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The Impact of Experiential Shopping Value in Fashion Pop-Up Stores
on Post-Experience Brand Awareness, Preference, and Loyalty Behavior
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Abstract: Pop-up stores are emerging as key brand communication strategy targeting the MZ generation, now dominant
consumer group in the fashion market. Consumer behavior has evolved, shifting from a primary focus on branded prod-
ucts to valuing emotions and experiences alongside purchases. This study examines how the experiential shopping value
of fashion pop-up fashion stores influences brand awareness, preference, and consumer behavior. A survey was conducted
among 300 Korean men and women from the MZ generation who visited fashion pop-ups. Data analyses were performed
using SPSS 27.0. The results indicate that the experiential shopping value of pop-up fashion stores significantly influence
brand preferences, awareness, and consumer loyalty. Additionally, brand preference and awareness serve as key mediators
in the relationship between experiential shopping value and consumer loyalty. This study also identified variations in expe-
riential shopping value and consumer behavior based on the type of fashion pop-up store. Additionally, significant dif-
ferences in experiential shopping value and consumer behavior were observed across demographic factors, including
gender, age, education level, and income. The findings suggest that fashion companies can enhance their marketing strat-
egies by leveraging pop-up stores more effectively and emphasizing the importance of consumer-centered communication

in fashion marketing.
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Table 1. Fashion pop-up store types and brand examples

of wa} Agolgt F39 #Y 8AES AFT F AL &
Moon, 2021). ¥ Aol = A3 (Pomodoro, 2013; Warnaby
et al., 20155 Rl oE FAAEO ] F3HS AAHS AF
YAl BxY, A HxXE, HEE Exjom BRIt

w3k Table 1914 WE AAE AAEHA

2 MH|AE A|EhEA AEsH
5ol X3dE 7IXE S=$oh(Holbrook,
& S T3l viEA 3
2 oJm] 3 (Holbrook &

=
Corfman, 1985). 483 37w &0} Q143 P55 A

P Wi, A A Be2ElE Ay AUgoR

A HAHE AlFe] 4 8 Aol tigk ARRE A Tl

Aol o271 FoF AVL ). AR £RIAE A}

HEC] dEoIT AMHIAE Ay Ee AR LHgo Ry
o SIESk=

AdojR|= 71, = AH] A = dEes Heo
FTH(Mathwick et al., 2001). ZE|Y 223 Wl A=A 7}
2Ae aBAlAl A E 7ExIeF WA A A E

(Batra & Ahtola, 1991; Holbrook & Hirschman, 1982). <]

Reference Type Fashion Pop-up Definition
Brand : Gentle Monster
Time : 2023.04.28.~05.14
Build brand awareness and enhance
Communication ltem brand value. Enhance consumer interaction
- - ith the brand.
- A space that combines elements such as music and gastronomy to offer W ¢ bran
a new cultural experience
- Four special drinks featuring the collection's signature symbols and
colors are sold
Brand : Thursday Island
Time : 2022.05.12.~05.23
Warnaby et . Maximizing sales potential in a highly
al.,(2015) Transaction ltem

seasonal market.

Pomodoro (2013) - Special POP-UP 30%

- Flower Reusable Bag will be given to all customers who purchase

2022 SS products.

- Flower Reusable Bag+ for purchases over 500,000 won.

Brand : Matinkim

Time : 2023.03.23.~03.26

The purpose is to test new business

Test Item

concepts and gain market intelligence.

- Matinkim 2023 SS new season products.

- Matinkim's beauty line brand

- New products: Discount event purchase / customer event event / 1+1 /

photo review event, etc.
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Table 2. Concept of experiential shopping value

Experiential

shopping value Concept

This is an emotional component that refers to how

Playfulness . .
Y much fun consumers have using a service.
It refers to aesthetic appeal, and these aesthetic
. elements are important factors that attract consumers'
Aesthetics . . .
attention and have a significant impact on con-
sumption behavior, triggering positive emotions.
An individual’s assessment of the tangible and
Service intangible sacrifices made to obtain a service utility
excellence and the offsetting benefits gained against the

investment.

It refers to the perceived benefit of an experience
and is the practical part of the experiential consumption
trait.

Customer return
on investment

AA 7RE ARl AEe] A8H TIRE dE Fulela dojA|
= @Al 7S ¢JnskH(Babin et al, 1994), W4 7}
x H] gollA HAskE WHA 7R AR 27
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(consumer return on investmentyS A WHFR ARE-SIIA}
StK(Table 2).
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Experiential Shopping Value
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Brand
Awareness
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H1-3 Loyalty
K Behavior H6 Type of Fashion
pop-up store
H1-2 H3 H7 Demographic
Customer Return Brand Characteristics
Preference

on Investment
k—/ "

/

Fig. 1. Research model.
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89 AF T sl BAE A== Il 9 T
Aslgeon HAle Aies 7l Bgo7 AT e
% ¥¥ E3S Ryoo and Kim(2013)¢} Kim and Park(2022)

o) Aol A8 Glle] Beow T nKTto R, &
Yol Lo, 44, A9 5 ATEANA 540 B8 o &
Po HRo] WEAEZ ZYsgint.

33. XtEd A 24 uhy

B A7 dellr] APA ANpAE
ol MZHH F 3 FYZEE WS Aol
A2 ez HAEZAE sk 20233 68 15U%
78 15970 221 2 AR AAE FeEl A ¢hE
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T ARSI AR A4S 9
3 IBM SPSS Statistics 27.02% SQAQEA, AF= #4], 4
A A, v SR, BAREA il g3 #4871
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o ofy
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Cronbach's o AlFE RISHATH SHHS A FY 2E
o] AFA 7ol gk AEAdE UEhl= Kaiser-Meyer-
Olkin(KMO) =% 7+ 0917, Bartlett?] 784 A4 A=
2345.338(p <.000)2 "¢ =2 FX|& Ho] 29l B4 T3
o] Agstal FF allo] ARGt A=At A
7RO tisk 831 B4 A3 F e 8%lo] FEHEUeH
3] (playfulness), 4I7]/d (aesthetics), AB]Z~ - (service
excellence), &&7J(customer return on investment)>.Z Z}z}
HHEom, FEA AEEo] 67.86%2 AR YERT B
E g2 I5A F=F ol 05 oolER Y g5 29l
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Table 3. Measurements’ reliability and results of factor analyses for individual variables

Factor Item Factor loading Eigen value
Kaiser-Meyer-Olkin(KMO) = 0.917, Bartlett's Sphericity Test p = 0.000%***

I think fashion pop-up stores are very fun. 74
Fashion pop-up stores make me free. 74

Playfulness . . . 3.46
Shopping at fashion pop-up stores is fun. .69
The information provided by fashion pop-up stores is interesting. .66
I appreciate the visual design and interior of fashion pop-up stores. .84
Fashion pop-up stores are aesthetically appealing. .80

Aesthetics The display of fashion products at fashion pop-up store attracts attention. .79 2.69
o I enjoy seeing fashion products in person at fashion pop-up stores. .70

Experiential . .

shopping value The charm of fashion pop-up stores fascinated me. .60
The staff at the fashion pop-up store were friendly. .81
) The service provided by the fashion pop-up store was excellent. .80

Service excellence ) ) o ) ) 2.59
Fashion pop-up stores provide sufficient information about fashion products. .69
The experience of fashion pop-up stores was very helpful to me. 53
The prices of fashion products in the fashion pop-up store are over all satisfactory. .80

Customer return on Shopping at fashion pop-up store makes it easy for me to shop according to my

investment  schedule and daily life 78 212
When I buy fashion products from a fashion pop-up store, it is effective to save time. .69
Kaiser-Meyer-Olkin(KMO)= 0.803, Bartlett's Sphericity Test p =0.000%**
Fashion pop-up stores make it easy to remember logos and symbols. .89
Fashion pop-up stores make it easy to recognize the fashion brand. .85
Brand awareness Fashion pop-up stores allow you to distinguish between the fashion brand's 83 2.73
products and advertisements.
I am familiar with the fashion brands in the fashion pop-up store. 74
Kaiser-Meyer-Olkin(KMO)= 0.879, Bartlett's Sphericity Test p = 0.000%**
I feel positive about the fashion pop-up store brand. .87
Interest in fashion pop-up store brands has increased. .84
Brand preference I have an affinity for fashion pop-up store brands. .84 342
Fashion pop-up store brands are reliable. 81
Brands in fashion pop-up stores are preferred over other similar brands. 77
Kaiser-Meyer-Olkin(KMO)= 0.892, Bartlett's Sphericity Test p =0.000%**
Through this fashion pop-up store, I will revisit other stores of this brand .88
Through this fashion pop-up store, I will recommend this brand to others. .87
Loyalty behavior I will repurchase this brand through this fashion pop-up store. .87 3.70
With this fashion pop-up store, this brand will be a priority in my future decisions. .85
This fashion pop-up store will make me very loyal to this brand in the future. .82
*p <0.05,**p <0.01,***p < 0.001
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Table 4. Correlation analysis

Factor Playfulness Aesthetics Service Cust(')mer return Brand Brand Loyal.ty
excellence  on investment awareness preference behavior
Playfulness 1
Aesthetics 618" 1
Service excellence 592" 555"
Customer return on investment 473" 3197 ** 1
Brand awareness 459" 485" " 407" 1
Brand preference 605" 616" . 594" 6337 1
Loyalty behavior 4357 4627 ” 6497 6797 605 1

%p <0.05, **p<0.01

Table 5. Regression analysis for predicting the effect of experiential value factors on brand awareness, brand preference, loyalty behavior

Dependent variable Independent variable s t F-value adjusted R2
Playfulness 11 1.57
Brand Aesthetics 27 4.17 .
awareness Service excellence .18 267" 7 033
Customer return on investment 18 3117
Playfulness 12 225"
Brand Aesthetics 29 6.06"
preference Service excellence .29 575" 1912 061
Customer return on investment 30 6.74"
Playfulness -.02 -35
Lovalt Aesthetics 28 497"
beh};Wizr Service excellence .04 .76 7221 049
Customer return on investment .55 10917
Loyalty behavior Brand awareness .61 13.12" 17201 0.36
Loyalty behavior Brand preference .68 1598 25549 0.46

%p < 0.05,%%p < 0.01,%**p < 0.001

E4(p<.0lyc] BAHE=E A= foJgt J& njzom, A
A AELe 33%E UYEPSTHTable 5). 2824 £371x9] &
FoldE FAASE vlwst A3, AnAde, g8, AMuls ¢
Y o2 BAE QA= R v YU 2 A
A3 ZEH aFG/RE BAHE X E FRHo7 JIgS
HXE ZoE UelRth 3 JPEEN ] A a7
7F BRE Aswoe| mXe IS doly] 95l os AR

Table 59} 7t} BAl= HM3wole 534 (p<.05), v
5 , ‘@8 (p<.001ye A9
olo] B 5

2 gglom, Ax MAHEELS 61%2 VERITH A BYxES

o] AYA &P 7} f3AF WXNE JFS HES] 9

3 ths 3AEAS AAEgT A BAE e AFA &

7R 291 EYWSE o) FaES TEWsE Fo] B

A= Table 59 2tk 2 23, A8 &3/ F 40|

(p<.001y3 B4 (p<.001yRto] |53 Fol| TAHOZ H
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B ATE 7 1o] AYET FHEEN HE A B
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Q8 v 3RS AAlEh S Bals
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A BA= AIE(p<.001)7F ohEPFol] EAZCE F2
g JFL vHY olo] £ A= 7R 29 7 30] AlEE
k.

4.3. 28lc QIX|zel BBl Mszo| nfJf S3t HAS
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Table 6. Regression analysis for predicting the mediating effect brand awareness

(Sobel test)
ol 1965t 7AM HA= ¢
5] BAE miNcke AR veisith 5
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—
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¥ B YSYF P T

Dependent variable Step Independent variable p t F adjusted R?
Playfulness 0.11 1.57
Aesthetics 027 417"
Brand awareness 1 . o 37.11 0.33
Service excellence 0.18 2.67
Customer return on investment 0.18 3"
Playfulness -0.02 -0.35
, Aesthetics 028 497"
Loyalty behavior 2 . 72.21 0.49
Service excellence 0.04 0.76
Customer return on investment 0.55 10917
Playfulness —-0.06 -1.08
Aesthetics 0.18 3477
Loyalty behavior 3 Service excellence -0.02 -0.35 80.86" 0.57
Customer return on investment 0.48 1037
Brand awareness 0.36 767"
*p < 0.05,**p < 0.01,***p < 0.001
Table 7. Regression analysis for predicting the mediating effect brand preference
Dependent variable Step Independent variable s t F adjusted R?
Playfulness 0.12 225
Brand Aesthetics 0.29 6.06""
preference ! Service excellence 0.29 575" 1912 061
Customer return on investment 0.30 674"
Playfulness -0.02 —-0.35
Loval Aesthetics 0.28 497"
behﬁviotyr 2 Service excellence 0.04 0.76 7221 049
Customer return on investment 0.55 1091
Playfulness -0.07 -1.29
Aesthetics 0.15 271"
Loyal.ty 3 Service excellence -0.08 -0.46 77 .31 %%k 0.56
behavior .
Customer return on investment 0.42 8.38
Brand preference 0.44 7.06™"

%p < 0.05,%%p < 0.01,%**p < 0.001

Q1 ol 53y
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Table 8. Differences between experiential shopping value and loyalty behavior according to fashion pop-up store types

Dependent variables

Experience shopping value(M)

Loyalty behavior

Pop-up store type Playfulness Aesthetics  Service excellence Customer return on investment M
Communication type 5.36 5.56A 5.19AB 4.56 4.65

Type Transaction type 5.32 5.25B 5.10B 4.60 4.49

Test type 5.50 5.56A 543A 4.61 4.77

F 1.12 4.49* 3.61% 0.06 1.56

Alphabet is the result of post-hoc test(Duncun test, A>B).
*p < 0.05,**p < 0.01,***p < 0.001

Table 9. Differences between the experiential shopping value of fashion pop-up stores and loyalty behavior according to demographic characteristics

Experience shopping value(M)

Loyalty behavior

Dependent
variables Playfulness Aesthetics Service excellence CustF)mer retum on M
mvestment

Male 532 532 5.26 4.79 4.80

Gender Female 5.46 5.60 5.21 4.39 4.47
F 1.94 8.38** 0.24 10.85%** 6.86**

M generation (29~43 years old) 5.41 5.50 5.29 4.70 4.82

Age Z generation (18~28 years old) 5.38 5.42 5.19 448 4.46
F 0.16 0.65 1.08 3.16 7.91%*

Middle school graduate or below 4.00 3.60B 438 3.83 3.10

High school graduate 5.49 5.32A 5.24 4.72 4.55

. Undergraduate student 5.38 5.61A 5.08 447 4.53

Education

College graduate 5.41 5.45A 5.25 4.56 4.64

Graduate school student or above 5.30 5.51A 5.45 5.03 5.01

F 1.53 3.06%* 1.16 1.57 1.80

Less than 2,000,000KRW 542 5.47 5.20ABC 4.35B 435
2,000,000KRW-4,000,000KRW 5.40 5.48 5.30ABC 4.66AB 4.61
4,000,000KRW-6,000,000KRW 5.38 542 5.10BC 441B 4.59

Monthly 4,000,000KRW-6,000,000KRW 5.64 5.66 5.54AB 5.09A 5.15
income 6,000,000KRW-8,000,000KRW 5.10 5.00 4.86C 4.36B 4.51
8,000,000KRW-10,000,000KRW 5.14 547 5.05BC 4.38B 4.64

Over 15,000,000KRW 5.53 5.68 5.72A 5.25A 4.90

F 1.29 1.56 2.27** 2.87** 1.92

Alphabet is the result of post-hoc test(Duncun test, A>B>C).
*p<0.05,**p<0.01,***p<0.001
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