 4(17.027%)= &4
A o= WHsigith & 47) £919] 291 HARE 040 o
o =X A EfAdo] HFETHL B = glom, Al
= 53 0.60 ofdemA] BAZE Qs Aom B 4 9l

L)

Table 6. Validation of feasibility and reliability of

experience factors

Ingredient

Question

B

10. The atmosphere of a non—face—
to—face fashion show is 832
attractive.

12. Just being in a
non—face—to—face fashion show,| .792
I felt good.

11. The environment of a non—face

. . S| .783
—to—face fashion show is exotic.

©

. Watching non—face—to—face
fashion shows delights five 748
senses

221

222

.239

237

147

146

.168

217

.268

242

.289

14. During the non—face—to—face
fashion viewing experience, I | .250
could forget my daily life

16. Watching non—face—to—face
fashion shows makes me a 216
completely different person

13. Watching non—face—to—face
fashion shows can relieve 284
stress

—
o

. Watching non—face—to—face
fashion shows is a new 138
experience

792

784

749

170

182

.166

301

113

226

.229

144

6. Watching non—face—to—face
fashion performances was quite| .037
educational

7. Watching non—face—to—face
fashion shows is something
new. It stimulates curiosity to
learn..

187

8. Watching non—face—to—face
fashion shows will give you 252
new information.

o

. Through non—face—to—face
fashion performances, I've got| .085
a lot of.

.205

179

178

813

.806

711

.220

106

.091

226

4. Watching non—face—to—face
fashion shows is a special 199
event.

3. Watching non—face—to—face

fashion shows is a fun factor. 222

—

. Watching non—face—to—face
fashion shows is a fun thing for| .300
me. There is an element.

2. Watching non—face—to—face
fashion shows have 238
entertainment. elements.

176

223

.090

187

122

127

.220

.236

.802

683

682

eigenvalues 3.044

2.842

2.796

2.724

Description of variance(%) 19.025

17.764

17.476

17.027

Cumulative Variance Description(%)|19.025

36.789

54.264

71.291

Reliability .898

867

.838

834

A : aesthetic experience, B : escapist experience,

C ' educational experience, D ' entertainment experience

KMO=.900, Bartlett's test *=1818.362 (df=120, p=.000)
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4.2.2 X748 71A] o] gk g1 R A= HE
A7t ZpRlel gt Bl 9 AR s A doe
Table 73 2t} WA KMO%ko] 0.931, Bartlett 7%
A A4 A3} x2=1031.690(df=36, p=0.000) = 291
H‘G]— W ,] /HZJ o] O}:ifﬂ— oz _41:]-510451_
“é# o}o]zl k(Eigen Value)©] 1 o]’d%1 & 1719 &
o] EEE, F AEHE 9F 61.295%= LIERE
61.295%)2 ‘A1 Z1H 71X
29l AR 0.40 o)k
? UoH, A=

PN
oF i o}

(o

[

(e
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Table 7. Validation of perceived value and reliability

Ingredient
Question perceived
value
1. Watching non—face—to—face fashion performances 828
was fun. :
9. Non—face—to—face fashion performances are of 799
industrial value as cultural and artistic content. :
4. The non—face—to—face fashion performance made me 794
feel good. '
8. Non—face—to—face fashion performances have artistic 793
value based on culture. ’
2. Non—face—to—face fashion performances provided 791
reliable service. ’
3. The experience of watching non—face—to—face
. . . 776
fashion shows is reliable
7. Non—face—to—face fashion performances have 762
entertainment value to enjoy leisure. '
5. I think a non—face—to—face fashion performance is a 755
good performance for anyone to watch. .
6. Non—face—to—face fashion performances have
educational value that affects knowledge, culture, 744
and mindset.
eigenvalues 5.517
Description of variance(%) 61.295
Cumulative Variance Description(%) 61.295
Reliability .920

KMO=.931, Bartlett's test »2=1031.690 (df=36, p=.000)

4.2.3 AR g B B AE = HF

aAREEe] Bl | A% 25 A3 Table 8%
2t} WA KMOZEe] 0.900, Bartlett 7-84 H4 A3}
x2=548.140(df=15, p=0.000) &2 QNS ¢]3}
Zro] MAo] oksdl AoF Ayt B4} o)
%k(Elgen Value)o] 1 o]4<1 & 17)¢] 8.¢lo] &=
a1, & A oF 63.084% %2 YEPT) 7} 3¢
A B 29 1(63.084%)L ‘nANE o7 o

E

o
32 o 3@ & (R

=
=
8
s

ol
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t} &, 170 2219 29l HAX|= 040 ooz
el efdAdol A5 2

-
gk 0.60 oo 2A AL e FeR B 4 U

Table 8. Validation of feasibility and reliability of
customer satisfaction

Ingredient
Question Customer
Satisfaction
5. 1 was generally satisfied with the non—face—to—face 805
fashion performace. :
4. Non—face—to—face fashion performance channels 802
provide satisfactory service. .
2. Watching non—face—to—face fashion performances was 795
better than I expected. :
1. I am satisfied with my decision to watch 793

non—face—to—face fashion performances.

o

. The image of a non—face—to—face fashion show
changed positively after watching a non—face—to—face 791
fashion show.

3. Fashion performances in non—face—to—face situations
© 779
are no different.
Eigenvalues 3.785
Description of variance(%) 63.084
Cumulative Variance Description(%) 63.084

Reliability .880
KMO=.900, Bartlett's test x?=548.140 (df=15, p=.000)

4.3 7AATH

AR} A 7H 74, aAwkRe] 7)egA R
HIHAE A48 Ak Table 99 2t} WA 7187
A A el e AYe] Wt 3884, A
A Aglo] Wt 3834, ‘A AFlo] Wit 3.767, ‘L
2 Aol Wt 3674 o= ek, A7 71
T W 3.94%, AR et 3.86% 0.2 VR

Table 9. Technical statistics and correlation verification

i . |Custom
Experience Factors perceiv|
Question M+SD ed )
c A value Satisfac
D B tion

D [3.88+.603[1
Experience| C [3.67%.672|470041
Factors | A |3.834.778]6 14w 43441

B [3.76+£.747| 5074 51 3wt 5751

perceived value|3.94+£.606 |.645#k#, 513,667, 5691

Customer

, . 3.86%.601[.616###. 5735 686+ 6363+, 81 21
Satisfaction

A : aesthetic experience, B : escapist experience,
C : educational experience, D : entertainment experience

#kkp <001
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Table 10. Effects of Non—face—to—face Fashion and
Beauty Performance on Perceived Value

Non—standardize Sta;?j;dlz Covid
d coefficients L. Statistics
Independe coefficient .
nt variable ' Toleran
B S.E B ce VIF
Limit
(Constant) | .836 .203 4.122 .000
D 291 .063 290 |4.645%+x| .000| .559 |1.789
C .138 .051 153 |2.699#+ |.008| .673 |1.486
A 262 .050 337 |5.237#+%|.000| .527 |1.899
B 122 .050 .151 2.438+ |.016| .571 |1.753

R2=.576, Adj. R#=.567, F=66.190%#*, p=.000, Durbin—Watson=2.096

A : aesthetic experience, B : escapist experience,
C ! educational experience, D ' entertainment experience

#p<.05, #+p<.01, #+xp<.001

vt sjA-HE] Fe] AP aolo] A ujx|
= 9%S Hos] f% s AR S A A
Table 113} 2t} A2 3R] AdEL 62.2%

(F=80.240, p<.001). S €¥HAFEZ = Auld AF (B

=.344, p<.001), €24 A (B=.234, p<.001), W57

AF(B=.217, p<.001), 24 A (B3=.184, p<.01)9]
IAGLE BEA Ao R G913k A (+)9] YgaFs vx=

o btk webd] aAREe] glojrl AP asl
of selacd A A, A9 AY, wH A,
ot Agol Fad aAe ¢ 4 3

Table 11. Effects of Non—face—to—face Fashion and
Beauty Performance on Customer Satisfaction

Non—standardi| Standardizat

zed ion Covid
L .. Statistics
Independe| coefficients | coefficient .
nt variable ' Tolera
B SE B nce | VIF
Limit
(Constant) | .709 | .190 3.736  ].000
D 183 | .059 184 3.123#* |.002].559 |1.789
C 194 | .048 217 4.035%x#|.000 |.673 |1.486
A .266 | .047 344 5.678#x#|.000|.527 |1.899
B 188 | .047 234 4.012###|.000|.571 |1.753

R2=.622, Adj. R*=.614, F=80.240%+* p=.000, Durbin—Watson=1.812

A : aesthetic experience, B : escapist experience,
C ' educational experience, D ' entertainment experience

##p<.01, *++p<,001

4.4.3 71439 A%

()

AZhE 7L IARS A GRS AN 9
o A3 AR S AAISE A= Table 127 2ok &
A2 3R] AEe 66.0%0]1L, 31714 S
Ao frofgk o= FAEATHEF=383.559, p<.001)
SHAFEA A2k 7FH(B=.812, p<.001)E LA
off SAHCR Folgt F(+)9] JFS vXE= Fo= 1
Epte), meb AR gloln s X7k 7L 4
@ 299e o 5 ok
Table 12. Impact of perceived value on customer

satisfaction

Non—standardi|Standardiz Covid
zed ation St ?'Ut'
Independe| coefficients |coefficient t P otatisties
nt variable Tol
oleran, -

B SE B ce limit VIF
(Constant)|.688| .164 4.196 .000
perceived | o6 041 | 812 |19.585%%4| .000 | 1.000 | 1.000
value

R2=.660, Adj. R*=.658, F=383.55
#xxp<,001

9, p=,000, Durbin—Watson=2.078
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