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Abstract

This study investigates consumer experiences and word-of-mouth (WOM) intentions
in luxury brand pop-up stores, including standalone and department store setups.
Grounded in experience economy theory, this study examines the experiential elements
based on the types of pop-up stores and the relationships among consumer experience,
pop-up store image, and WOM intentions for each type. Data were collected from
300 visitors to luxury brand pop-up stores between January and July 2023 and analyzed
using Smart PLS 4.0. The findings reveal several key insights. First, standalone
pop-up stores offer educational and escapist experiences, while pop-ups within depart-
ment stores have a single identified factor of consumer experience. Second, regardless
of the store type, luxury pop-up store experiences significantly influence pop-up
image perceptions. Third, luxury pop-up store image drives WOM intentions for both
standalone and department store pop-ups. Notably, the unique image significantly
impacts solely department store pop-ups and does not influence standalone pop-ups.
Moreover, image perceptions in both pop-up store types do not significantly affect
brand WOM intentions. Finally, WOM intentions for pop-up stores significantly influ-
ence WOM intentions for brands. This study contributes to the theoretical understanding
of consumer experiences in luxury pop-up stores, providing practical insights for
stakeholders in the luxury brand industry to enhance pop-up store image perceptions
and WOM intentions.

Keywords: luxury brands pop-up stores(Z472] Hel= B2, consumer experi-

ence(XHIRE AE), pop-up store image(FYEE ©]a] X)), word-of-mouth
intentions(7*51 2/ %)
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I. Introduction

g} E, 20230l RMard AE A4
sk Aol ATt oF 3009 7He] Fduige] A
F At (Jung, Song, Kim, & Kim, 2023). Z&219] &
Boz oI AuAte] 250 ol2ge Ad /1%
So BUge Ba £UAY oA 55T
(Kim, 2023; Lunardo & Mouangue, 2019).

SAE HAsE Qi dF Hasele] AUAS
27040 7|2 DAY FHEE SHA71H] oA
Mo eo] H2s] gio) vl BAE A
2 &A% =937} ch(Henkel, Jahn, & Toporowski,
2022). olo] AT BT AA| oAY $HOEHN
FYFe HIMoz PRI Yor(Hong &
Hong, 2014; Lunardo & Mouangue, 2019), =Ujo] 4]
QET gAY BHES] FFui(elst dAME YA
o) 2022 FE 202349 109744] 2k 609 747}
FYHAHKim, 2023). 7 AT FAugol A=
A 2HFA, AEHA oHIE, FF FA, ME
24 0 HAE 52 B AuA Y 458
i "Rl " QlElEe], MA 55 E5 et
AHA A FA 2 stal ApEstE B Y-S Als
SHH(Kim, 2023; Taube & Warnaby, 2017).

MY FAEE ol e AEAQ AYS
o 280l e AT, 21 7b0]
= 702 fudlo] 33M08 P HA=S
A4a= 9] E2]o] Q1ck(Surchi, 2011; Pomodoro, 2013;
Warnaby, Kharakhorkina, Shi, & Corn, 2015). 184
7€ dAte v 22 Aol Aok WA, g4
2 el et 2004 AR A7t A,
A A o A7e 72 59 9 T J5E
o] Qloj(Jeon & Kim, 2022; Kim, 2023; Kim & Kim,
2011; Li & Moon, 2021), o]& gA2] 3 BHso
FAugo] A-&st7]oll= tha SHAI7F ek 3 A
g Fguigel] et Ats APAACIE(Pine &
Gilmore, 1999)9] Y] 74| AA (3, w57, 4H|

2, 44 AA)E B3t o] o129 784= T

i o

ot eirkKim, 2023). webd 4 FANIE 5
A3t Hde Agstel BN AL s W
27t 9k
T, 49 Bge T4 s EoR
27 % M §9oR BRY 4 dkd, e 5
YH g7 B Mow eqE: SUY Hvge
2 APoloF B @717t Waste] vnd w4
2 24 §goln, THE Shh Wshde] &
AFom AT AUE Hugel Wsky 49

Ho R vlaA Edo] A9EL 4ul4] 4

29 % 3t HFATHAhn & Lee, 2002; Kim
& Lee, 2012), FA 7] FAME 13 dF=ol o
g AT ofF] o|Fofx]A] kgt oo Tste] HY
i fgol wet Aqts tRE G3E A% H&
olo] =StE]o] Q13 (Gupta, Shin, & Jain, 2023), W7}
3ol T AR Aol Wt A= FAsE o
2hA A A HRHE wduite] 4o 2 &
HZHe] A d& o A7t Qo)

g PRI LML UE HA= AEsE
SHele ololAlsh Lut vt AusE S
oju] & 7|5} (De Lassus & Freire, 2014; Taube
& Warnaby, 2017), |23t ou]x]= AB|R7E A
FAIA Tl Aok § - 2R A2E
53t Q112 ukgo] ©J5) FHATKIung & Kim, 2003)
oA gA e FAuANAY et AdE Sl
A £¥1719] ©HE), BEA ofulA] £EL BY
i ol iRt 4B ZHiv S5 s U
EhfiH, o= & gAZlsta =53 AdS 3 4
Ao] A2HE dEje] JEE WAL AT - 9
TH(Oliver, 1980). 4L Fgo] AEo|L} Au|A0]
gt Anft 7F 5k 3Y9loln, An|Rb= A7 g
off st ti7t= A0 &od3tcH(Frenzen & Nakamoto,
1993; Gatignon & Robertson, 1986). wakA AH]|A}9]
A9 gl et "M, 554 olv|A] Q14
o] FAA T} FEH o BT th3t LA L
WAL oJgre AnE Best ok
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138 A Al BRE gAmAelAe] ABaE Ad B A

ojof & A AFHAC]E(Pine & Gilmore,
1999)5 Bt o & Mz Bl JAmd 3=
HY vs. WS AF )l whet n[Ake] A F e of
|t o]zt QA AuE F, SHP T Wohy AF
3 HEWE 4o 2 A FAHE olwA,
FHEE Aole] QA UFYoR AnE
SHh(Gupta et al,, 2023). o] & 53 FAZ] FIHG
o2} 4n8[A}F Aol Hhgt o224 EUE wst,
AR ggo] BHolA M HAE BARA &
HAF eSS FAWA olnA] A4 FFH
2 BAS PHYEE AT 5 Y FIWY 712
2 gl gt FME Akt gk

Il Literature Review

1. Definition and categorization of luxury brands

Aol W3t o= e FH0l7] wieol, 9
A2 B Bk B9 £ AblA Al 7]z
o2} A}olstcH(Godey et al., 2012; Ko, Costello, &
Taylor, 2019). Agl7o] maw, A HH=S
2y 59 folozt 1A, B4y, xelne,
Q1AL So| glon, Hoj Aulzjel e HA
4 guig zgeor Bt oA @ EA9T
(Berthon, Pitt, Parrent, & Berthon, 2009; Heine, 2012;
M. Y. Kim, 2020; Ko et al., 2019; Tynan, McKechnie,
& Chhuon, 2010; Vigneron & Johnson, 1999).

S, gMe] BHES BRohe W ohditd,,
A id EAAR FHAA F8 M Bl
= EZ EFE=(Blue blood)?t = E=(Red
blood)Z ZF3TH £EF 2L A BElEE F
2 03 QA HES 713 F= 7HE 2419 e
2, FE 7 B9 FHE 2YH0] k. HE(Dior),
A (Gucci), ¥l ZT}Ql(Calvin Klein) FoJH]%
(Louis Vuitton), Z2}c}(Prada), AFdl(Chanel) 5©°] o]
7o) Z3Ec). A= BYEE R Akg] B4 o]Fo]
AEES o2 gAet 7|4 o2 v 2] (Burberry),
SH €] I (Valentino), YA Z & (Yves Saint Laurent),
o 2| A (Hermes), ' (Lanvin) 5°] o7]o| &3t
(Wu, 2022).

Hhdo], Aol AtslolA HA2] BRHES RRche

T OE #H2 AfF 52 |YS AnEE Ao

wAgolT

AT A4S Akshs i1 719929 LVMH,
E (Richemont), #|¥(Kering)2 3] A
S HAsta glon, A AlA HE wmiEs
50% ©]AFS A}A|SFchH(Donzé, 2018; Selvanathan,
2021). ZA 7]4Q1 LVMH= 29 AlA A |
E 7)o, Folu]5(Louis Vuitton), Z& A2 T
(Christian Dior), E]3Y A Z(Tiffany & Co.), =7}
(Bvlgar)) 5 & HI;T 7} Akslo]| 9JchDonzé, 2018).
Y X ZE(Richemont) 1EHFS GA| AFE 7= F4
g AAAE 7t2 0 o(Cartier)E Q53 ZFA 7Y
57 Hobg FAA7E 35 AE P rHDonze, 2018).
7F2 u]of|(Cartier), ¥FZ2] X o} (Van Cleef & Arpels)
Z9e], A4 BE HATs} R EEJ &3t}
F 224 719 A9 (Kering) 1F2 F5°l +¢
e g 7|40 R 19999 olgeor 7Y A
(Gucci) A2 Qs PEo| FAFTH FAE H|
Z3 HEH 7l wdEl(Bottega Veneta), A Z3(Saint
Laurent) 5°] AP £3tcH(Donzé, 2018).

I of, ol

[¢]

2, Luxury pop-up stores

A2 BHE 7o) 17 {3 Aol HSHE A
o] BEHEEL JE9 FHolu Bl uEsHEt
ofuzh, 4u|Aeke] FeidA FAgol gt =2t
RS BT o2 Hdl, Y] HAE Hiles
2HARL WHSHA &FctH, BHES Il AT
A FAMES 2FotaL etk AU BHlE
= ARAPE gmAog dF 7|7t Bl AH|A}of
A Ngshs adf SEo =, T HMY AN =
Ext7 Qlth(De Lassus & Freire, 2014; Klein, Falk,
Esch, & Gloukhovtsev, 2016). o]0 2 g HJujxt
< avReL BHE 7He] AT 28-S FEshe
d IO =, W (buzz)E FE0IL A BES A
=517 Y9l &= th(Pomodoro, 2013; Surchi, 2011;
Warnaby et al., 2015).

S, IRHA Q] A &3 A, F 7HEL

37 FH, &9 54 52 7IE2E A¥S v F
2 & ATH(Yu & Choi, 2015). =i M2 FAvig
o fB2 A HAel MEE 37 Feofl whet
‘EEFH 9sky AP R ERT & Uk |
A, Mok AHY FwAude] A9 wisky ARk o

2] ek S2o] fA[ste] Edo] ATt 1

=
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2y 722 M ESUAFE 7IEL R AFsto] 4]
9] Mol &2 Al &R ASst M-S
A E7] ofgth= $A7F AtH(Kim & Kim, 2013).
Hho] SHY BwAES] B, WSkl Jxet
Apo] ok W AL AZ HolsiALt, B
274 AE0IS A2 B0z ARIE 54
HQItK(Sung, Zhu, & Yoon, 2014). F&ES A=
2249l AR} BoRolmE Aue] Yol
o A|ut, thilo] FAMES TSt AHAY
A5 go] ottt Aol k. A2 W}
X—] 0}4?(—1’5‘:] ﬁ]—@uﬂ}g—,g_ EE]’B‘:] ﬁ]—%uﬂ?ﬂ—oﬂ B]B‘]—Oq x].

2 5, 5, A9 BTt ¥ Holung A
7(4 og ZEE7]— 11'101?(]]‘4— H}-Eﬂoﬂ E:_Féo:] JJJ-%UHX]—
< B2 AES FAsto] &9 skE o2 HA[st
Ak, FAUAAY] i 2 QR 2o I SolH
(Cho & Lee, 2017; Wiedmann, Hennigs, Klarmann, &
Behrens, 2013), 7]& mj&9] £ 70 A2 Al HoOo]
7%= stal, dubiigol A A o e F2Y ==
H o4, o[flE, HA|, 3 5ol upgEo] AH[A}
9] 0]B-& FHFA|ZIHKim & Kim, 2013; Sung et al.,
2014). E3F, WMok JHE FAMEY -, gt
FA0] ololAE A% AW, SUF BN
o o7} o|ojxA] e MY 9% Frol B4
S 297} gl

3. Consumer experience
AHOA 9] AF2 FE L AHAE AH[ol B
el W o IAYsks ohAkde] 3 =4
W14 Q14]S oJu|stc}(Pina & Dias, 2021). A&
Aol tiet A8 A= R FA Auls A4
o] eIy} #3FAo] oA Pine and Gilmore
(1999)9] A|FAA ]2 74O 7 o] FZoJH THGupta
et al.,, 2023; e.g. Park, Choi, & Choo, 2016; Park &
Lee, 2018). A|PAA 0|22 ©0] AF BE AHlA
£ Fiste ZoAREH AHY 9= FEH
gow, 53], JEL ARAE 5H A= HYETH
AZE A H(staged experience)oA] IS + &= 4
1 Ako] BAA 74| sl 2 =2Jskal /e, o]
< gAY AYGY] F4lol AYFoE ol FHUSS
.4 ]?l'ﬂ'(Choo, 2017; Taube & Warnaby, 2017; You,
Park, & Lee, 2015).

R

a1y - 209 - AL 139

A3 A A o] &(Pine & Gilmore, 1999)2 A &S 7
Al &EFS] MEE BEEA, AlFch= AFolu AH]
AF dold AdE Sl avAet FHoE wF
Sh= 202 Aofst, 7lQl9] Frolrel e &Y
S o] wet o= Ald, s A, AvlA Al
d, 424 A9 Y 7FA] ZY(4Es; entertainment,
education, esthetics, escapism)Q 2 =3} (Cassel,
Jacobs, & Graham, 2021). WA, Q2 A3 4H]
A7 EAHoRE ot 2R FE AFeR
EH3he BE 948 TITICH B4,

1Be &
TSH AP A7} AHos 42Hog Fol
AT, o 48] B He APoR £uA7} A
Aol e Ak Aolth. AA, AnH APL

ABA7E FAHE @0 g EUsks A
AP og Az, A7 52 &6 neHE 845 Adst
I ke Aol YA, dEF A 48R} )
& @l ol Edsta A=A Cor Fofsh= A¥
° g FAHAA Hoju o AlFeZ wet i
Stt}H(Cassel et al., 2021).

ARHA Rl FFuige] Bt AFAFANA 2
o] ol disf At A, iam iﬂ"'ﬂ% 2o
39, @ SRS AHHEE
A& H(Kim, 2023), X3 A g
Arg g F=Eo], BlE 73 &
Sl Bt Aol digh A4 JJr

Ao Z Y FHHKim, 2023). Au]A
B0 AoE Bl o L o
7] 03:7] AﬂzH zH = ‘:'ﬂ =i 71—71—2—1 QA
AH|ROA] AGE 5 S{l ™ (Cha, Son, & Lee, 2018;
Jeong, Fiore, Niehm, & Lorenz, 2009; Kim, 2023;
Picot-Coupey, 2014; Sullivan, Kim, & Forney, 2020),
dEH A2 wg Wl 715 AT oIEES 53
AHA A FAAA R RS AU AAE 1
E°] 7| $HK(Kim, 2023; Sullivan et al., 2020).
o] Qo= HA W 25 ATo] Fi ATkE 417]
Fe @A FHol L7e FAE Aow v
FTtH(De Lassus & Freire, 2014). WahA, & 1=
asle] G4 B AV 29147 B
oA ABEE teket A3 wY o WS o

19 FEA 1A% 402 Fofsh, A7
Aolzel vl A A% AN AL BEsto] A2

(gl

|

O
=

=
o 2

Falo
S o

ol
O_>,1 =

‘o
ol f“
o ofr
i
1
i rzi
2 o o M ooz T oo

P

lN'
o
}1_‘

- Mo

O_L4
HI
T
I
1

ol
e

é
Ln%

2 rlo
o

lﬂl ° lo

off M

- 263 -



140 gAE fHd BdHE

TR AdS AHE A} S
4. Hypotheses Development

1) Type and experience of luxury pop-up stores
aulRe] AP o B AV FEAE 2
o=, 2HA} $FHOR Wolgol A 0|9
T A3Hoz Folste APE EAVTHPIne &
Gilmore, 1999). 7]9]o] AH|&of|A ojHgt AFS A
Foprpol wet 28A7 Lie Agel Yt

Ay zto]7t 91& AHolthKim & Lee, 2012).

AA AL BR} Zol, uUjoflA JHEE =AM
goujRe =95y} wisld Ay wujowe L
B3jo], o] £ §Ye Fohd BY T, F7 A
o] P AR AE =, HAAE, I8 AR
29l AroA Zo]lE HOAtKKim & Kim, 2013;
Kim, Kim, & Yang, 2023; Sung et al., 2014). o|2{|gt
402 Q5 BAWYS PR avid AY
T 2 Ol dis wAWE 18 2 Aol S
Ao= Al 4 Utk

g Eol, M B4 AE YUY o3
Au A AGolA #olE HA & ok #aky AP
HAuigol vlsf Jidoz F3to] Wi A £
o] £ 5YY BANRFS YA AALE 9%
WA 5w Hstel R HRSAL EH=
g3otal, S5 QHE R G4t 5oE &
Ao BYEE %ol HulH APL AP F0 o
AT 4 Ak EB3 wA T HIE SHANA 5HF
FANGS 2, Lo At B2 of1E
S A4St wiol A+ A] }Ol iAoz 21
B, 2HAT AT
2 QAsf ABAHY] o=t %%]Eﬂ == A
oA, SRE MEE 999 BARFEG SUo
HAmgelA AnA Ay dgA AP H&
T 5 A Rl

5 i ol:l

=

O

S 2335 T Zo| sy, MskA 9JAE o)
ol ol ﬂiﬂ Addo g Basich et

A avAe BEH Aol 224 AY £EL T

FelaolAe] aulxt AW B A7

wAgolT

g 7t Hol7t 9 Zeolth. AF EUP Wy
A% WA B4 Zfolo] wek, Anlxt Aol
2 9 Pyl Aol 9 Ao NS 4 Yk
TRt Py 9] B ATE F2 BF 7]
2. B2 TA919] WYIA o]2o] oM Gupta et
al, 2023), WY 9B L SO & Ao B
B A7 BT g3olch. Wb £ AT Pine
and Gilmore(1999)9] U] 744 999 AWE 285t
of sgY I WSk AHY A4 B 7 &
a4 AWl o] |k Aol7h YA AR e,
olo] the o] ATEAE ATt

4w o

ATEA 1. G BAWFS RFEHE vs. 9
34 AHR)el wet Avig Ao
ojyst o7} Q)

2) Experience of luxury pop-up stores and
perception of luxury pop-up store images

AEAE B4 YRS RS 59 haHE 2
% AFe ARHORA AAH 93 Los|H, of
= Q19 W2l el FHAA U 5 FE ol
£ FAStJung & Kim, 2003; Zimmer & Golden
1988). whebA] A FAuPA ojnAl= FA ] HY
IR = e g R S S LIS SRR T = 1
£ 4 Qlck(Bloemer & De Ruyter, 1998). ©]&gt o]u]
Ae gMe FIudel B 7t A3 £4(,
&E 7, Auls, EA A )l gk QAT
2HZE Aot IAE FHAR &4, W £
7ol Higk Q14o] FzA-gstol FgHthung &
Kim, 2003).

ok 718 AFE2 HE &4 7|9 oot
o9 ALEZ FAHH EF(e.g. Bearden, 1977,
Lindquist, 1974)} ¥4:4] 7]¥te] ojoafo] 4= o}
(g Lindquist, 1974)& AM83te] 24 Ei 2=l
ZHo|A HE olu|AE AU 1Y FAM:
l:laﬂt:‘— EH X—] Haﬁtﬂ_x}mg}ﬁl/\ 31 B]%‘]fj‘}-
I YA T 2] S AFol= Ao 8 FHO|
™ (Spence, Puccinelli, Grewal, & Roggeveen, 2014),
o2 95} F7she BAE oluAE AT ¥
Aol § - £9H 94T PASHEE HBL 72

Olth(De Lassus & Freire, 2014). WahA A2 B
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UHXJ% Hwste avlAs s3] Bdege Apd
WAL 7oAl ot T3 FAd g
< +F FAL} Ao wt 77] t2A A E
aHApolA AEIE AYE AlSeth(Henkel &
Toporoski, 2023). &3] A ] B == TAujoA
S5e 4E% 1Y BHL AT B T E B
E°] WY7] dj&of(Taube & Warnaby, 2017; Warnaby
& Shi, 2018), A7 HAWAS HESI= AH|A =
At Wi AP EE 553 oH|AE 7|HRith

oA 2 A= GAE FAWE olWAE A
g oju|x|e} 554 olnA & FAHoE Y, d
AE AWML Rt 1 - Y ASS Adsk
St AR A WSO 2A FAH= EEsHL 3
ol 71X Q1= 914K (Septianto, Quach, Thaichon, &
Japutra, 2023)0]2}3l oI5t SAE U A S
& B o AT ApEstE o] wof He <l
A}(Netemeyer et al., 2004)0]2tal 7 9Jgtct.

GA g whugo] it AR AP sig WA
of gt Az ofux] Qo] FIFS H|FTHDe
Barnier & Valette-Florence, 2012; Dubois, Czellar, &
Laurent, 2005). TE3F Wiedmann et al.(2013)2] o]
mew A oY BN Az B, $2 7
u]71— ol o]Eg] zﬁl—oi 7:]*6‘4—5}7-]] 5]): r,}%_ 7F
T ¥ (multi-sensory experience)2 & A2 gof djst
Ao] AL BT 5 ek o S, wA

I ekl ol Al 2Bl 2

27} EHolE HAE, dhg TAEA ol&
Ses gal, st Bele A
AoF AAEol Hl I 22 Hulz, dgE A
ool et BE 3Ro] Mgt oA E B4
Stk 3, G4 FAuPolA AlSste o w2
AA ELEE, BRHE] tigt S|AEY] WA A=, A
F A 1A 52 22 Ay 1S54 AP A=
Stof mi o] =AMt olw|X|E Al aLgit. whebA,
HE sk AFE wAHdel ds o &
A 7HES A5k

)
rr
10

i)
Rt
o

O

i

)41

-

=194

i

T

l

o ol P LR
E l” AT:
o

ol

EJ
O
lo dH

g

(0]

ro

Hlake] ee] medg ABL we
oIl et 24el oful] Q4] o]
2 03 Zoltk

of

74 1. &
Z
o

&

g =54 o E mEY Bl ge W AE A
A S 7 Atke AL uls, ol A
sulAte) 2o)8 Bl Aulxe] Welol Zelsie &
Ao]th(Keller, 2008; Netemeyer et al., 2004). L&t of
A3t sty GAe] duRte] EEs ALy B
e d*c_] ]": T - 7389 945 53 AH[RY
AR W8, oH, AnlH, ALY AFe L]
o] ujelo] A A 8 ol FEich R
Q1A8 PAS 4 AthDwivedi, Nayeem, & Murshed,
2018). Wb, SR Mg QEF BN
el chest 2 AT AHaS sk

o) e FAN AL w

714 2. AwB
Aol F 5549 olelA) <l4jel] 39| o

3) Perception of luxury pop-up store images and
WOM intention

TFAL AE, AulA B 7ol g AR 7E
o] ARYAlo|Ae g AT 4= 9lom(Park & Park,
2022), 2817} Afolo] AAAHE SHito] ofst AHET
A A0 it K] w3ko|thAmdt, 1967; Litvin,
Goldsmith, & Pan, 2008). tehA FA-2 4AH|Z} 719]
v A= P o]H(Amdt, 1967; Park & Park, 2022), O]
23t HiAH Y B4R Qo) HH HHof tgt
AR AlE7F g JEAHET ETH(Day, 1971).

T, FREE AEFoIU AHIAE AT 48
A7t olg A AYSA ke anlAelA HRE A
golaz}; ok o=z A olHth(Swanson & Davis,
2003). BFA o2 Hlivo] tigt £2 AE shAY
SAETE & LHATF ERIA HARE = AE
of tigt FHAQ FRE HAdotuA} o wff A=
7t B8 € mEbA A|RRe] A= AE A
v 2o gt EE &2 A&A s ARz
A 838 4 Qlth(Fang, Lin, Liu, & Hsiang Lin,
2011; Naik, Gantasala, & Prabhakar, 2010).

A HA=o] #uige wujrt #5249 A
w22, 71E 3 Al AvRieke] %2 S
TS0 R Hlso] figt 2ol W3S ooy
A S FEche e FHLE S vHY

o|th(Klein et al., 2016). FE-Yo] A7 FFujA o
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142 gAY gl BHE ¥

HZH A E )t A2 aH|A}
(FA AR BFE BiEete] BAE A3 o 3
THKim & Ko, 2012). whebA] gAg] HHEA 58
e AL 48] FAuPET} B s gt A9
Eo] JFL AL 2918 FHSHE Aol

® QTE PHOEO] e WAL 80 4
WIAe] 417 WG] Sk ololA Q14 Ak
sttt AlS] W Eto|E(Cook & Emerson, 1987)0] wZ
B AR Aol9] 49wl F2l0] EAsH, A
VS ABE WP A4S S Ao A T
2 weiE Bk olvlol4 Aee FA, 49 7

AE A FR0) AEY & AL, AEW B 2
2 EF9] AZA 4 QItH(Cook & Emerson, 1987;
Frenzen & Nakamoto, 1993). 132 F& 9] A&
gk ARl A wet 3919 dFolH, AnR7t A
oist= A2 A7 s"o] et ti7koth(Frenzen
& Nakamoto, 1993; Gatignon & Robertson, 1986). ot
SA Bl WER ANAL Ao R A
oj=g oo Mz B AR Eof o
% AZATE 3ol B 4 Atk

2 Qs Hde Bl gt 2014 @A
2 olulx|2} 54 olulx] QAL £¥A7L Fo)
B ABe B A2 o B, 4 7
Qg WS 4HIARE o] e B4 A
o|u]|x& 7|H5}H(De Lassus & Freire,
2014; Taube & Warnaby, 2017), ©|&gt 7|tj7} =
A= AL 71g-4H=E o] &(Oliver, 1980; Shiv &
Huber, 2000)0] 7]¥se] e4elsn SE AP
B9 Zda ARe Az AL vl B A
W0, 242 ojolA|et BB ol AL oekd, 1
27, 4o, 9L Aol A3 o) 49
GA ] Tl gt 14024, o] v 7kA] AY
o] IFA g YAt 55T Ao QA o]
AH|ARe] o] FiuiAe] gAesta =55ttt

o)
1o
H
2,
)
rO
)
ook
r b &
[40
1>
o
O
it
-
)
4
2
R}
of4

Ak

d

Qo] ZhelE Ao 2 % 9t waba M) of
u9 S5 oluln] Q4 £EL WS B2

SHe 4u149 7d7t 58 £22 Uehie, ol

2 YAetn S5 APS

29 Uehlick 2 4 9tk o
W, 28Rt e gy AE % 235 QX3 o)

Aol o] &ujar Ad

o AT At

ge] gAz, 554 oluAle &HARe] X[74d
o] dgholH, ol Higt ti7tz AvRt= FAUGl
et FA=E 2 2 Aoz 95T & AUt

B3, YA FARS anpete] A% B9l

O

3oz Bl o] figt 2oAQl ve-Z olEofH
L o] EAo]tk(Klein et al., 2016). o]o] wa} &4
2 HAWF 7 - £ A= 94AE2 A= 2
T AAEE Aok FHoRE ARGER, FHUE

AP BAHE AFgog AFE 4 UrkKlein et al.,
2016; Rosenbaum, Edwards, & Ramirez, 2021). ©}&}t
A, 2127} QSR B i eAe), 5
4 olulA]t: Ao that ojol<lol A|ztel A
o2 WEE & YTt 2, BN et =4, 5
54 ofulA BogT} HA= TslEo] el
e v Aol wehA, SR} Waky AU 7
Qo] de cheTt e AT /e 4Pt

i

il

7bd 3. Aviae] Bl B =4 olulx
e BARY Pl 3o 3T
o

] 7ol

7Hd 4. &vjRRe] FAugoe] it 22 ofu]X]
BHE FHowo] HO] JFE |
oltt.

Ao FAgel diet 554 olw]A]
< HguR o] Fo dFE
] 7o)t}
Aol ¥
A2 BiE

] Zlojt.

>
)E F‘O

714 s,

H]
4]
H]

744 6. Heiuge] et 554 olm

TR o] Ho] IFLE T

e o, l~> h=) rE l~> o l~> =)

4) WOM intention for luxury pop-up store and
brand

R 93 o]HE
QB BAse] that FAAS Hwo] Gare ]

X+= A 02 ¥F5] X th(Martensen, Grenholdt, Bendtsen,

Jensen, 2007). BAu AL slLte] BAET} =0
2 2o Ao, HAI FT oMES B
gl et 2uAe] 24 s 2 Haso]
@ 43 2 599 5 A @42 gy
Aot BANEE FHHOR AUD AUAS

F

=

-
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o] Al Hsf SA-AA A4S B8k, °l=
A3 A B A5 H=E Fgst] 7
A8kl F3dshe A QAu|gttt. oo A Fdd
ol diet =7t w2 AFgEel BE=0] s
o F2 A% HEE 7HAA H4L, olg FHoA
G| A} & Aol wEhA, o2 22 A7 7
< A5kt

V7. 2uAe @A B FAYEE B
A= Paelwe] 42 9L 913 Rl

Ill. Research Methods

1. Operational definitions and measurement of
variables

B Ao F8 MpEY &
7)z3te] o7 ATolA ALY ot Pu Az B
A9 Wto] ghA| rgsto] 2T F, 37 9] A
Ao} ZoF 7ol ojFste] e E HA5e A
Aok EFE2 2F AAE 78 H=2 45K

A A FAugol et AR o

¥t AT Bo) AU Y] FoA L7 o
2](Pina & Dias, 2021)2.2 F9Js}11, & 15719
oz zx% 3}93\1:} gg};@ iﬂﬁlg 1:}01:6]- Fdpds
27183} Qg F APoz s v

of r-lE[
o & ok o

Hn i
ol

T

[e]

)

2 23359 21(G. Kim, 2020), W32 L x4
3 AR Agels 184 5HE 2 Ao 4
olstn ¥ o ZHaisich. Avld A A7
H7r, 57 5 u|F QA4 IS T Fygow
AoJska Al E3H(Kim, 2023)0.2 ZAstgon, 4
24 AP kel 43 U2 e4vt b A
=20

£8 2L Aoz Aty Y| EdH(Park & Lee,
2018)0.2 ZA5}qic}.

HAWE olmA= &vA7E HAE FIHigol
wRstel deret AES S5 BASH Buol
gt S92l A4 (Jung & Kim, 2003; Zimmer &
Golden, 1988)2.2 o] ZofA g ojux]&=
g AP &5 FHE St FAHeH 7]
EQlE oo F AHoJstal Y] E3(Septianto et al.,
2023)0.8 243}t EEA ojn A= HdujR A
¥e B9 W4EE U2 g oe s oy
oz A5t Al 3 (Netemeyer et al., 2004)0.2

Pop-up store
experience

Perception of Hs Pop-up store WOM
luxury image
Hy
Hy
Hs
Perception of Brand WOM
unique image Hg

RQ,

Type of pop-up store

standalone pop-up stores vs. pop-up
stores within department stores

Control Variable: Brand familiarity, age, income

H: Hypothesis, RQ: Research question

<Fig. 1> Research model
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=4steict

Bl TAEE BAHIS A
A7F 2 ARSI A FAHAel g 390 R
£ &R ol 92 AHOJslal, Taylor, DiPietro,

<Table 1> Measurement items

il HRE Fdupdol o] snat Ald #E A+

and So(2018)9] £3& alste] sho] FPoE &

oAb 4 Aatct. BlE FHEE BASE Ay APt
g 2HA7E T8 AFEOlA e digh 342l

ARE 4 1R} 5F= 92 AH9J5lal, Klein et al.

Variables Measurement Reference
Entertainment experiencel® | There was something interesting to see in the store.
Entertainment experience 2 | I enjoyed my time in the store. G. Kim
Entertainment experience 3 | There were some interesting events in the store. (2020)
Entertainment experience 4 | The store was a feast for the senses.
. . The store provided a wealth of knowledge about the
Education experience 1 E—
brand.
Education experience 2 | The store piqued curiosity about the brand. Kim (2023)
P Education experience 3 |1 got new information about the brand from the store.
op-up
store Education experience 4 |In this store, I learned a new culture about the brand.
experience
P Esthetic experience 1 The atmosphere in the store was attractive.
Esthetic experience 2 The experiential space of the store felt well designed. Kim (2023)
. . The experiential space in the store had an excellent aesthetic
Esthetic experience 3
sense.
Escapist experience 1 I forgot about my daily life for a while in the store.
Escapist experience 2 I fell into a different world in the store. Park & Lee
Escapist experience 3 The store gave me a new experience. (2018)
Escapist experience 4 The store helped me relieve stress.
Luxury imagel The store was luxurious.
Luxury image 2 The store was high class. Septianto
Luxury image 3 The store was prestigious. et al. (2023)
Image Luxury image 4* The store was exclusive.
Unique image 1 The store was distinct from other stores.
. . . Net
Unique image 2 The store was unique from other stores. ot Z;n(l;ggz)
Unique image 3 The store was very different from other stores.
Pop-up store WOM Based on my expgrignce at po.p-ups I want to tell others so | Taylor et al.
WOM they can have a similar experience. (2018)
Brand WOM I would recommend the brand to my friends. Klein (2016)
I am very familiar with the  brand. Dwivedi et
Brand familiarity
I recognize the brand very well. al. (2018)

Notes. a: As a result of Exploratory factor analysis, it was removed as Standardized factor loading below .5.
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(2016)9] #g Faste] shte} ggor 2
o RS AZA ARl A R HES ALgs)
FEEo] guor BHasAL e A

59 $a40] B B, BEE, TuE, 7
A 5) HUFE =4o] 482 5 Uk BAY
Bo #go| olalu (HAY EHE Holn, GAF
no AgFORN SUAY BS SHEES AED
% SitHMoon, 2019). o TAZ FIoY @ B
= PHYEE 7t ¢ Bapor A4Sk BAwS
T HE AYEE xFstglon, Bt AdEe
avA BRSO Hha) L3 Qs =R golst

T Ego g =A5YtH(Dwivedi et al., 2018).

2. Data collection and analysis methods

2 A7 9% MY BASS A 9,
20234 1998 797 AZol4 299 AAe o
A BAES] B AAE ZAROM, YA M
20| SGHAY SUY FYWH(TL, FolulF,
2712, A Sekehat ety WY Bl
Y, W e, 1, ZEH 7} HdlEhS ARk dlolH
A& 20239 8¢ 31-9¢ 19 gLt 221 A A

AC PGS RS Aol 9 2095E S0t
AHAE Ao ARE Y 72 9FER 15089
= HE sgstgon, suxpt
WESE B =] wel AR AA FAuA ol
2 Agsto] 719e 47 Bed 4 YL st
(Fig. 2).
dlolE 44 ol% MEZAF SuAte] ATEAD
7 E4g hotsly] 95ke] SPSS 23.0(BM)S &

Chg ARl o
SEREREEL

a

oto] 7|&BAEA 9 VIERESS AAE9, 7 g
A AU FEEE AHR AP sHeAtde
sforsir] Slal s aQEAS Sgsteh theo
2 Smart PLS 4.09(GbmH)2 2-83}0] c}zg=mol
of tiet AFe % BgEE ASoHL FREF o
SHAEe} 7HHo] gt A2 EA FEAEHH (boot
strapping)& 5%}t PLS(partial least squares)=
A AR A BP9 tieto® Zguta glom,
0] A7)0 Adgle]l BAT & Qi A RAF
2 240] g5yl REIAAE 48T 5 Arte
A7 o] Qltk(Shin, 2018). EE O] I 7|7} Az oz
2k, ERETE o8 APAols Adste] &
B A7) B4 PLSE RS Ao] AP A
o2 wdstgleh

3. Characteristics of respondents

=99 By 2SR JEe Y 0%
(7578), o1 50%(7578)°lH, AFEZE= 20th7t
28.7% (43%8), 30t7} 30%(45™), 40t 18%(359),
50tH7} 18%(2778) & WES T o HigtEdAT}
69.3%(104%) 2 7MF &2 Hl&S Eo, tiskd
A8t oidol 17.3%(269), W5t A8t olstrt 19.3%
(29%8)E YeERgTh EA52 2008 ¥ o] 4~300%t
A =9k, 3008 A o]4g~400%t A m]gh, 4008t Y o]
5008t @ el IEo] 7 16.7%25E)RE 74
22 U182 At AL AR o] 46.7%(70%)
2 7M w2 vleS AAPoH, St AEA 0
9.3%(147) <02 EFGTH(Table 2).

Wk R FIWY 2AS TR Ee o
’d 55.3%(88%), 91/d44.7%(6778)°1™, AFEE=

<Fig. 2> Questionnaire example
Adapted from BAZAAR. (2023). https://www.harpersbazaar.co.kr
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<Table 2> Demographic characteristics of respondents
Frequency (percent (%))
Category Characteristics Standalone Pop-up stores in Chi-square
pop-up stores department stores
Male 75(50.0) 83(55.3)
Gender .856
Female 75(50.0) 67(44.7)
20s 43(28.7) 28(18.7)
30s 45(30.0) 36(24.0) .
Age 8.301
40s 35(18.0) 45(30.0)
50s 27(18.0) 41(27.3)
High school or below 6( 4.0) 6( 4.0)
Education Studying at university 14( 9.3) 6( 4.0) 342
level Bachelor’s degree 104(69.3) 110(73.3)
Studying at graduate school or higher 26(17.3) 28(18.7)
No income 3( 2.0) 2( 1.3)
Less than 1,000,000 8( 5.3) 5( 3.3)
1,000,001-2,000,000 8( 5.3) 9( 6.0)
2.000.001-3,000,000 29(19.3) 26(17.3)
Monthly 3,000,001-4,000,000 25(16.7) 29(19.3)
income 4.791
(KRW) 4,000,001-5,000,000 25(16.7) 21(14.0)
5,000,001-6,000,000 21(14.0) 15(10.0)
6,000,001-7,000,000 9( 6.0) 12( 8.0)
7,000,001-8,000,000 7( 4.7) 11( 7.3)
More than 8,000,001 15(10.0) 20(13.3)
Not employed 4( 2.7) 3( 2.0)
Sales/service position 4( 2.7) 6( 4.0)
Individual business 13( 8.7) 8( 5.3)
Civil servant, teacher 12( 8.0) 10( 6.7)
Student 14( 9.3) 6( 4.0)
Occupation 9.751
Housewife 7( 4.7) 11( 7.3)
Production and technical jobs 10( 6.7) 6( 4.0)
Profession 14( 9.3) 18(12.0)
Office worker 70(46.7) 76(50.7)
Others 2( 1.3) 6( 4.0)
" p<.01
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2007} 18.7%(28%8), 30Tt 24%(369), 40t 30%
(45%9), 50TQ7} 27.3%(417) = UEstth. o2 st
A7 733%(110%) & 7 £ Hlee EAS
o, st Ajst o4Jo] 18.7%(28%), tist As} 0|3}
7F 8%(1278) 2 UEHgT dA52 3008 ¥ o]~
4005t 9 mRto] 19.3%(29%)2 7MY wkeH, FE
o]o] 2009k ¥ ©]43~3009F ¥ mFko] 17.3%(26),
4009+ 9 o]/%d~500%F ¥ m|Rto] 14%(21%)E AHAH
o AP AHFE 0] 50.7%(7T6%)= 7HE && HE
2 Ao AEZ o] 12%(18%), AIFH 7.3%
(11%) €22 el Table 2).

59Y A Aoy JHE FAWE 24
SEA 2 AFEAH E49 Aolg Felstr]
o Zlol Al A S ST A, AE Rlikde &
O3t Zo7h giloy AFH Y WEol= Foet &}
o]7} ZAFTH(Chi-square=8.3017"). 20tH~30T] AH]
Aol ERlEE =Y FAvido] Wsky AHd
FAMGET 290w, 40~50Th W= AHARY] HlE
= PR 583 St ED Wiy J3E B
ol A o =4 UEbET ol B f39 &
4L RHES 2=, AFor FEAo] Rl ol
7t He 5898 AW A5 200~30t) 48R
HHERIEZE AT Ad o8 HdEAio] #al o]
o W2 Wigtx o] 544 40th~50ty AH|ARS] ¥
L7t 2 AeR & & Stk to® Sy
, A9 A4S, AW @0l T vESs &
FrolskA] hQith(Table 2).

b

fr 4 = ox

O

I

4. Reliability and validity verification of measure-
ment items

SHA B3l Bhet gol, HAhY fHol uet 5
3 BRI weky 99Y BIWG 2SR
T AF FE o) mE AY Aol Aol7t Y&
AO= oAttt et & A tsdE Wl
izt A=gy BdAdS A5t 2R o
7HdE A5 98 dAE A 3=

vs. Waky AP PR LA S5

1) Results for standalone luxury pop-up stores
WA, SHY =M Fdugel dis 45 719 o

SEE Wl Ad, w53 Ad, ArHA,

A=A A, S5 olvA], Az omA] B Y
T)ofl sl F/d2A 1} 2] 2] W (varimax rotation)
o= gAA QRlEAS HAIR A3 oAl /9] 24
o] EEHYT} EE APEE Uit KMOZHE
0.907, Bartlett®] T84 AR 2,048.1840]H &
9L 00002 QAEA Aget oz vehd
t}. ESF Q919 1-F-gk(Eigenvalue)o] 5 1 o]A}o]
R, WE W] BEY A4 05 oo ey
F=H 89152 AYsittal & 4= Uth(Hair, Risher,
Sarstedt, & Ringle, 2019). AA| £&2 69.68%2] 4
HEL A Aoz et

291 12 Al gl @HE olulx] £33t A A
Qv AP Bl shte Rdlow xaEgon
@42) oju|xje] 12 FAFo] o o} 2] ofv)
A2 gyttt 89 2= Yl 1Y SH AL
3 92ka AY 3, 44 £go) shte] ROloR 23
o] ‘meA A ow WHsty, 89l 32 | 7Y
LA A o] 2 A 29 =3 A S
5ol A2 AP or FEsict 29l 4= Al
Mo E5A4 olv|A] 2FoE EEHo] ‘EEA oy
AR gHstgon], 891 5& F /f Bl AYE
Egoz ojfojx] ‘HA: AUz PYysiyct

O

g o] 344 2 SAHRYY AFE Y EEE
£ PLSE &85t A5 A= (Table 4)9F Lt
W 70 E3 AR (VIFS A5 dat, 7184 (7]
E3yE 2IstE 2R HAY oA 1, dgF

)

(
= =

9 2= AAENCH YA 2FEY] VIFE 7%

= 1~2.7182 YEFGTH(Hair et al., 2019).
ggoz agEgel Azge wad skl
Cronbach’s agtZt 7N'gAIE|E(CR)S Z7d5tHom,
Cronbach’s agf-2 .774~891% ERIE| 31, CRZH(7]
205002 897-9328 ZA5o] A4S s
th(Fornell & Larcker, 1981).

ASHBE 452 Aol 22d5EY 228
Sl (standardized factor loading)d} WHFEAL
(average variance extracted)& HSoICt 2=
FEE9 2229 HAFo] 71X 0.6 ool
3, AVEZLE 0.5 ol o g Yetit A7 glas €
QI5FATHTable 4). T3, 7 & AL gkl 912

o,

o
Q Mo My Hz

il
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<Table 3> The results of exploratory factor analysis (EFA)
Standalone Component Pop-up stores Component
pop-up stores 1 2 3 4 5 in dept. stores 1 2 3 4
Luxury imagel| 800 | .124 | —004 | 257 | .10 | | Enteraimment Bigg b6 | 289 | 154
experience 2
Luxury 66 | 054 | 160 | 257 | ap4 | | Emteramment ol 79 | 138 | 098
image 2 experience 3
Luxury 600 | 352 | 023 | 204 | on3 | | Enterwiment toa a5 | 359 | 030
image 3 experience 4
Esthetic |- coa | 206 | 243 | 240 | 136 Education 730 | 147 | 234 | 29
experience 1 experience 1
Esthetic | = gun | 304 | 334 | 178 | —020 Education 735 | 258 | 075 | 83
experience 2 experience 2
Esthetic | = ge6 | 227 | 378 | 339 | 011 Education 767 | 125 | 193 | 255
experience 3 experience 3
Entertainment | -, 001 gog | 180 | 116 | 204 Education 824 | 159 | 20 | 079
experience 3 experience 4
Education | o5 | g9 | 196 | 272 | 055 Esthetic 567 | 354 | 450 | 012
experience 1 experience 1
Education | oo | 578 | 299 | 307 | .080 Esthetic 706 316 282 082
experience 2 experience 2
Education | o) | 679 | 259 | -003 | 072 Esthetic 634 359 434 126
experience 3 experience 3
Education | o0 | 03 | 250 | 084 | 156 Escapist 739 363 160 | 044
experience 4 experience 1
Entertainment | - )50 | 554 | 230 | 358 | 099 Escapist 732 305 189 | -061
experience 4 experience 2
Escapist 1 _o1e | 473 | 701 | 162 | 041 Escapist 683 463 191 | -045
experience 1 experience 3
Escapist. | 04 | 466 | 720 | 127 | 070 Escapist 669 423 183 039
experience 2 experience 4
Escapist. 1 366 | 371 | 545 | 196 | .026 Unique 353 780 134 074
experience 3 image 1
Escapist Unique
. 214 | 122 | 750 | 176 | 138 _ 271 855 087 182
experience 4 image 2
Entertainment | - o1 50y | 583 | 046 | .157 Unique 340 | 762 | 207 | 140
experience 2 image 3
L
Unique imagel| 344 | 267 | 075 | 797 | .002 Sy 207 204 848 081
image 1
Unique image | o, | 191 | 145 | 805 | .l64 Luxury 194 197 857 036
2 image 2
Unique image | 33 | 050 | 364 | 707 | 176 Luxury 389 | -.032 693 162
3 image 3
Brand 088 | 142 | 111 | 133 | 856 Brand 103 118 127 | 870
familiarity 1 familiarity 1
Brand 164 | 157 | 109 | 092 | .86l Brand 101 119 048 858
familiarity 2 familiarity 2
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<Table 4> Reliability and validity for standalone pop-up stores

Construct Items 15):3?1; AVE CR Cr(;?;ﬁzh’s

Education experience 1 .841
Education experience 2 .802

Educzlition Education experience 3 .852 2 031 o1l
experience Education experience 4 .883
Entertainment experience 3 812
Entertainment experience 4 798
Entertainment experience 2 813

Esca.pist Escapist experience 1 .858 53 024 290
experience Escapist experience 3 905
Escapist experience 4 .891
Luxury image 2 .693
Luxury image 3 701

Luxury image Esthetic experience 1 .859 .647 .900 .862
Esthetic experience 2 .847
Esthetic experience 3 .898
Unique image 1 907

Unique image Unique image 2 .920 821 932 .891
Unique image 3 .891
Brand familiarity 1 929

Brand familiarity 813 .897 774
Brand familiarity 2 .873

o Algo] Y A} A2 o]mx9] AVEZLH
o 3% glo}, WergAo] HEE rkTable 5).

2) Results for luxury pop-up stores within
department stores

o J-Y FAAel dsl d=F A v
2 ¥oleZtd A, A A, AnA A, 4
A A9, =53 olnA|, g4 oju]x] gl ALE)d
ol FAAEEA T 223 A ¥ (varimax rotation) .2
FAH QRN AT A o] A 89| =&
Hith #E AAEE YEtlis KMOZRE 0.920,
Bartlett®] -84 AR A= 2,590.8920]H, F-oj4F
< .0002% gRlEAd] ARt Aor Yegth E

st Q919 I1-{Fk(eigenvalue)o] 25 1 o]A}o|Ql,
HE W20 FEA AGTE 05 oldo g Yeht &

H Q9152 Astsictal & 4= th(Hair et al., 2019).
AA) B 71.27%0] QWAL AL Aow et
et

291 12 A A9 924 AF, i A9 58 4]
o, Al A9 AelE A, bl A dEd Y £ ol
el alew Fask YUY AU 02 U7
seirh. 891 25 Al A9 BE4 oju]x] E3fo] St

9 99108 F&Ho] “S54 ofulxE FHsgo
o, 891 32 Al A9 A olulx] Ego] skt
29108 F&uo] ‘Mg ojulA'2 PPstdrt. 8
Q4%  7je] HAE FYE Fo] shke] gele
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<Table 5> Correlation matrix for standalone pop-up stores
a b c d e f g
Education experience (a) 1
Escapist experience (b) At 1
Luxury image (c) 731" 912" 1
Unique image (d) 547" 5127 5717 1
Brand familiarity (e) 3637 333" 338" 3207 1
Pop-up store WOM (f) 583" 5357 527 3727 294" 1
Brand WOM (g) 425" 454" 465 254" 259 425" 1
Mean 5.163 5.355 5.413 5.418 5.487 5.153 5.193
SD 818 851 791 .863 936 1.103 967
" p<01
2 4%

T3 A A 13 I AR 1, 2=
CH(Hair et al., 2019). T30 7 =% E3}9]
A=A Bdsl7] Y3ke] Cronbach’s agtdt 7iE Al
FLZ(CR)E &45l992H, Cronbach’s agf-2 774~
94608 BHQ1E|Q] 1, CRZH(7|Z>.50)2 .897~.953.0.

2 4ol A= FRlstth(Fornell & Larcker,
1981).

ASEHIE 452 Al ded559 #E8
ol (standardized factor loading)y} MHEAL
(average variance extracted)S HE5oFACE &
fE=o] y290l HAo] 7]ZX]9] 0.6 o]
| AVERLE 05 o4ho 2 veh} B4/} 9182 ¥
Q1514 tHTable 6). T3, 71 2 A4THA2 gkl 733
Aol TG Aol AVEgIET 4] ghot,
eI/ o] ASE UH(Table 7).

yul

)
)

x
319

ro,

=

l

i
o, mh o
;9 Mo e 4z

l—J

E

3) Verification of common method bias

2 A= 2 AEAE Sl FAl0 55t
WSS 2elgrlo] BT 5 e FUPY
HOE EA|5IAF SPSS 23.02
factor test(Podsakoff & Organ, 1986)E 435} =
dupgEols Aol a7l ol§H BE We

tN

e o

%9l Harman’s single

of s Wl 8de4Z +FsHAeH, +PE%
gt 7l o)) aQle] FEHUT ®E, 7P A E
E2 FE 899 S Hleol 5YY w2
9 41.1%, Wed A 2l 493%2 g 29
o] Aol Ants dA] ot 24 ol &A17} 8l
S5 st th(Lee, 2023).

IV. Results

1. Sub-dimensions of experience in different
types of luxury pop-up stores

A=Al 19 et gAY FAuE Pl wE
AH|A} AR 2] Atolg AW ET] fI5to] 3.4.13% 3.4.2
Ao A ARt SHY T sk JH Y
Aol Aol Anjat Ao it 2424 gRlE
A, Os3Ad, SHELY 4= 9 B3 E A5
AIES FHoH o2 Zoh WA, WMoy JxdY
AW B, 224 A9, n&4 A, And
Ad, 424 Aol B+ shto] Al aQlo= =&
3L, o]e AY 812 AP ou|AY =54
ojmx|eh= APEStE = 8Rlo® LB

W, =99 g olA e e Ad, 424
Adoleh= F 719 stfakde] ERl= et 4]
Aol B, ‘o] uige] A= oIHEZ} AU’
o} ‘o] Wi S S4A sFUH 2= 2719

=
T2 25E A £ A FE2HUT ol F
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<Table 6> Reliability and validity for pop-up stores within department stores
Construct Items ll;:((;tiﬁ; AVE C.R Cr(;?;ﬁ:h’s
Education experience 2 774
Education experience 3 197
Education experience 4 .834
Entertainment experience 2 760
Entertainment experience 3 745
PZ:;:E;?;G Entertainment experience 4 819 .649 953 .946
Escapist experience 3 810
Escapist experience 4 7196
Esthetic experience 1 .849
Esthetic experience 2 .810
Esthetic experience 3 857
Luxury image 1 884
Luxury image Luxury image 2 881 903 903 .839
Luxury image 3 .844
Unique image 1 907
Unique image Unique image 2 919 932 932 .891
Unique image 3 .892
B.ra.nd. Brand familiarity 1 928 07 207 0774
familiarity Brand familiarity 2 .874
<Table 7> Correlation matrix for pop-up stores within department stores
a b c d e f
Pop-up store experience (a) 1
Luxury image (b) 6017 1
Unique image (c) 680 408" 1
Brand familiarity (d) 279" 239" 281" 1
Pop-up store WOM (e) 733" 451" 597" 336" 1
Brand WOM (f) 538" 324™ 453" 393" 654" 1
Mean 5.097 5.376 5.191 5.440 4.933 5.127
SD .909 .940 917 941 1.230 1.137

*

* p<01
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2. Model fit and verification of hypotheses
PLSE B3 B9 T2EYY SHY=E 4
Aot7] fletol WA ol et A2l R, Blind-
folding E3) 428 BE A4 AEso] wx}
el ZEA Zkel Q*(construct cross-validated
redundancy) ¥ HEHEQl AFHHP Y A& e
Y+ SRMR(standardized root mean square residual)

£ =AStch(Park & Kim, 2015).
=49 =M FAmge] F2EFe] Bt o=
95w A4 ATk thewt 2 WA R2<71+> 10)
£ 343 A, gAE oA 542, ZEA o]u|A]
342, HFuiA LA QE 270, BEHE LA E 188
2 UEhtt faso] o E=3kE 7} BHelE|IcChin,
1998; Falk & Miller 1992). T3+ Q*(7]&>0) A2
I =M olm|A] 506, 55/ ofn|A] 289, T
FAYE 311, BHE FTHIE 164E JER}; ZA|
20) ASARES ek & 4 k. BT AP
ﬁ?—E"éJ SRMR(7]&<.10)2 086202 =7 %o,
9 ANES THHoE 1T ff A3xnFe d=
o] H-3gt Aoz A= rH(Hair et al., 2019).
Aok J-E G FAWRY FREFl o
& S A4 Aok et 2ok wA Rzm
.10y S43 AF, =M ofnA] 409, =54
olmlA] 406, BTN PRI 103, BAE 7Y
£ 1842 ek} gguise] oS A3t Selslgl
tH(Chin 1998; Falk & Miller 1992). E3F Q*(7]&>0)
w423}, A oluA] 393, Z54 o|u]A] 378,
HAuG FHYE 268, HAE FHOE 1292 Y
ERLb AAE4o) S ARES Slek & 4 ek &

o

FelaolAe] aulxt AW B A7

wAgolT

& 23st ALEE O SRMR(7]E<.1002 0888 =
o] AR djzzo] 14T A0 HIHY
ThH(Hair et al. 2019).

3. Results of path analysis
7 HSE A9 &5 "AA L FP5tle #
AEH|Y(boot strapping)S E5t AZEA A
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=027, =235). Opxato g FAujR LA LI} B
WHE FAE] Ao FFS A= AR WA
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<Table 8> The results of path analysis for standalone pop-up stores

Hypothesis Pathway B t-values
H1 Education experience — Luxury image 431 4196
Escapist experience — Luxury image 348 3.680""
H2 Education experience — Unique image 357 2.205"
Escapist experience — Unique image 229 1.720"
H3 Luxury image — Pop-up store WOM 449 5.080""
H4 Luxury image — Brand WOM .099 .909
H5 Unique image — Pop-up store WOM .032 332
He6 Unique image — Brand WOM .027 235
H7 Pop-up store WOM — Brand WOM 328 3.618"
Brand familiarity — Luxury image 051 .832
Brand familiarity — Unique image 110 1.245
Control variable
Brand familiarity — Pop-up store WOM 139 1.504
Brand familiarity — Brand WOM .099 .909

* p<05, 7 p<01, 7" p<.001

<Table 9> The results of path analysis for pop-up stores within department stores

Hypothesis Pathway B t-values
H1 Pop-up store experience — Luxury image .624 10.969°
H2 Pop-up store experience — Unique image .606 8.295™
H3 Luxury image — Pop-up store WOM 236 2.702"
H4 Luxury image — Brand WOM .040 399
H5 Unique image — Pop-up store WOM .180 1.750"
Ho6 Unique image — Brand WOM .058 518
H7 Pop-up store WOM— Brand WOM 351 3.960"

Brand familiarity — Luxury image .070 .907

Brand familiarity — Unique image .084 1.012
Control variable

Brand familiarity — Pop-up store WOM .166 1.685

Brand familiarity — Brand WOM 123 1.462

* p<05, 7 p<01, 77 p<.001

e e olnlAsh BRINE FHES SAH  veht M 1, 2 AYSATHE=624, 10,969

w7fel whet folg Ao Uebge B=606"", 1=8.295). WP YHY BN AP
woky A9 Yol AL e of  EEA ojuqmct eAe ofnlxo] § = G ]

Aot £54 ojulzlof] Ho] IdFE vAE A= A ALE YEET. B2 2 M ojuX= #
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A ARz Ho FFE mIFII0 7H 32
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V. Conclusion
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