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Influence of Luxury Brand Pop-up Store Characteristics on Consumer Experience
- Moderating Role of Experience Type -

Hyerin Jeong and Hanna Kim'
Dept. of Clothing & Textile, Chungnam National University;, Daejeon, Korea

Abstract: This study examined operational cases of luxury brand pop-up stores between 2022 and 2024 to derive expe-
rience types. This study also conducted a quantitative investigation of the relationships between luxury brand pop-up
store characteristics on consumer experience and the moderating role of experience type. Data were collected through
an online survey of women aged 20—49 who had visited a luxury brand pop-up store within the past three years. Data
were analyzed using AMOS 29.0 and SPSS Process Macro. The case analysis categorized experience types into exhi-
bition-type and participation-type content, further divided into four and nine subcategories, respectively, thereby providing
a structured framework for understanding consumer experiences in pop-up store environments. Confirmatory factor anal-
ysis supported the adequacy of the measurement model. Additionally, structural equation modeling indicated that play-
fulness, innovativeness, and popularity were positively associated with emotional experience, whereas symbolism showed
a negative association. In addition, playfulness and innovativeness were positively associated with intellectual experience,
suggesting that hedonic and quality-related attributes enhance consumer responses. Moderation analysis using PROCESS
Macro (Model 1) showed that experience type significantly moderated the relationship between store characteristics and
emotional experience, indicating that consumers may respond differently to store characteristics depending on the type

of experience provided by the pop-up store.

Key words: luxury brand(4E# =), pop-up store characteristic(& "7 £4)), consumer experience(ZH| A} A &),

experience type(*3 +3)
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Table 1. Pop-up store experience types and content elements
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Exoer
xperience Related photo
type
Exhibition
content
Image. 1. Product Image. 2. Object Image. 3. Brand culture Image. 4. Media
WWwWw.naver.com www.apparelnews.co.kr www.chosun.com www.harpersbazaar.co.kr
Participation Image. 5. Try-On Image.v 6. Visitor gift Image..7. Photo zone Image. 8.. Design activity
content www.1Instagram.com www.Instagram.com WWww.Instagram.com www.1nstagram.com

Image. 9. Education Image. 10. Gift with purchase Image. 11. QR Event

e

Image. 12. Reservation Image. 13. Personal shopper

Www.instagram.com WWW.naver.com WWw.naver.com WWW.naver.com www.instagram.com
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2
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Table 2. Experiential features of luxury brand pop-up stores

Brand Exhibition content Participation content
ran
(Period) Product  Object Brand Media Try On Vls'ltor Photo Dgs 'S Education Gift wih = QR Reservation Personal
culture gift zone  activity purchase  Event shopper
Gucci
(] o o (]
(Apr)
Etro ° PY PY
(Apr)
Jacque-mus
) ) @
0  Burberry °
2 (May)
2 Goyard
yar
(June) L ®
Chanel
(Sept.) L o
Gucci
(Dec.) o ® * ®
Etro
oMoy @ ° °
Louis
Vuitton [ ) [ ) o [ ) o [ )
(May)
Ferragamo
(] o
(May)
Louis
Vuitton (] (] [ ] [ )
(July)
Etro
o
P (Sept.)
0  Burberry
s o) ® ° e o o
3 Jacque-mus
(Oct.) o o
Ferragamo
(Oct.) o
Goyard
(Nov.) (] [ ] [
Chanel
(Nov.) L o
Chloé
(Nov.) o ® ®
Balenciaga
(Nov.) o o
Louis
Vuitton o o o o o
(Jan.)
2
Tod's
g (Jan.) L L L
Gucci
4
(Mar.) L o 1
Loewe
o o ([ J

(Apr.)
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Table 2. Continued.

Brand Exhibition content Participation content
ran
. isi ift with R . P 1
(Period) Product Object Media Try On VlS.ltOI‘ Photo  Design Education Gift wi QR Reservation | rsona
culture gift zone  activity purchase Event shopper
Hermes
( J o [ J [ J
(May)
Louis
Vuitton [ o o
(July)
2 Li
oewe
0 ([ J o o ([ J
2 (Sept.)
4 Thom
Browne () o [ ) [ ) [ ) [ ) @ ]
(Sept.)
Maison
Margiela (] o [ J [ J
(Oct.)
Total 28 5 4 3 10 9 8 6 4 4 3 3 2
Table 3. Factor analysis and reliability of luxury brand pop-up store characteristics
Variance
Factor Factor  Eigen explained % Cronbach’s
Item . .
name loading  value  (Cumulative o
variance %)
1.This store makes me feel good. .84
2.This store gives me joy. .82
3.This store makes me feel excited. 82 2141
Playfulness . ] 4.71 94
4.This store gives me pleasure. .81 (21.41)
5.This store makes me happy. .80
6.This store is interesting and fun. 78
1.This store is creatively designed. .79
2.This store is superior to other brand pop-up stores. 77
. 3.This store is crafted with craftsmanship. .76 19.45
Innovativeness . . . 4.28 91
4.This store is constantly evolving. .76 (40.86)
5.This store has the highest quality. 71
6.This store maintains its identity while trying new ideas. .67
1.This store is a symbol of the upper class. .87
. 2.This store feels aristocratic. .85 14.85
Symbolism . ) 3.27 .90
3.This store elevated one's social status. .81 (55.71)
4.This store makes visitors stand out. 77
1.This store is famous. .81
. 2.This store is well-known. .79 12.32
Popularity . . 2.71 .88
3.This store is popular. 75 (68.03)
4.This store has an excellent reputation. .56
. 1.The period during which visitors can participate in this store is short and limited. .84 8.17
Temporality . . . 1.80 .76
2.The products or services offered at this store are limited. 82 (76.20)
Mze WrE ks WS TYehy glof ez W 3 SUA AR 9 wE EPehed, BE WisEcls
WAtk 290 29 LRAE 428010, AL 1945%01L, AT ohel wlF Bo) BF o)A THHEE o]
AFEE 91 22 YERITE °]& La et al(2015) A7l Sk #Eo] she] g9log F9l Ao=g Bt 29l 32 4
Mol WEe E4 2913 Kim(2016) A9 28|13 954 7he] ko= FAESII, Vigneron and Johnson(2004)2]
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o

F4 99091 35 B9 Aokt Baso] HEHAS B
o wigo] BERMEZAS] YL 43t BAol Ko} of

80019, /‘Ji].‘::_“ 8.17%0] AL

42.12. 28R AE

Z2HRF Aol tisk 1288 8”1 #4418 Arjs A
HV} AP F U 9102 FZHJTE AA Akl A9

L 7297%= VEbPtew, 2 A3 Table 494 72Th

22l 12 BFEEA= #Y wgelMe] AL Aol v

}\1 E]—AHXJ Q9] T,lz_l_}\q

RS B3] TEHE 2919 A ElgAS
AZA ER1A 8218 At 2 A, SHEY
o] AFEE 4H(df)=1172.64(492), Normed »*=2.38, GFI=84,
NFI=.90, TLI=93, CFI=94, RMSEA=062% & 7|3 &
A0S RIS T, FEI]AAITE 71~.899] MR o}
Bt Zzhe] AEwigre] JiderdAde] EklEeH, RE W
T CR#RE 72 o1, AVE 32 .60 oo = veht et
A= FRIEATK Table 5).

, GFI=84, NFI=
90, TLl=.93, CFI=.94, RMSEA=.06). D]—%Qi TF2EY]
AR A3, HEEds g g 54 5 fe8 =52,
p<001), FAA(B=34, p<001), FEA(B=22, p<01)& 74
A Aol BHoE feld JBL MAE R0 Yehidh. v

&g 01]/\1 AR E w84 5 AHIRe] S ASske W, (=17, p<001y> ZAZ At F2Q JF&
AF Ad 8ol 23 7o FAHenRE A mEES Sledeh 3 AAA Addedle gl B=73,
Aoz WHrgsiint. 23l 19] IFAE 4942 YEpton, p<001)3} F3]4 (=20, p<001)¥te] B2 Fost Fafe
AL 4115%013L, AEEE 9307 2L S HAF < Hole o2 YERTH(Table 6).
o 21 3¢ 51 g0z FysgLon e A % Bal R BE 2R AY 2900 FH 3%
g Hiel 9 5 g e SeE Sl Agel 9 2 mHon, Bl wgeld s Avle F6) aht A
S ok 8o el 2lef <A ﬂm B9 SUse ¢ b Fad 2498 9 5 A o 4
sigieh. 291 29 RS 38000, AR 3L8%E Ve e 5E B9 AN £33 7L BAE9 HaE 4
AFEE 908 HoFQ) < 3 5 AvkeE AYPATF(Klein et al, 2016)2] A=
AR}, A E A AR AAZ Al Fel7t dF
422. 3R1A QRIEH < AL, ol HFEEAETL 7R BAllE PAYH §404g0)
H AFAE AMOS 29.08 ©]8gF TR Aol oF 2R ke AR EA%S dol Bzl dis) o]
Table 4. Factor analysis and reliability of consumer experiences
Variance
Factor Factor  Eigen explained % Cronbach’s
Item . .
name loading  value  (Cumulative o
variance %)
1.I enjoyed my visit to this store. .85
2.1 had a pleasant experience at this store. .84
3.Visiting this store was an enjoyable experience. .82
Emotional 41.1
motfona 4.This store included fun elements. .79 4.94 > 93
experience (41.15)
5.This store offered a variety of interesting experiences. 74
6.1 appreciated the beautiful interior of this store. 74
7.The atmosphere of this store was appealing. 73
1.This store provided opportunities for learning. .86
2.This store enriched my related knowledge. .82
Intellejctual 3.This store included elements from which I could learn. .81 3.82 3182 .90
experience (72.97)
4.1 obtained new information about the brand or products at this store. 74

5.My understanding of the brand or products increased after visiting this store. .71
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Table 5. Results of confirmatory factor analysis olagfe + Y2 ZLTS U £ gt E3F] QAXF AFH)
Construct ems Feor e SOV SVl R b, ol ke ot A
eligol A QIAA s £Y F vk #R] Ding
S, - and Jung(2025)°] ZE R AT WA, AHAe] 294
Playfulness Playfulness 3 83 73 91 qu/]\;}j;l'yjj ?}jﬁ 7‘15:% ;i: 1:0 t(ti% X}iﬂ;} e
Playfulness 4 .89 T 787878 gk AE)H ERe] = HY g W
Playfulness 5 87 A =7le AEA =de el F e rEitt ol
Playfulness 6 88 WE 18] G0l e i 0] Avlae] RgHel 3
Innovativeness 1 18 A RS #§1E & ke A8 A (Lunardo & Mouangue,
Ionovativeness 276 20198 SRADT B, §94 201 A AGele 3
Innovativeness izzzzzﬁ:zz: i ji 60 .85 o= folgt 3ol U=, O]E‘ ZeH|ZP7} oln] HEH
. Ao s & QIXIslAL 917] wiieel A€ HAs JIAEE
Innovat%veness 5 78 HpERo = 2uilake] MRSl Mhe-S Toll Hols FakEel
Innovativeness 6 .80 e orenl olxln Lo “‘:“‘ = ] ‘_o}o (‘; .
Symbolism 1 72 U 1AF] Aol e S WA G vt
Symbolism Symbolism 2 T s _ - I _
Symbolism 3 84 424 BFEA= F]] o] A e 2dad HS
Symbolism 4 89 BEEAS FY wfge] AP fPol BFEA= Y w)F
Polularity 1 73 of EA 2ulA APl MAE 2dEdE AT Sl
Popularity :iﬁ:::tyi ;2 58 79 SPSS Process Macro(Hayes, 2018)2] Model 12 o]&3}] #
1y ' E2E(k=10,000, conf=95)3 Z7H= Table 77+ 2.
. e 2a0] 9, AY ) B BGE 0 oI A
Tempomly L s w01 P Ak A Qeleloht 4 A€ ol Y 242
Emotional experience 1 .85 7F BATH=1)7H HY wgells AR EA Qe A
Emotional experience 2 .88 HAAFM AT F A= AEC] BT 7K F=EHAES o
. Emotional experience 3 .87 = @Y 39 71 GAE Hr2 AL ol ¥
ir;;)rt;zsi Emot%onal exper?ence 4 .81 .67 .92 FAFLE HA] A9 Ao 7, B ALUFE Ho] =
Emotionsl experience 5 82 499) AYYL S|, o), o)F Tl Wasl) S
Emot?onal exper?ence 6 74 TR W WMol 3782 71F0= WaET) ol o] 71}
Emotional experl.ence 7 .76 o Jge AN £ (=0, n=181), Pt 2ob 70] 7V7he
Intellectual experience 1 76 Lo = om g 6= Axd=lol 0w
Intellectual experience 2 .84 = - et O(El’ n 219)—‘i_€_ gapsict. =2 é%’ :’_W#
::;B;ani Intellectual experience 3 .79 65 85 A _‘H EHXOI'Q]— 43 734 Ade %ﬁ]oﬂf\i xﬂ:‘ﬂ Traég_]
Intellectual experience 4 .81 ZHEIL FolshA vebdEdl, A Al 39 dE
Intellectual experience 5 .83 2-8-3H(B=.1769, p<.05)°] FHLo T FoJgt J&g2 vx|= A
Table 6. Results of structural equation modeling and model fit
Path Standardized coefficient S.E. t
Playfulness — Emotional experience .52 .05 9.60"
Innovativeness — Emotional experience 34 .07 453"
Symbolism — Emotional experience =17 .03 396
Popularity — Emotional experience 22 .07 3.10”
Temporality — Emotional experience -.00 .05 -0.03
Playfulness — Intellectual experience 20 .07 349
Innovativeness — Intellectual experience 73 12 734"
Symbolism — Intellectual experience .07 .05 1.27
Popularity — Intellectual experience =07 .10 —0.85
Temporality — Intellectual experience =07 .07 -1.29

Fit: ;7 (df)=1172.642(492), Normed »°=2.383, GFI=.843, NFI=.901, TLI=931, CFI=.940, RMSEA=059

p<.001, “p<.01
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Table 7. Moderating effects of experience type on emotional experience

B SE t LLCI ULCI
Constant 2.1235 1856 11.4424™ 1.7586 24883
Playfulness(X) 6296 0385 163326 5538 7053
Experience type(W) —2876 2841 -1.0123 —.8462 2710
X*W 0375 0581 6467 ~0766 1517
Constant 24548 2041 12.0299" 2.0537 2.8560
Innovativeness(X) 5936 0451 13.1742"" 5051 6822
Experience type(W) -5191 3158 —1.6441 —-1.1399 1017
X*W 0771 0677 1.1391 —.0560 2101
Constant 4.1065 2162 18.9961°"" 3.6815 45315
Symbolism(X) 2458 0532 46196 1412 3504
Experience type(W) -.1137 3042 -3739 -7118 4844
X*W 0068 0716 0957 ~1339 1476
Constant 2.4660 2401 1027117 1.9940 2.9381
Popularity(X) 5291 0478 11.0665"" 4351 6231
Experience type(W) —.8674 3601 —2.4089" -1.5752 —.1595
X*W 1769 0718 2.4631" 0357 3180
Constant 3.1552 3262 96733 2.5139 3.7964
Temporality(X) 3870 0651 59460 2590 5149
Experience type(W) —.0566 4393 ~1287 -9202 8071
X*W 0185 0879 2107 ~.1543 1914

p<.001, “p<.05

Table 8. Conditional effects by experience type

. 95% CI
Experience Type Effect (B) BootSE t
BootLLCI BootUL
Exhibition (0) 5291 0478 110665 4351 6231
Participation (1) 7060 0536 131793 6007 8113

Note. B=unstandardized coefficient; SE=standard error; Cl=confidence interval;
LL=lower limit; UL=upper limit

ok

p<.001
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