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Abstract: Using the Stimulus-Organism-Response (S-O-R) model, this study examines how the atmosphere of luxury
fashion pop-up stores influences consumers' perceptions of functional, financial, and social brand values, as well as their
purchase intentions. Additionally, it explores whether the perceived brand-store atmosphere congruence moderates the
relationship between store atmosphere and brand value perceptions. Data were collected from 300 consumers who visited
standalone or department store-based luxury pop-up stores between January and July 2023 and analyzed using SmartPLS
4.0. The findings reveal that consumers perceive two primary types of luxury brand values—functional/financial and
social—through their experiences with pop-up stores. The atmosphere of luxury pop-up stores significantly enhances per-
ceptions of functional/financial brand value, and this effect is further amplified when the brand-store atmosphere con-
gruence is high, confirming its significant moderating role. However, while the atmosphere of luxury pop-up stores
positively influences perceptions of social brand value, the moderating effect of the brand-store atmosphere congruence
is not statistically significant. Furthermore, both types of brand values partially mediate the relationship between pop-up
store atmosphere and purchase intention. This study addresses a gap in the existing research on luxury fashion pop-up
stores, offering valuable insights for luxury brands. The findings emphasize the significance of designing congruent and
engaging store atmospheres to enhance perceived brand values and stimulate consumer purchase intentions, providing

practical implications for developing effective pop-up store strategies.
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she S5 2] 37 2Asle] Aol ek 2w A

S AlF3HKim & Kim, 2013; Taube & Warnaby, 2017).
gxzg] A Bl FAuielst M FAug)e &

ZFe] 9zks A=ske S 9715 dEsiH, Hils vt
2o} 8|adS Ao ay 4 viAY R Bl HAG 7
35 ExE Sh(Piao et al, 2024; Kang, 2020). WHH, dyt
HASS] geprhge B Fuist BAE QX% HjE B
o2 AgFo|y el s 9= Ado] AthYu &
Choi, 2015).

ol B HAATE AviRw F= Bola B
Auig TRl & S B3k AFEoH (@, Kim & Kim,
2013; Li & Cho, 2021), &1L FHe] AAwd A, A=
£4 9 U A 543 BAE ey o= 7F 34
£ 2 A7F EAs e s At sl id HRl=(el, Chae
et al, 2012; Li & Moon, 2021; Kim, 2023) = 428 Y
w7 @, Jeon & Kim, 2022y FZ tFL ) o]gE &
H)R o] Hae) Belulg B AT} s, ofe
YME) RIS T ATe) 4% TALOR te Be A
Aol ek, WA, avle] Azd B A Els AzkE B

= 7By 5% Balse] $43 kel Alel 87 %
7171l thigh 2H)Rke] F=32R1 7to|m (Chang & Kim,
2021), Fufol=g} e PFolwe] JFS A Fa 89l
O]U]—(Choo et al, 2021; Fan & Zheng, 2021; Petraviciuté et
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gl EHéH A Za7F ti(Cho & Kim, 2013; Lee &
Sun, 2008; Liu & Jang, 2009). 53], gMz] Bd=s dut
Ba=el g 534 s49e At Zesele gMg
olu|AE FAFFH L =H 3 Klein et al., 2016; Lunardo &
Mouangue, 2019). ool Az Bl FAujd £97]9
Tk 948 B 553 4H] MRS ATFeEA LHR
o IS F F UARE FHvige] 71 oln|x|ete] xpHs)
E AUAA A= 749 Ba=d disk AR ERte = oo
A BAE Jfe] 7X|¢F o7t FEEA H5E vk
(Ahn & Kim, 2019; Lunardo & Mouangue, 2019). w2}A
AT FGuide] E9971 tig X X7kE BAE 7] 7k

Ba=et $Aug 9471 7 A7E o
240l A&} gk gl Favt o
¥ A= Mehrabian and Russell(1974)°]
Organism-Response(S-O-R) Zdg 7|Wto 2 2Mz] F
o7l tigh 212)(S), X2 Hal= 71X (0), 282 Has
T OE(R) 7He] BAE ek, 58] AW 9171
gk 143 XzbE HAle 7EX] 7ke] #AAlol s HEil=
Al E71 7ke] A2k LxAdo] viRle 2d a9E A
Fotaat gk, FAF R, B AFs &8RP sk 8AM
ﬂ G =717F M Halse] 75, 354, A1
7IA] Aztol| TARAQ BEFE wRIokaL 7Pggt Bd, EAME
Hazel goguig £9171 e AZE dR)go] BAE 7K
A zbol] 37841 FaFs wA Wk op2}, AzkE U]
STE MR 12w w91717F A7k Hile
2o wlxe FFHo] tS Asid Zlo]
HAg] HAl=e] 7|54, 544, A4 7R A7k HAE
T ez FHARA FEFS v 2l -
A EA71e] tigk AX= el o= kel HAAE wiNE
34\01?4'3’— 7Pgeitt. ol& B3l ¥ A= g =
1770l gk 12je] X = 7Rk Bl :rL“H«]‘:°ﬂ
U] Ae Gl e o SR uu”ﬁ’é“ﬂ’ﬁ«] 22H]
2} el Ak Aol I §-aLA} gy, gk, AR 3
el Azt BAHE 7IXE ALl gSA0R AR
T o] = 1 A FHg 34

=2 9442
5 8 99 WS AN

Ao¥ek Stimulus-
A u) 2}

= 9 %

e o i IE

=

o
2
o

lielse

!
g:g
fr

Z
o

%
<]
g
%

2. O|2X ufd o 7(d HFH

2.1, BME| 2=et 2M2| EHolE

gele] e aulxte] FEA Azt Qe wet
olshH rMe] HAl=ol thek 14 B=gh An|ake] JHQ1A <
7t wgt t2nk. BAls dErpt AES AUt 2EE AR
oz TAMYET Aert 2uA} 1 HEE 9
A7FsA] ererid BMg JEo g e 4 ¢ltk(Ko et al,
2019). B3, 2R} FU Halsed] gk gifE] S
5] o2 QAL 71 4 gormg gAg] Bl kst
ZH|Rke] Adfe} <14 =& TEs|ofF k(Ko et al., 2019;
Vigneron & Johnson, 1999). ©]oll AN T gAMe]ol] tjgt
ShEd o7t A= BUATHGodey et al., 2012; Ko
et al, 2019), YA =W PM2] FFS IFH, 3|24,
Zejud 7H % 2R ol RN F3eof skl &
vzl 2l X2 BAE FHT 5 Slojok dirke o] A
wjl & o] th(Berthon et al., 2009; Heine, 2012 ; Ko et al., 2019).

S, ) GMe) e TR A7) A7) AR wiE 3
EAIS ®olar itk 20219l M A e AT of
30%2] 4L olF3om, 2023 oF 60| Al R
S 2439 t(DMC Media, 2023; Samjong KPMG 2022).
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o2 HA AlA, FLE7t 32.0%2 7P & viE v
}xls}u} 2023320283 7o E A¥F AAES AWE
sPgE oF7) 5.8%2 M & AAES 24T B
AAETHDMC Media, 2023). T3k, A AF3k nuie} 7+
o], 40t o]4Fe] Awm|a} 7|wke] 20, 30AHE STHEEA ofm],
2|29} o] MM e FEME Ba=rt FR2dglon,
olEE FE FFshe 2Tl AT wilo] JHuEA 4373l
ThSamjong KPMG, 2022). 28| B33, AH|zte] A5
T, IR E e gAE] HAle &ole AEHS) BAllsl AF
4, Folulg, e, & Fol Aol AEstal AthDMC
Media, 2023).

HME] HAlee el gduids ghdebdl L&Al Sl
om, 2023 3 & =9 EuMskd FAA AN ANEH
oMt oF 300709 S 7N st (Jung et al,
2023). & E°f, APd(Chanely 20239 A& 455l ‘N°5
in Seoul’ B 2ENE go] HA= U 2 N°sE Hu}
2 gk I8 28l AMRfEe] FE s Bl

A E olafE A}E% TRkt dAjel A ZzaAs
XﬂJ—O]- JTHChosun Biz, 2023). X3+, Fo]H]%(Louis Vuitton)
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olgst WAooz HMz] Hiloe 7| AHIAE fRSRAE

AMZE AHRIA trPt BRE QXS o zH F=7]

o7 FH 9 mE VS A=Al JATHKlein et al., 2016;
Lunardo & Mouangue, 2019; Taube & Warnaby, 2017).
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2 anAke] F 1ol GFE PIR|AL, o]e o]olA 4H]
e J2 e 39 59 P wgel FFS v
(Mehrabian & Russell, 1974). S-O-R Fd& AH|ze] 574
e BE gl IS miAls A 8ES AEE] 9
3 2lHY, ¥3 5 thdst 2okl Aellx &g Stk
A= (stimulusyS 2H|ZR] APAA # AEE P55 st

I} Aekshe 29102 golsn, Y, o) £7 5 vh
AR} SR o2 ol 29, 25, 4

[<X)
& B9l 245 ¥E3KSherman et al, 1997; Sultan et

24

al, 2021). £ AedM= 2HR7E HAME Fguiagdels] <1y
sk BL71E MR dEe] FEE VX T8 AT 84A=
A8t} 5714 (organismyeE Aol o8 f2E Rzt

W& JEE ousi, ol &MIRR] X4 (cognitive) SH
7+ A (emotional) ST O Z U} tH(Bagozzi, 1986; Bitner,
1992). 1AA FHL MRt 259 sl FrFsEAY s14

She Alal S e, A SHe Asew Qs f
= A4 S EKim & Lee,
2019). ¥ AoMe BAvgo) AFsle B717)F LH|Re
Bzl ek 7] Aol A f71A =
T}l Ero} Wk (response)> AHIAFe] HT e 3|y} 7S
FFo AHoluH, 7 o=, 7 PFF
A P& 502 FAstE T (Mehrabian & Russell 1974; Lim
et al, 2022). & AolM = 2p|Rte] HAle o o)%
8 W WeER AAste] s f71A 2o aAE 56H 53
& WPt o 9A UehteA £ skt gtk

S-O-R 2dE 7|vte g s nig S 2nt Ee] &
AL A7g A8 AFELS AHRPE oA Adsks A=
o] ZBlAje] WA AelE WsAIE, o) <lal ol W, B
NE FHE 5 s o R olojdnke Hs Axsigith
o], Sands et al(2008)& S-O-R 2HS 2Hg-3lo] A
oo A oHET} AR &3 FHHE EolX, 7

FHoz &7 P& oro| FAHA S wxvky B Is}h
%iE}. TS, Zhang et al 2021y wid 9171 =5, +2h
7} lAtel 244 714 ARl 2714, FoE GAen,
ol 29I B % o el A P Wi, o
e 4% QrEe WA vl g e 9 g
Ao dalel 914 % 23 Aok 5 35 Wl A

131_:]—5]: 124 7<4 Tre

>
fuj
lﬂ!
ol
X,
o |

£
S

NE,

3 A9 04%@ H}%Li Wal HAE
w=5171e] ﬂ%fﬂ A2(S)0] aHAre] Azbe 7HA|(0) ¥ Hal=
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22.1 AF(S): ¥M HAWE 29171

g #917] (atmospherey= &HIAFE0] Q1A = e A7)
M 3go= HelEm, ojzfgt FxE FHL LuAlelA A
ARl FEFE YA ) 7S =Y AT (Kotler,
1973). v 28171 vl D}%kf& LAaEd o8 AYHE
], Baker(1986)= ©|#|3F Q4SS T3 A 71K o=

ERSTE 1) 29, 29, 2% 53 2 Fo] ujazy
=9 (ambient) .4, 2) wﬂxbl taZge], A, 15, A,
AR, 2efd To2 TAE {89 A2 7154 (functional)
Q4" 3) el HPdoz F4H Al A (social) 24 (Choi
et al,, 2021). 7<) ol2fgt £917] 84= AH|RRe] AZE, A
7}, 37t 7}, vzt e b AEske] Aniake) Q1x)4,
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A4, 54 gl 93FS PXItHChang & Lin, 2022;
Heung & Gu, 2012).

A WS oo E & He o)A
7154, AEA aaEe] AH|A} g 1
O F ghaligit. WA, vAIZbe a4e} ¥

oM AH(Kim & Lee, 2014)y= &5, 7],
P& A=o] LHIRelA Aud EAES Alesh
< st g3 ol A widellx] BIAIzZE
Aol HAH 3 AT AF Al T2
e AR g, A7HE 71 E 240 Fak
Yuan et al.(2021)8] AelA ERAEAT. o] A= H

taZe], A%, QlElg]o] tlRRRlo] amlRke] Zztat Q1
FIFS PIAH, o5 T Bazo) digh JrE At
v el SAA FIS mRIka EAEIL 53], VMD
(visual merchandising) Q1 whF H&=Zgole} ofoled
FDLE ZHR A FE Agle] Hed Any A4S Al
o, ole Tl AbEA Y FEAQ FFS PIRITHKim &
Lee, 2014). "RATO 2 AlS]H QA4 AHR-HAHS A9
B FAAEY Fa8 9 Ik Koot Lee(2008)y= i
golale] T} Ana; 7k s agol MRt 1 BYS
7slsim, ol 471A A LR olofxitial BT} Seo
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222, f71A(0): AzHe gAE] HAls 7H]

2HRR] A 74 7= oI AHIAE o] §Fto 2 o
< F JE Y AL ¥18 7F AR ool th(Zeithaml,
1988). mEbA] A ZHE HA;ME 7Ex|= TR ] SHAA B
Halzeo] £43 7]50] 2Rle] 875 AT ) tigk &
H|R}e] AR Hrtolw, AH|R7}L vk Fels) g3t H]E
< 7o g <A Bal=d oigh Akl HrkE ongihtt
(Aaker, 1996; Chang & Kim, 2021; Simon & Sullivan, 1993).

MRS XZHE BAE] BAE TR gis] B A7E
o] K=l omn, o] g thgt A= AR w} Adolst
I 2 SRR gk o) A% oRksiehel], Choo et al. 2012;
Ko et al, 2019). 28y A7 HAg HA= 7kx9] Jid
ol 7wto] HE AFES Table 10 AAJE w}e} 7rom,
AR HAGAITH 7K, BRA AR TR, AR

#4719 44 IS A Ak oIE Sol, Smith

and Colgate(2007)= A 7112 W] 7k4] sS4,
b

s, Aol 7ker A8-4 71|, 7 24 Foll 71uket
AA 7HA], AR, AZ1EE, AREA o] o 7]Rket A
A 7R1eF F44, AEA, AQH B2 FE g 7|6ket
Hg7 7IXE 731tk Wiedmann et al(2009y= AREAL,
F4, 554 7wk 7153 7Hx], A, Aol BAE 2
EAFe] 7R 7k LA 71R], HAA B wAdel 7t
sk ARBA 7EA] g 714 7ER|el] Z1RkeE 2 A TR RSt
St HHH) Tynan et al. (2009} Smith and Colgate(2007)7}F
ARKEH vl 7EA] 7Hxlel HAle AFUE § 4HRR-ERE 7H
Al 71Wek AAF TS F7FsiTh

M B A9AEL oleg A7EE 7Re R gAME
B 71x)9] st9 kol tigk 91418 & wRlth dE
£}, Choo et al.(2009)2 Tynan et al.(2009)$} Wiedmann
et al(2009) 5] A= 7Nke= HgH, e, FdH °
14 7HHE AR sk, A8 V1R &k 2b
Ho g 74 7154 7HA); A 71x]9] Eieixkd R 4
HA THA, EA, AEA 7H; A 7HRe] sk e R
Zot F8A 71X B AR A 7RIS A|RFSIITE. BEH, Hennigs
et al.(2015) Wiedmann et al.(2009)2] G- 7|¥ro = 7|%
A, A4, AEA 77 RIA 7RE ARk Bk 2
Al 7HX)E Rl

E A7 g 72 o-f-E Hennigs et al.2015)°] A<k
7154, BAA, AEA 7o) 28S T34k St} Hennigs et
al (20152 HA= 7HXE Mz 2HY Hegela] AnriEo]
3 738 7k sk gME TR Bdth TAF R,
o5 A Hahze] tigh &HREe] 712 Ad &K (consumer
personal orientationyS 711914 X2 #H3kaL, o] /MU 7f
A5 AR3E W4 7R EA HA =9 Hojd et e 7]
S 7, AEAE A9 HAS YEE AEA TH], w2
HIEE 7170] AEste 544 7IRE ARGt & A7 %
HAg] FEd HWel S G gouigelx aniakEe] 33
st E91717F BERE JiXol wRe FES AuET] uio|
2HIRE EAE Fguidel Azbehs 4Rl BAE 7R
A 7153, 234, AEA, 76 $38E T, o] Al 7] 7t
2ol o3l that o] ettt WA, 7154 7= MRt
gag] Balzo] BRIl Adolut Bl sl 7Idiske 4l
A2l g e, o]E Bl 7154, 484 E B4 &=
Z 288 4= v} (Hennigs et al, 2015; Sheth et al., 1991;
Wiedmann et al., 2007). S%4 7Fx]= B 244 B
zof] AEF Fho FEshe 7HA B ™ (Wiedmann et
al, 2007y oJr|dit}. &Rk 5 w2 7S w2 FE9
AAAA, 710 =ETE FEY WEH 7RE BS =4 A
Z} 8T Hennigs et al, 2015; Reyes-Menendez et al., 2022).
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B arE MY HUES AW BES AP0l gt 2t

pleasant scent”9} 7o) e A0 /A GA 1A E wdEls £3
stath ek 2 A= 2 parsimonious ¥ B9 A QFsL7]
Aol BAlEe] 753, 43, AMB A 7hA] Azl mAe 9%

42 2 well-decorated interior, impressive display, comfortable lighting,
o Abgste] YA B 29170 te auR Q4 =4
13l o183 7HAES WE

S AHRE Ad FH& FA

e gAY Bgug 29709 U 9l
(3]
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Table 1. Luxury brand value

Value Type Specific values investigated References
(Utilitarian)
Correct/accurate attribues

. Smith & Colgate (2007)
Appropriate performances

Appropriate outcomes

(Functional)
Functional/Utilitarian Usability value
Quality value
Uniqueness value

Wiedmann et al. (2009)

(Utilitarian)
Excellence Tynan et al. (2009)
Craftsmanship
(Experiential)
Sensory, Emotional, Social/relational Smith & Colgate (2007)

Epistemic values
(Individual)
Hedonic value

Experiential/Hedonic Wiedmann et al. (2009)

(Experiential)
Hedonic effect Tynan et al. (2009)
Aesthetics value
(Symbolic)
Self-identity/worth
Personal meaning

. Smith & Colgate (2007)
Self-expression

Social meaning
Conditional meaning
(Individual)
Symbolic/Expressive Self-identity, Materialistic values
(Social)
Conspicuous, Prestige values
(Outer-directed)
Conspicuous consumption/ Veblen effects, bandwagon, snob, status/esteem, sign, social identity,
uniqueness, authenticity Tynan et al. (2009)
(Self-directed)
Personal identity, aesthetics, self-gift giving, uniqueness, nostalgia, authenticity
(Cost)
Economic

Wiedmann et al. (2009)

. Smith & Colgate (2007)
Psychological

Personal investment, Risk

Financial/Cost (Financial) .
) Wiedmann et al. (2009)
Price
(Cost)
Perfectionism effect, Tynan et al. (2009)
Exclusivity
(Relational)

Relational Consumer-brand relationship Tynan et al. (2009)

Brand community

(Z4: Choo et al., 2012)

ABA 7R E AR 83X HIEE ARgoEs o B 2012; Hennigs et al.,, 2015; Wiedmann et al., 2007).
A=rt Fske A, AEA ]1-?], AE, 283 FE E3l mrge] Muls, A 29, 7], w7 ot 5 w7l a4

Aprlo] &3k ALS] ol M RS 21 SJn|3tk(Choo et al., T A7tE BAE 76 Fo9 I vAE ngé By
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3L Q) THChang & Lin, 2022; Bitner, 1992; Wiedmann et al,
2009). 53], w7 91710 gk 12o] ZHRIlA AlFek=
THE FAE R 71, S84, A THRIE R UEk
T Atk 7154 7HRE ARApE BHEE 53 ZVL“]'* =
A, A, 84 Tl AEH
719] Eel3 8 a4t o]
T} Bitner(1992)= "] =
73 847F aniAte] Hale #4
T Basigon, 2187 =4 8ol 58 A7(Chang & Lin,
202201 % =4 Eﬂu o] Koy @At aHale] £7 s
Azeke F2 2910 BERTT WEL ol 9M W)
mj7go] axmizte] 7]iﬂ THE Eole H 79E  UdeS
ARG 5344 7= 2R BRE] el AE3 v
] sElS Azske Aoz, i #2718 F3l 2R A
S g9 IS A she W 8% adolt
(Wiedmann et al., 2009). 53], 2522 wig o] &M
Aol e FA SR Agsie, ol Al B
of el AR FAE AYIIES FETkT RIHUG,
WS, Lu et al (202018 Hl2Ee] TF2e e B9)7)7} 4]
AR stelg 7H oiH] 7 E SR AR WIS R
o BAEIRIT o) eMel Rl Avlre] 34 %
A 7o) FAAR) FE w12 AFeAe AN AFH 7}
A ARt BAEE LnlgomA Qe ASE As), WA,
g} A2 ARslA ez o] Atk(Choo et al, 2012;
Wiedmann et al., 2009). Choo et al. (20122 M| HIH =9
T2l g Do) AniAlel AslA A9 BseE, 1
A= 2g 59 A §354 13 KA o e
ZFZAZTL Y3tk T3, Ryu and Jang(2008)S dl2=E#2]
A SV 2 0] AR A Bk, AR 7}
A F7E BE 308 adda 2. ojeld A7E ¢
P I E R e
FsA e eiFn.

olol, EMz] Hulg ¥9)71h X7k Ba= Sl ojg
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WAL PR FPEA ggtort, FHHE AZE
Ael By B9/l Y Base] g anixe] F A
7}, B4 T4 W, aels Hsk A9, AT, 98 52

Ak giel Base) AEd THAE AT
S olnh. mebd, Thes) e M AN

7V 1: M) B 291710 that 2wl Q1ae ¢
el BEe] 7)5A, FRH, A 71 Azl o] 3%

= "3 Zo|t}

222.1. gMe] Ha=et gAe] Jguid 29171 7k A"
b

QIX|H-Z3}o| E(theory of cognitive dissonance)l] W=,
2RIAE QIAS A 7F EUXE A7E o) /1A)H Rzt

ek e BB L7, 2nlds AN HES) BEL
Wsle] gl ade] BAAR 9IF BAEFS Folglw
(Festinger, 1957). ©]& ZH|A7} Qxd ARS AAA )
Tl Q14E HHe] TS Foli AXH 43S
He 7o) 7] wWlEo|th(Fischer, 2015). asﬂo u
sk wige] <lElg]e, t]&=Ege], ©
of, W e f+ FFO A5 94E 7 _E‘—:— o]yt =}
8253 HAE ojujx] 7+ dxio] Aojd wf wysh, vj
| Bigk 7 Halsel tiek aniabe] Ak 7] 3 A
T TR AH)AE gkl 2 3RS mIZIthBabin & Attaway,
2000; Lin & Chiang, 2010; Lunardo & Mouangue, 2019).
odlE £, Lunardo and Mouangue(2019)= M2 2AE]
Bl $730] ABAR DM v BT AR e
o A4 W A 9 RRoR kY w
o). olell, =Ael Bl Be171e) e 2nlaje] <143 2
Mel BAE 2 Az dAe] R25E H B L 5

N
B

oy do
o
>

s Azteke PMe] Basel g /1A, 34, A8 7
A7} 8 Aolr). weh ol2id ARHo] £LFS dMe B
g 2917100 e Q140] 2R BAE A mAE 9

A2}
ol 77 Aoz dlEa & ek
AA S

2, Trewt e Tl

7M 2 B4 BaEst =M Pelohg 2917 2 A2
AP e M BRSO /5A, FAH, ABE F1X) A

O o= =2 AN
71 3 Me) Balss) B Hellg 2917 7k X7
Aol £ 45 Helulg Bel7lel] that 14lo] 2 1
Aeo) )5, FHA, ASE TR A2 mAE gaol
g0l Zolt}

223. EER): M BAE Fjjox

TFajolEE SRR FF B AF e AHEE g
}vgxﬂ ] uﬂz’sg%g] xlxba
Q1 e agloma) AFolut Aulzel vt eleler} wom
AR T Ee sAE Eva B 4 tkBlackwell et
al., 2001; Jeon & Kim, 2022; Kim et al, 2019; Morwitz et
al,, 2007). WERA, Fulelee aR|RRe] HF e AFES A
HHoz 3215 whe] 2014 Y5 A7 Rolelx] 713 9
A9 F4 WEE 7HEtH(Park et al., 2023).

Akl BRI e B Tejele] G VA

8 AIPHE F sl Aoz QA E ) tHHennigs et al,
2015; Petraviiiité et al., 2021). AH|AFE AT} MH|=E F
wigromA Aol Ushe 7M1 71 Jlse, dwle
Yre] BAET} Ale] Asks 7S AR 5 Atk 914
g g EA=E i 7FsAdo] B EolRIth(Hennigs et
al., 2015; Bitner, 1992; Wiedmann et al, 2009; Chang & Lin,
2022). €2 9, Kim(2009)2] 7ol wEm | Au)xp7} 2A

&3 st S8 84,

1 =

o =
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Stimulus Organism Response
Hs Mediation
Perceived luxury
brand value
Luxury _br
Bt’ ] H(#) Hy(+) Luxury-brand
pop-up store purchase
atmosphere intention
Control variables:
H3(+) Hy(*) Income, Age, Luxury
brand involvement
Congruency
between brand and
pop-up store
atmosphere Control variables:
Income, Age, Pop-up
store involvement, Pop-
up store types

Fig. 1. Research model.

AR, FAA, AE M,

e 2 |
B 7Rx)9} 7He @Ay Halle AF Tl Fujolwe) FQo
3] L 3]

b JaRS mFtka Buslglnh 3, Pu2023)e] ATolME
Mg o) Bal= wjgella] A|Fe] Azt 7RR)d] JEE v
]

B ol 2wl olalel] YA JFL A W 7
gaksich. of AT el 12 Akl i E9l1sh ©
3

A :
2 A7E olER AR A7E e, M| Hriel
A 2B} ARske B2 BAE 7 (7153, 244, A
34 72 FAAoR A7k Zow daeit). 3], 3
mj o] =FA oy gl e TR, SoF, IR B A
A} Aughe A 7H)s, uAt

A3k Fole Aosh @A 7H)Ea, BAlse] AlgE )9
£ 23184 ek o 7198+ Aok w4
Aol SAE 2zkE BA= 71x7F ) o]we] Ao
A ) Ace e, et pe S Ada.

71 4 YMe) B S5, FHA, AIE 7H) Azke
Yue] Bas ojele] He] Jag A Zolt

224 AZtE HME] Bl 7Ex) €] w7 g3t

S-O-R el Awlxpe] j# Q14(0)] &H] 2] A=
221(S)F &HAF ¥k 7HR)S] #AIE wihsitkaL A|bsh
(Mehrabian & Russell, 1994), YA i £21719F o
of tigk Aniate] H whE 2k AAlNA v AEE F

Azt 7EX 9] wiE S ER1E A TH(Chen, 2014; Ha &

Jang, 2012; Lin & Chiang; 2010). Lin and Chiang(2010)
g iERelM A7t AEA 77 dAET 29714 AEA
84 FEA 94 9 ORI g4t v AR S,
Aol 5o dFow 7F IAE wivligithe e Wl
TS, Chen(2015)y RIEH]e] &91717F A2k 24 71|}
7154 7ERE Alarste] AHEe o) Fo el A1 9
S vAte A WAL Ha and Jang(2012) 213
A7t IR AZFE AF 9 ARlE F2E 381, o]
=

g Fol Ao, PAe

0

i Az

o
1
%
z
=)
d
&
=
lo
i
Z
=
A
X,
i
=
)
]
paV
i
2

thee] 7Hde Akt

7hds: 2pde) Base) 754, B4, Al81E 7K Azke 3
Sl 2917100 T 143} FelolE 7k B v eleh,

a =
E HLE 2 2351901 Table 29} 2t}
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Table 2. Measurement items

Variable Measurement Reference

The interior of this store is attractively well-decorated

The display of this store was impressive Xu & Nuangjamnong (2022)
Store atmosphere The lighting in this store made me feel comfortable Choi et al. (2021)
The scent inside the store was pleasant Zhang & Cude (2018)

The staff in this store provided attentive service

brand has the highest quality
Chen & Peng (2014)

Functional value brand is sophisticated and elegant Hennigs et al. (2015)

brand is excellent

brand is worth the financial investment
Peng & Chen (2019)

Perceived Financial value Purchasing brand is worth it Hennigs et al. (2015)
brand value Buying brand provides value for the money paid
Using brand attracts attention from people around
. brand is a symbol of wealth” Choo et al. (2012)
Social value . a
brand is a symbol of success Shukla et al. (2022)
brand is a symbol of the upper class
Brand purchase intention I intend to purchase brand in the future Foroudi et al. (2018)
N The atmosphere of this store matched well with brand
Congruency . . . Lunardo & Mouangue (2019)
The image of this store fit well with brand

Pop-up store involvement It is important for me to visit every time a new pop-up store opens .
Involvement . . Shim (2016)
Luxury-brand involvement Luxury brands are important to me

"Note. Items with a variance inflation factor (VIF) exceeding the threshold of 3 were removed.

CHg ALEI 7817}
DAl ZEg =

113

SHEUEY) Y02 M YLICL Y2 BES W22 B
ol SEoto] FAIZ] BRELIC

fu

Fig. 2. Questionnaire example. Attps://www.hankyung.com/article/20230518437 1i.

£ ATe 2HRpE 1MEkE #2971 #wd S g3l F yle] Fgom A, 317 71
o] A= 942 Aot wiF £9)7] abe AYA(Choi = o

et al, 2021; Baker, 1986) vlEo 2 & F3o| A=} Peng and Chen(2019) 2 Hennigs et al. (2015)2] #&S &
AEA 942 A dxeEE 842 sl Xu and |3l F Il BFoR FA3IT AR TRE Ble
Nuangjamnong(2022), Choi et al. (2021) % Zhang and Cude o] AREA A9, B4, Feof A4S veiE 7Rl g X

(2018) E315 ol g3le] & s7j¢] E3ro g TAsITh A 4d zto 2 Aolslal Shukla et al(2022) 2 Choo et al. (2012)%]
BAE 7Xe JAmdS RS & ARt A7kek gag TS F8ale] F i TR Y YxEe &

Bz 7HX 2 Aot Az BRE 7ixe] skl S sk B917] 805 Uit 12eo] B B
F 7184 7KRE BA=e] 9Adat Fdd digh Az 71| =o ik Q123 dAshs FEE A ISt Lunardo &
2 )&} Chen and Peng(2014) X Hennigs et al. (2015)] Mouangue(2019)¢] 3 &8sl F ] 3oz A3t
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3.2. HiolH =¥

tlolE] #3228kl
19~797k4] g7ie] gA
= 2000~500H MRS tdoR o]RojRlom,
AL, FollE, 71, A9 FEel) W SEA 150,
W3l A A EI T, ME], R, B 7BvED %
3R 1508 5 = 30052 HolHE £33

dlofE] £ o]F MERAL SRR AFFAE B

=

19

= AL FREF| G SHEe} 7Hdel tigh AREA
FEZE# F(boot strapping)= G35+ T} PLS(partial least

squaresy= F TUAA B9 tijter iy glow,

o EAE S Hlaste] iAo iy HE GEge]

s 2 e AR dEth webd, B Ao} el B

B 7|7 A ew Aar, o AddTelr dEwds

23 A7 BES Beshs PLSE &8st Ao AR
U

4. 917 #AT

4.1. ZAXLe| bk S4

AT sk R E A9 95 geld W
Aoz RE HolElE FYsglen, F ot 7k 5
Jof) gk ol A R7] fJ3l TlelAFAA S A3
A3, FAug fFE I Aol Nzl Qo] &

ok

)5} z}o]Z FRIFYTHChi-square =8.301" ). SHE Hul |

N

g

lo |4 4

75 2001~300) Awlpe] M st Eghort Wk 94
o FArAe] A% 40-500) 2)Ake] WE WlEs} g
@, FA FFol mk U wgel 2ol7k YA gl
7] fele LA SR AL, 715H SR, FHH A
2 ARBE 7R folgk Alol7h AAeH(715A KA t=

2331% FRA 74A): 1=3207"; AB1A 7H): t=2.190"), F
o) zell= fof gt fo)7F EAYSEA] okt whEbA, At
A B 8L 715E 7, 514 7 9 ARBE 7]
of gt FAWHTFE EEHoH, F JES TR WA g
S e g 7S ASEIth AR IFEAIEE &
A AW, A SERRe] AEE A 52.7%(158%),
A 473%(14298)0lH, ABEIZE= 20th7F 23.7%(719%), 30th7}
27%(817), 40th 26.7%(80%), S0TH7} 22.7%(68%H )2 Iet
Sk A SEAN] FEE giEgEAdAt 71.3%214%)0=
71 T2 HES Helom, ok AT oido] 18%(54%),
st AT olah) 10.7%(32%)2 JERTE AA -SHAR
FY2 2009H oPF~300%H wFE, 3007Hd ©]’4~4009+ H|
gro] Zkz} 18.3%(559), 18%(54)02 7Fd & Hl&S 3}
ARem, 5008 o1d~6005r mlRte] 12%(36'), 8007+
ool 11.7%(35%), 6005k ©]’d~7005k wIRto] 7%(217),
7007+ ©]7g~8007H TRkl 6%(18%), 1008+ ©]/F~2007t
A4 HRke] 5.7%(17), £5°1 1008k vwkel SRR 6%
(188)2 UeRTh Al SHAke] 2 AHRF-2lo] 48.7%(146
OoR 7P w2 vES AL, dEFo] 10.7%(327),
0] 73%(227), M0l 6.7%(20%), HAFH 6%(18%),
ALY, 717 53%(1649), vl B AH| 22 33%((10%), 72
23(79) 502 Yepsit).

42 EWFEo| MEE U ElEE HE

TZEE 7PS AR UM, B AFolA ARE 74
el gk 21 e9e Hesh] s F8S SPSS
23.09} Smart PLS 4.02 &3] 533}

1A, ESEHRAC1TE 7R, 214 7H], AREA 7,
APyl tial]l 382 2 2k3) 0% (varimax rotation) O =
Al QRS AAE A Al A2 g9le] EEHUTE B
B A%eE Yehlls KMOZES 0.894, Bartlett®] 784 7
HAXE 2693.34901H F-o5F2 00002 Q0lEAof 3t
Aoz el et a9l I-fFk(eigenvalue)o] EF 1 ©]
Folar, BE W] 3%/ ALt 0.5 oo = YeRt F
29 a2 APsivta & 4 Urk(Hair et al, 2019). KA
A 5440%2 AEEE 7R AoRE et 291 1
Al el 7158 71 B Al Jfe] SHF 7k Z3e] st
o] 8gleg FEE Y|eIHA /AE WHsdith &
Q1 2= Ul A9 ALEF 7EA] B o] FEEY ARE TR
=2 9slal, 891 32 F e dxY Eo] FEE ‘U
o2 W EFATHTable 3).

olF, RMIF QRN Axz ©EE A e HeEE T ¥



46 = FRI]S1EIR] 27 H A1E, 2025H

22 9 QR A% 9 BEE PLSE Eell UF
3 AT Table 49 2T WS 2 TETAA(VIDE A5
A% 71FENE 2Pk B9V & B, ARE 7 F 2

S ARG YA 39 VIFGES 1-2.7972 7154 (7]
T <35 sk o] EAISKA] &UTH(Hair et al., 2019).
o2 =A7eke] A4S wdstr] 918k Cronbach’s o

23 JIEANE E(CRYS 2461321, Cronbach’s ok .780
~934Z FRIFAJT, CRE(IE > 501 901~.9442 ZH 5|0
AFAS 81 tH(Fomell & Larcker, 1981). A5EYE 2
g 93l AEFEES] FF8AF-F(standardized factor
loading)?} Y&, FFZ (average variance extracted)S 7153}
o BE @%%3%94 EEQ004Egke] 7|EA]91 0.601%

= O] o
oI, AVERE 0.5 ooz vept EA17F gles FRlst
AtH(Table 4). 3, ABAIS 7ke] ojdgbdA B4 wE

HTMT(the Heterotrait-Monotrait)°] =5 0 ©|’F, 90 ©|3}=
yehd, IrEelFd o] 5= ATHp <.05)(Table 5, Henseler et
al., 2014).
L =)
A71el AT F d= T

Table 3. Exploratory factor analysis results

(7]?: <50%)<>l 41.68%% B4 3ol ZAI7l gl A
319 TH(Lee, 2023).

4.3. PLS-SEM &4 Z#xu}

43.1. FEE f‘é«l i

PLSE T2EF dFHPLE A st HAW
o] gt A=l R? Blindfoldings 53) =¥ ZE IHZH
2 e AR FEA 291 QX(construct cross-
validated redundancy)2 7R Ee] Wbzl o= S ‘/PEPH
SRMR(Standardized Root Mean Square Residual) #|3%
-3k (Park & Kim, 2015). o]0l £ 7o FxmEo| EH
AZAY= A% A e 2ok UA RS S48 4
I 715w 7R 389, AFEA 7HA] 214, HAE ol
4852 UERET, olE R’9] 7|33kl 102 Asjgons Ay
Mol | ZHFE7F BRJLATHChin 1998; Falk & Miller
1992). T3 QPEAAD 157~3042 UER} QX 7129 0&
Fslete] A ASAFEE okl & 4 Aok (Hair et
al. 2019). T3 H33F ARl SRMR 7|52 10 &
.08 ol3lld], 0792 Z8=]o] ATEF L o Fo] - A

o mﬂ r{r

Component _
1 ‘; 5 o2 3kl UTHHair et al. 2019).
Functional value 1 796 267 .086 _
. 432 TEEY] ARwA A%
Functional value 2 748 281 124 HMa] Fdug 2979 tish clale gMe Hazo] 7]
Hur i e U= ==
Functional value 3 .802 .199 .190 e T B -
Financial value 1 .667 .380 136
. . Table 5. HTMT
Financial value 2 755 258 214
Financial value 3 748 223 211 a b N d
Social value 1 381 725 148 Congruency(a) -
Social value 2 299 368 194 Functional-Financial value(b) .509 -
Social value 3 294 896 126 Social value(c) AT T8 -
Social value 4 949 885 107 Luxury-brand purchase intention(d) .402 .717 .612 -
Congruency 1 214 149 917 Note. Congruency = congruency between luxury brand pop-up store
atmosphere and luxury brand image; Functional-Financial/Social values
Congruency 2 224 180 904 = perceived luxury brand values
Table 4. Reliability and validity
Construct Items Factor loading AVE CR Cronbach's alpha
Functional - Financial value 1 782
Functional- Financial value 2 .824
i . Functional- Financial value 3 .805
Functional 4 o 665 923 899
Financial value Functional- Financial value 4 835
Functional- Financial value 5 .808
Functional- Financial value 6 .839
. Social value 1 914
Social value . 823 .903 786
Social value 2 901
Congruency 1 949
Congruency .906 951 .896
Congruency 2 955
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Table 6. Path analysis results

Bl 7] el 7F #A. BUEG) FIpg £V 1 A2k SRS 2HRAE SHI0E 47

Hypothesis Pathway s t-value
Hi Store' atmosphere — Functional Financial value 368 6.039::
Store atmosphere — Social value 232 3.544
m Congruency — Functional-Financial value 223 3.498:*
Congruency — Social value 179 2.616
03 Store atmosphere X Congruency — Functional-Financial value 127 2433
Store atmosphere X Congruency — Social value .032 .830
m Functional Financial value — Brand® purchase intention 522 8.569::
Social value — Brand purchase intention 179 3.266
Store atmosphere — Brand purchase intention 237 38227
H5 Store atmosphere — Functional-Financial value — Brand purchase intention 192 5218
Store atmosphere — Social value — Brand purchase intention .041 2310°
Income — Functional Financial value .044 .847
Income — Social value -.032 553
Age — Functional Financial value -.028 529
Age — Social value .052 976
Control Pop-up store' involvement — Functional Financial value 220 4.402::
Variables Pop-up store involvement — Social value 217 3.546
Pop-up store types — Functional Financial value -130 1.405
Pop-up store types — Social value -.070 0.692
Income — Brand purchase intention .014 250
Age — Brand purchase intention —-.057 1.185
Luxury-brand involvement — Brand purchase intention -100 1.935
Note 1: Luxury pop-up store, 2: Luxury brand
p< 001,  p<.05, p<01
S BFAHNA Azl Ao TS vFHOov(B= 368, 1= Ae Gl ¥ wrhe e & Aok vl E, gMe
60397, =) AR/ Azl Aol FFE B Ay #7100 B 14jo] HAl= ool iR A4
2oz ekt 7H 1o] AElEdekp= 232, 1=354""). 2 ARE folsidon (=237, 1=3.822""), M) A
2y ARRA7IR RS 7w dE el tek A=A H 91710 thEk 14o] xzhe HAE 7IRE 7AA HA= Fuf
Eob AZtE 7= A7 vAE gMe Sdnig 9 ool A= IHHARE fFoltt Aos Yetle w4
710l thek 2] Gl AzhE AEH 7R mAlE 9% A7 B=192, 1= 5218”7, A HIIA: =041,

g Wt} o Atk A4S 4 5 Ak gAE] BA=e) HAg
HATE 2917] 7F A7k IXAde B 71| R zhe] e
FEE WA 7R 20] AYE RO (7] FRA IR p= 223,
1= 3498, AFAVIR: B=.179, 1=2616"), ©] 7
7)eJRAA7R ] ARAGFTY AR A7 R Fo)
A7V 71s A7 mRE 9] § E=rhe
I ik A Hduig 2207000 disk <147 A7k
= 7HA] ZF #Al] gigk dxe] 2EERE He5she 7
38 e AR A dXAge] A} Fojg Aew
UERH(p =127, 1=2433") A% XHEE 19T}, E3t, AzhE B
W 7IXE Bale oo ARl S njx s 7+
4015 FRAATNA: =522, 1= 8569 ; AH3|H7}A:
B=.179, 1=3266""y} A=At 2 715 -FAA7IH 9]
HAEAGTE ABA7IA 2] ABA SR 953] Eof A7k AL
3| A7X R A7k 7)e 277 B E Aafowe n)

X o
ox 2

1o oM

>}L
g o
i = ul O koo

—

1=231077). WepA, AzE A= vk Hee e
we)7lel Tjg sk HRE ool 7k e FE ke
Helslgonz 7h s AR o FAs
TN B} R BRhssl A5BAH % A
P Aol felg 4R FAE AL SBHE- 220,

seokok

o\ o H

1=4.402" ; f=217, t=3.546 ).
5 2 9 sHHIHE

2 A7e gAE gdude] wiig E917171 oue wiAY
5 B3l AniRte] gAME] Bls Fujolre) S vA=
A A H 7] 98, Mehrabian & Russell(1994)0] #|A]3F S-O-
R 2d$ vlgog Har 71x] Q129 ujyfaziel Hal=9}
A B2 7 AdE AR 2HEHE AFHeR
At & 979 8 A3 v Atk
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A, XY AT (Choo et al, 2012; Hennigs et al. 2015;
Wiedmann et al., 2009; Yang & Mattila, 2016)= B} = 7}
2] RS 2A 7)5H 7RIS} 514 VIXE 47 =
Aoz ARslal o, & AydAae gME FAvigS
gk AHAFEO] o] F /39 JIAE shte] TR sk
Ao 2 vt o) ARt gAE] migae xpdslE gl
Ze] QlElle], HAl, oHIE 58 Fgt e o] LM
gAg] Bl igk Zaju| F42 A7k gAg] el o
sk Zam|q] 714 A 7 S Aslehe AE 29 A
o=z & & ti(Wiedmann et al, 2009; Tynan et al, 2009).
wbA GAE] FRuE AP S Bals dEe Zeudg
F4ol| izt S AFsi, ol Qe e 7H4 A
< A wolgol=d FE¢S vE 4 ok

A4, 2R 8] 39 BA71E S8 A0E )
SrE B 7234 7R 9 AR VRE Y =
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