The Research Journal of

the Costume Culture

[Original Article]

Received June 06, 2017
Revised August 26, 2017
Accepted September 13, 2017

TCorresponding author
(jyu@smu.ac.kr)

ORCID

Doree Choi
http://orcid.org/0000-0001-5188-4924
Jihun Yu
http://orcid.org/0000-0003-2916-5645

This research was supported
by a 2017 Research Grant

from Sangmyung University.

This paper is a part of a
master’s thesis.

pISSN 1226-0401 elSSN 2383-6334
RICC Vol.25, No.5, pp.543-560, October 2017
https://doi.org/10.29049/rjcc.2017.25.5.543

Effects of cognitive factors on brand attitude and behavioral
intention across different fashion pop-up store formats

Doree Choi and Jihun Yu"™
Dept. of Human Environmental Science,
The Graduate School of Sangmyung University, Korea
Dept. of Clothing & Textiles, Sangmyung University, Korea"

M EBY A0S M Q0 ME 01X 2010] HUC
BT o @S o0 Djxi FE0| e A7

HE-Q

N
et el AR 4

oE
s
Lo
K

Abstract

The aim of this paper is to find which types of pop-up store positively influence
consumers and to analyze the factors that affect brand attitude and behavioral in-
tention across different fashion pop-up store formats. The data was collected from 217
respondents in their 20s and 30s and then subjected to descriptive statistical analysis,
oneway ANOVA and regression analysis using SPSS Statistics. The results of the
oneway ANOVA test indicated that the 'Pop-up store of alliance with different kinds
of industries' is the most effective type for increasing brand preference and brand
recognition amongst consumers. Some further insights can be made from the regression
analysis results. There are differences between pop-up store formats in terms of the
cognitive factors influencing brand attitude and behavioral intention. Moreover, there
are differences between pop-up store formats in terms of brand attitude factors
influencing behavioral intention. Through the results of this study, fashion companies
can determine the best type of pop-up store to open depending on their aims. In
conclusion, this study provides valuable insights to fashion marketers, helping them
to determine the appropriate factors to consider when planning fashion pop-up stores.
Academically, this paper contributes to expanding the range of research on fashion
pop-up retail by studying consumer experiences of different pop-up store types.

Keywords: fashion pop-up store(ZJ& B AEO]), formats(%F), cognitive factors

(912 R9)), brand attitude(H#HE EJT), behavioral intention(F& 9/%)

l. Introduction
WA AP ALY 7o) BHy ALA R WskE AEStL Utk A9
AMAES 4T ABE ZA o7, Baglo] BT EATT 2S Bew,
BH=7} ofd tigt 845 H2AIAFVIE ZIHd A 7L oljt AnjAt
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2 WA B AE0lS] AP fFol wE AA <ol
of 71eel] 28] FIoh Rt FAIO, B4 )
% 9.0 YA AT ABAT A 1) 15
Selsha Ao sp7]% stat, oldl o] g
Gt g Yo 3 Shbh B AEoIT B A

Eole 44 717t Sttt 2FEHER, FET T2
A 5 WS 5k Al - 37 849 ’5‘}1“401
S, o] F F3f AnlRtA S AFS Al
3% 4 JtHKim & Lee, 2012).

B AANAE I ASHoR BY AR}
F7hste AT B3, QU Wt ge By AR
oft uhae] Felot £ BAo] thaet W, ol
F3He 719 YHIAE BY AEolE olgsh
alae] BEst W PP gl RPER s}
Slo] BA FAJof Agket B AEo] 882 HAHF
o® 7gsks Aol HE AHHY Aol
Iy Ag7tA Y =5 B A& Higt A+
£ AvEE, He AE09 AHA 94 9 FHF
Q40 gt d+(Jung, 2014; Kim & Lee, 2012;
Lee, 2012; Shin & Kim, 2013; Yun & Lee, 2014)2}
HY £2E019 Hx &4 5ol &vA; Hlkof vA]=
93 59 A-*(Chae, Choi, Jang, & Ko, 2012; Kim,
2010; Kim & Kim, 2011)°]] 5= o] Q) ESEH Yu
and Choi(2015)= = i HF AE0|9 &9 At
92 Hheoz S A4 B B ARolo] 5
Hojsts 475 APstgot, 7t fgo) e
H7 5ol et 77} o] 20ix grot A 9]
IFJ 299] Aol A Uik olo] o
LA, 27 G $99 7Y A0l
11}7} 71—1— uHx]—,] o];qx% _glo]oﬂ tHo]— u:l
9, 4% oJEo) Folg EAse] o
o Y AEolh LA SolF AV 3R
4 PEE G 5 YA ISARIA P
tjsto], Eﬁz He % 3E 9o 9F= vlA
5 x| JIFE vAE EH=
B 89S ¥ AEo] F¥EE v E45td,
= YokaLA} °P~ o] FEjoll w718 gA oA
FAEstofor 2 FEo] Ut 7ol=zlS AAskaL
A Skt EE 7]4—«1 AFollAE EF HA =T
HY AE0IE vlu EAHAY, HY £2E019 4
%, ‘A AT ¥l Hgste] AFE A5
I, B2 B AR {3E A Ysh= 5ol 1A

'rhnﬂ
|‘>’ F_R
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(e Loro 4o N oo W B m{o

BHE e 4 FF ko] tAE Gl #3t A+

wAgolT

o} olo] §Iel, & AFAAE Ay ATolH FYT
HY 2Eole] §go] ths) vl 5ol Pt o2
2 vigos APoRA FRHOR MY A7

T4 A7 R F5aad sgon, §Y Axold o
3 28R Aol WS AR fPoRAA B4 A

II. Background

1. Fashion pop-up store formats

o 2AEO0|(pop-up store)T A= sFFoA 2
Ae 2 9 529 E 71t L= HA9
S oJnlst, A el L (pop-up retail), ZH A
YE AP (flash retailing) SOZE ETUTHGregory,
2009). 19974, Los Angeleso|A €& Ritual Expo”}
Fxo ¥ 2Eo] FEHiTHL & 4 loH, 2002¢
t]=-9] TARGETO] QEFH JA| vio] & H5=
AFHEA 2 o8 7|FEE Y AE0] vHA"EES
LE4517] Aol th(Gray, 2012; Moore, 1999).

Fe] A% AFolME oleie Y 2E0le]
ol thsfl charet o g AJoJstal Ut Lee(2012),
Sung, Zhu, and Yoon(2014)2 B AE09 48
‘NP FEYE FESHT Lee(2012)2] A
FolAE 7 A% BAE 71202 YR, 2
oW, B2, MAZ W, o2 1HYI 5RO
2 F3si0] olo] gt Alel 9 B4E 2
Yk, Sung et al.(2014) &9 A
e o, o1& oA Ad 5173%, A9l 14Y,
o]FFLoE &SI o9t ], Surchi(2011)9]
AFoA= B 2E0] {32 Ul 7HAE st
AUtk g BHE wigo] gl A H 7SHoR
ST o AU AR S Fe2
g mje ‘9my Ao, o] AEo] EXS
7}1A 28191 APo|EL <AA|F L2zjel AEo]’, PAL
A3 o] A Aolg R el WL
X7 okgof Aol 'R Aolasith. W Bz A
AEAQ WAL O E H AEONE U £
Aefol ek Feslol, WY 5 FEAA ANT
& 28 FH, AAF diEdS 883 FH, A
| 2 ARt FEP, AH oY HA 52 FRE
Foto] &3 PP, ‘WA, EY 5 olegidS &

o
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N
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St FE o A 7HA] 185 AIAISHAL Q. Yu and
Choi(2015)9] AFoAE HY &0 ¥ F 7+
A BHOR Hrol 24 oA erdl A4Sl
FI= A7t M%E‘r A, W] S 4l o
gt oA #Ee =ESIeT, Wekd, Bk, HiE
A 5 FeGARIA 298 FedA dHF, WA
ﬂ—J AST AFshe olFAY ART, P B

te Adiske “UAEZE AHF, 2T R 29H
—E 22l g, ¥, Aol & o]F0] et %
B9 ‘o]lFt &8F oIt} ojof Hsto, 29 &
of et oA FEE =&stet, ole AAE, &
P& 5 Ass 71 % Bisks 5249 AF &

I—J

o&'

s =2 iy
B e

= ‘E—T‘Oﬂ/ﬂ% u and Ch01(2015).4 uﬂxc} oy
Higo 2, s H AR AP w2 Nﬂ]xu
AA, BHE Hie 9 PG5 o JF BA

2 AtolE E43t0] o] 3l 7Iel 7™k Ha
AR

30l s= vHA" bE AlAskL

2. Cognitive factors
AA ti/doll thgt B7HaQl wdo =, F0]-54-
33 S AAE AE A2 Hold, H=, 1
%, P55 = 5ol IFE A= ARil(thinking)©]
A% ez AHolErh(Koh, 1999). webA AH]2}9]
14 ¥FE-2 ol AE A2 #S A= s
= AZor AFogd & Uk oF HAY <l
1S 2HAPL ) 58 she 59t WiEle

oL, AR, B 5o sHEHE AX Ho BE
Al A=olgt & 4= Ql=Hl, So(1999)2] Aol A
= AAH 2S &F, AdeFe], #2917 59 H=
213} A|Fo] A8y 34 s E2 AlFE 8
L, FHHoly FRkAteF 22 Q14 2919 Al 8710
= Aot Utk &R QIA A SE2 miAdof A
Agshs mHA" A= EE A, A%, A&Este
I #Hd &5, 52 ol A5S Frleke

a2al A=l JFE wol £ 5= AY

o oo = —

FHEe] - A 3

st= A So] :Z3tEti(Jeon, 2003; Wright, 1980). &
HlAE 71Qle] ASe Bed B4 WY W, 1 @
AS AR, AAE ¥ 7| Eo|L =& A
sei, ol B A wHeL mol7] Hd, of
3 9] HRS =012 A HIS AHA A ¥l AT
A k22 A2 Ao ALSHA AH|A} Pzof FgF
2 v|X] A =Hh(Bitner, 1992). Greenwald(1968)2] <1
AHEg ol 2o WEH, BHEZRE Hh= ol H
A5 &5 aB[AA Uett= Q1A ¥Egof oS
1 BEo] it B7pF Eebtkal shivh E3,
Fishbein(1963)9] HlE= RdojAE QIA|1LR o]&2Z
&l AR Q1A o] FF A Tt A
£ WL ok QJIAFZ o] 294 AH[AHY] oY
£/l diet B7HAE £49 F24CH)el 9
3 1A 27} FAHEIL, oloA EH=7t FHHH
I HSITh &, F o|20f AT, AulRtelA UEt
W QJAAA W2 BAHE HEo] S vA|1, B
oo et AFE, 5=t Z2 BHE H=rt
248 dd BEHEY AEE FLustAY, WS
Az, 384 4 52 Y FEo] word Zo]
L A= Rk TJH‘;‘ gE o]-&sh= AHAE o] st
A, 2R 5 d&5hy] s AHAF QR0 o
g AF7F A= ojof gtrtar & 4 glom, o]t
A2 Q1A] aQlof Higt Aot Bt Hix: %

B% ool g BA 1LL B, IF d=S
A1) ShAl oW Q17| 8elo] WET Ao it
7188 sk Aol ARAQ vHY Fns 4L 5

e Aoz malth

mehd, B Q7oA WA BY ARole] AW
0] o2 Aujze] AXNE 2] 98 B A
Eolof Tt 77k, 74, AA, W, WA 79 5 A
2 AFo] 2 BAC Hr A7 AP35 Kim(2010)
o] 79} B AROE AUT AulAe] 7o) BE
o o G Kim@011)9] Gl A Lol
AA o Bt 24 AL B ATo] WA 54 W B
Qsfo] ABHILA e,

3. Brand attitude

BEt Mol B Ajele] 71, uhe ApefolH,
s, A EBe AH SOl gt v
Eftb=t], o= 7iR1 A7 e JFE v
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4 4 B Axolo] AY §9o] W2 914 aglo]

4= SIth(Allport, 1935). Kotler(2000):= ojd tho]
L ofojfofo] Hisf 7ijle] A&H oz ZHA He T
o4 EL H|ZoAQ] AXH Wt B, F5 A
SO HEE olaistrt. kA HAE B &
H|ZL9] 1ol A 1 HASE thEsH= A FEHo|

LKL & 4 9l Zolm, B s Aulrt
e 504 B2 wzolHel Bt ayd LA,
W% AY 5O BHY & Y Zolth BA=
eI S P E D O LR
olE, 23, 48, 24 tiael 59 Fgolet 4ol
e, @) HAEE Gad) Bhalere] PR o3

ok ofyeh, AHAE oAl v AES fk
3, Ay orF7S AE5H] % SHek(Youn, 2015).
A el ndse) gel s A
AgerE AN 22E BrlelE BEot 2AS
Hohe, o8 BES HAE o2} Fhek(umar
& Shah, 2004). HHE €z obgzjo| T 429l
472 27 Slo] HAE e, 7o) WF 5 L6
B 7ol AT 8 8002 WAHD gt
(Jun, 2007). Kim and Rhee(1999)2] ¢tofA+= B
Cof digt A7t 7P st 52 1A 24 o
A=A, IA 8Rlo] AmALe] Ftufj ofwof F-ofFt
FEFS AL AR SH. BHE HE=E Bl
A4, BE AlF, BHE F4HO0 & FESto] 4
Chaudhuri and Holbrook(2001)2 E#=of ot
&2 /0] &nAY] A AE ofu|gittal H
ottt 0|9} Zo] MAC Hme} Aujate] o) P5
2 el sl glom, Wty ol 2zt
gt g0l EAI0] TelEolob B Al Z,
cuRje] BAE o] et A7E Bo) LA &
HES 72 BA Bk 5 g Aol o¥A
4E HAE BARE 2940 A4HQ o) BS
ot 44 o] A v1A & AL ot
2 Aol A He] AR0] §30) mE 4]
Aol BHE €& =457 Yolo] Holbrook and
Batra(1987)2} Low and Lamb(2000)2] EdHE 57+
£ AEE 9 BAE JbA 5O R, B AR
of thst v BEHE B E AESE Kim(2011), &
1Y A& A wiAIGol whE AHA} Bl
H=S A2t Cho(2012), gL FFOf gt &H|A}
Bes A7 Nam(2010)9] AFoA ARGE BHE

o%’ o i =

oftt

BHE e 4 FF ko] tAE Gl #3t A+

wAgolT

HE 23 AU £ a7l B4 4 R Bedtol
24 T8 AMgSAt g

4. Behavioral intention

aHAE AFoly Higol diet 7S &5 AHg]
A 52 BAAA BF =g FHoHA Hed, o™
{7t oA T &2 EUFY HEE Ao,
ol F1 & FF WHAA ATy AP F 5=
731401-E}(K1m 2013) Ay AFgAE P55 E9
g ool ool AL iAol tiEt B=E FAT &
olojAl= 1 FEFE AY Ee= A= A
9|79} Algo g AL Rtk(Boulding, Kalra, Stae-
lin, & Zeithaml, 1993; Lee, 2007). Ajzen and Driver
(19)= F& =7t P& FA Aol 2
7goln, gt 7iQlo] ojd 5= sh7] Ao Wizl 2

2 Peg st s FEs §rggcia o
At whEkA g4 847t Q1Y) FE Ao o

e 710K ek, W9l Yt olgo] ¥e4%
AR 1 WES AT 7FsA0l okl ol
=, W% et 2uAt il sl 3 e
2AH HES FHU Hol EHW vl YEoz
UehRele AAY oX T Aldolet & 4 90
o, BmSt BF Atolo] F7F WAE QAT 4 Ytk
avl PF oo 59 AP ozE T, A
del8)0lE, g, FAYE, ABYFE 5
o] mFHL.

AFh(©]§) 2 Aul47t A o FHo] of
3 BhE B9 Y AE 3L AuAS A 7Y,
olgstel Adow, BT 2HATt HE A%
Hog AEe PG 08T i Ju
Th(Yin, 2012). 281247k v B Alo] HoHA
FUAY Aol 249 oy 5o 7o) FAY
Fofat B el LolHel BEst HAHE AT
Ao gl st B4 HsAel ok otk

Fol% 5 ol43e] 2l AtololAl Uoluh ulF
47 ool 9% ARUAlHOR, ARt AR
2 Fu) T2 o8 Fo| Hske WFold, A
9l ol $92Ql 79| Pejz Lhelrh(Hwang
& Kim, 1995). IHEZ A == AH|R7T AL
o ARE o)A Adsta w@steE 4349
A AL omlgic. A8 @l whaw, An

- 546 -



Vol. 25, No. 5

FEYCZRE Y3t FHo] ¢ & JFHS FAlst
o, 342 AEo| Hlg] £42] FE] HE mZsH
H-85h= AOS 2 YEFFTHRIchins, 1983; Yin, 2012).

Asht Aulag el 7199 220l By
2 2R AN AE Fe ABIAE o8 7, of
of Eo4<) A4 - IAH B ek, 7o
BFO ool =S 1= Aoln, Tu) o A7)
U 71 59 5L RS ol Zojme B
o} 79 Agel Zas Adolet sHCk

2 AFolME A B AE0|9 {0 BE &

HZHe] Y5 & 5745t flste] A3 AtolA
BES FE oAx S AY 5, TR, AYE
%, ZoH THA/FHE, HEAE 5L E A
Tofl BA 4 9 Hesto] ARgshaat gt

0|

. Methods

1. Research questions

A B 2R WY £ HEAA AHD,
0|4 AFF, YABZE ANP Y AFo] w2
AH|ARO] QIA7F B Bk B Y5 OJ%of ujX=
IFol ot AFE 9Astol eI TL AT A
% A7 RS AYaSIchFig. 1),

ol

[ATEA 1) A B AEo Y S A
Ao} QIx), BAE HE, B L)
zol g Qohrict.

(A7EA 2] T B Axol W §7 2]
2o} 917 gglo] HAE o] vl

FHEe] - A 5

A Aol Aols Fopret.

[AF2A 3] WA FY 280 Wi F3E &4
A} Q1A 2910] FE Qo mA|

£ 9| Zjolg ol
[ATEA 4] A B AEol Y K v
Al BAE G g9lo] PF O
o SIAE el Aol Yokuch

Ol

2. Data collection and analysis

B a7e 2o WTl w2 WY AR 430
7199 &8=7F 11, olF AT 48R 7 A
gHoz we Aoz Wksto], Yu and Choi(2015)
o] i i F AEo] dggo] itk AFE HF
o=, $F W=7t 2 Al §8, ‘A dHD,
©O]FA AFF, dABT AU E S AT dFL
B A4Sk, o] Al f@ol W& AHRRe Q1] B
T HE 3 g5 =9 JF #A 1 Aol Hlu
243t0 siiek olS Sl WA BY ARl
B3t Agol kxS 2ulAS oz A
2AFE AAsEo, 24} GARe 20300 HY]
SHA 5T AL /\]7]L 122 20169 3¥ 14
R 49 197H4 AL, A7) L 7 A AFAE
Ggom & - oxvlele B HE LS AH
Act 174 54 Ak, ekl 894 657, Qatetel
ook 10172, & 166719 HEo] ==} 166
Mol BEZ A AFTF, olFAA ART,
‘PAISZE AP = AR 20 FE7E 2442
7870, 3170, 5771%, REEE sHE E250] Aol
7F itk wEbd f@E BnE Rt 44T

(A T )

2

Fashion Pop-up Store Formats

Brand attitude

- A type of opening in distribution
company

- A type of alliance with different

Cognitive factors \l/

kinds of industries

- A type of rental the temporary store

hN

Behavioral intention

<Fig. 1> Research model
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6 il g AR AP fFl e Q1A 81lo] HIHE Hx 9 PF oo vA= ol It A+

RES FHE 9ot 71 AE RAFE 20174 2€¥
129%E 39 647HA] AL, 47 NG AFAE A
dog - QRS Fofl Aot 22k =4
A7}, 2891 SH4 377, LIl SHS 20718,
Z 57709 #Eo] Y=}, 0|9k Zo] 1,239 =
A B EE AR SH F BT SH 65E
ALt 21779 A& 3HE B4 oz AAst
11, SPSS Statistics =74 Eil%‘—% AR5l IR
A, QRIEA, AFx B4, XA, o
FAEAS AASHAT

FAAQ EAol A, £ A3 AE SHA 217
B9 QI BAA EA disf Rl £4S AAIgH
A3}, (Table 1)T} Zo], AA tgA+e] JEL o4
0] 53.9%, Yol 46.1%= YERG, A2 207}
69.1%, 30Th7} 30.9%2 Vel 2 o] AL 3HAY
o] 52.1%, AAQlo| 36.4%= UEbF1, 7|etE &
3 H]EL 11.5%2 YERTh

3. Composition of measuring instruments

2 a7e) 54 £79 48 2o 74L theu
2o A Az SEA] A B AR A #
T AE 78 S0l et 38Tl & Hr2 &4
HAX, F ‘?ME SEAE 7 G dA 71
999 WA Y Aol o
t Hk 623, 35 J= =T

o 59 AEQ=E8 187 g, 5
2 250, ooz, e g

<Table 1> Demographic characteristics of respondents

Frequency | Percentage
(n) (%)
Female 117 53.9
Gender

Male 100 46.1
20s 150 69.1

Age
30s 67 30.9
Students 113 52.1
Job Office workers 79 36.4
Others 25 11.5
Total 217 100.0

wAgolT

8, o], 49 5 AT 5AY S4B
4zo] BBARE 29t

o 3239

IV. Results and Discussion

1. Factor analysis

2 AFoA = A FY 2E0] f30] WE &
H|219] 917, BHE H, g5 oo JTF TA
g B0l e, B0l A8 AP WhE A
5] Astel BAA QARHLS AN 1 2
3}, KMO &X& 9092 ERET, Bartlet®] 734
A4 p<001Z YEL 22lEA Ano] AHgo] A

sicky & 4= 9ok F w3 AHA](Varimax)S £

3F
H
7} 9olEE LAHAAL 40 o4 TP A
3}

o v -
of QlAlof| It 2T F 42T, HHE H=o] Bt
% 5 5 BE Adro] W 2T T wF= T
A 2Ao] Attt RURAe Bo) 228 7

949 AFE B4 AA|5H 23}, Cronbach's alpha
ol & 70 o]Ae] Fo] FHEo] A TIEH
g P53 AEES Belstct o4 89lRy
A AT ZAo] gt FA|A Q] ZA3k= (Table 2)
o 2t

2. The comparative analysis of cognitive factors,
brand attitude and behavioral intention across
different fashion pop-up store formats

A By 2E0le] AP Gl uh avlze] ol
Ad Bk, BAE g, F5 S vy B4
251o] Oneway ANOVA(L YR EAEA)E AlA|
Sklo ™, ZA¥= (Table 3)3t LTt BT B oA
F=3.557(p<.05)2 8-9]3t x}o|= Hoj, Duncan®] A}
FARS AgstAoH, 1 Ak, fISE 05 3t
A A ARD L AASTE AU WA EY
AEo0] AY Hahoh o|FAA AFF WA T
2Eo0] A HAte] BHE H=7t & L}E‘r‘i{%—%
& 4= Uk mEbA co]FANY AFE S Aldsh=
HAE0] B f3e Adste aHAEC v ’#5’%1
AEo] Ao 93t BAE ST QAL AE5E
W7t 0L G & 4 glom, B3 B E 71A] QI
A3 B E ojm]x] E3F FFA 0w Hald ozt
qEdiE =
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<Table 2> Factor analysis of cognitive factors, brand attitude and behavioral intention

5 FHEe] - A

Factor Measurement items Factor | Eigen | Variance | Comulative | Cronbach's
loading | value (%) (%) alpha
The appearance of this pop-up store is interesting. .608
The design of this pop-up store is remarkable. | .502
Cognitive
factors | The location of this pop-up store is easy to find. | .686 4.656 23.278 23.278 886
This pop-up store will longer remain in memory 587
than general stores. '
This pop-up store raises the preference of brand. .566
This pop-up store raises the awareness of brand. | .430
Brand . . .
ran This pop-up store raises distinctness of brand. | .758 3.665 18.323 41.601 775
attitude
This pop-up store raises the value of brand. 703
This pop-up store raises positive brand image. 707
This pop-up store raises intention to visit (re-
.. . 769
visit) other pop-up stores opened by this brand.
This pop-up store raises intention to consider 208
buying products. ’
This pop-up store raises intention to visit other
. .669
regular stores of this brand.
B.ehavi.oral This pop-up store raises intention to buy pro- | o, | 2,628 | 13.142 54.744 706
Intention | qycts of this brand. ’
This pop-up store raises intention to recommend
visiting the store or buying products of that | .748
brand to other people.
This pop-up store raises intention to receive
information about promotion of this brand | .710
from homepage or blog.

KMO=.909, Bartlett's 2°=2,059.945 (p<.001)

Jin(2015)9] ¢ AEo0lo

9 20l

ETEF A

U 73 944 5ol
A& oot 7 o] JF=E VA A=
UERt=T], o9t 2 A3z Hop &AHR= dnt
e AEs J S8 2% 492 3 2E0]
£ &0l 7Hste Aoz AtmEn. oS4t AR
3 39 H

200

o o ol

PS

of
lo
fru

[l

o] W] AEo]jo B HEr}l g2 o

olett Sug

£
5 A
g %

H8) B2 A B3 2 wo A, B

3. The analysis of the effects of cognitive factors

on brand attitude across different fashion pop-up

store formats

1) The analysis of the effects of cognitive factors

on brand attitude based on the experience in 'A

type of opening in distribution company'

FEUAl dHF S AET AR 1A 87

&, BHE "z dFe A=

Qg gobn]

Asto] acle] Waghe BRI FEIARAS 4
Astgon, BHEEAAe) BAS B8] Ysto]
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8 A Bg AEolo]l Y S3o] G2 Q1 29lo] HAE BT ¥ F% orof uxi Jfo Be A EAEFFAL

GAA 24 FH(stepwise)& Al .1 A3 AL Model 22 EHATE Model 29] F3 A9}
(Table 4)9} ZFo] Model 19] #4F A 289%,  HEEAAE $A FAl 42 10]5k¢} 10mRte g W
Model 29| B4 Agelo] 32.5%& Ueht, & Ao yehgens g4 23 sj4o 7t flgel 5%

i)
gh
o ¥R
4

<Table 3> Comparative analysis of cognitive factors, brand attitude and behavioral intention across different fashion
pop-up store formats

Sub- Brown- | Duncan's
domain Pop-up store format n | Mean | SD F p | Welch forsythe test

a. A type of opening in distribution company | 75 | 3.527 | .772

b. A type of alliance with different kinds

Cognitive|  of tausirios 72 3.694 | 721 | 1411 | 246 | 243 | 244

factors
c. A type of rental the temporary store 70 | 3.514 | .655
Total 217 | 3.578 | .720
a. A type of opening in distribution company | 75 | 3.685 | .690
LA f alli ith diff ki .
Brand | o e oL o e vt different kinds |2 | 3903 | 625 | 3.557° | .030 | 026 | 030 | boac
attitude
c. A type of rental the temporary store 70 | 3.631 | .614
Total 217 | 3.740 | .652

a. A type of opening in distribution company | 75 | 3.496 | .868

Beha- | b- A type of alliance with different kinds 7 | 3406 | 756 526 | 592 | 609 580
of industries

vioral
intention | ¢ A type of rental the temporary store 70 | 3.426 | .782
Total 217 | 3.450 | .802

p<.05

<Table 4> The analysis of the effects of cognitive factors on brand attitude based on the experience in 'A type of
opening in distribution company'

Dependent variable Independent variable B B t
(Constant) 2.559 12.014
Model 1° Cognitive factor 2 343 .546 5574

F=31.066""", R*=299, Adjusted R’=.289

Brand attitude

(Mean) (Constant) 2.171 7.984
Cognitive factor 2 286 455 4368
Model 2° -
Cognitive factor 6 151 .230 2.205
F=18.787"", R*=343, Adjusted R*=.325
p<.05, "p<.001

* Predictors: (Constant), Cognitive factor 2
® Predictors: (Constant), Cognitive factor 2, Cognitive factor 6
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ST & 4 9Tk Model 29] F3fo] T2, §
B AHP L APt Aol A4 29 5 B
o 2Eole] fpelo] FofubALy, Ak vpge] vl
o) 71oe] P 24t BS A Y BY LE]
2 QI8 B Hwrt okl Aolet Azl 4 3
ok 53], F 89 FoH BY 2E0)9 Aol
BAC o] BS 2 JFL v]A 0T Bl

2) The analysis of the effects of cognitive factors
on brand attitude based on the experience in 'A
type of alliance with different kinds of industries'

o] FAY ATFE AFE ABAY] QA 82
%, BAE gro] JFL nAE AL Fohus|
Asto] 89l WS VLI FHARNS 4
ABtgom, tEZANS BAS Ests] S5t
SAA 24 Y (stepwise)S A=t 1 A,
(Table 5)2} Zro] Model 19] A A o| 34.0%,
Model 29] &4F Aol 40.1%% UEtY, & A+
ol A= Model 2& A=At Model 29] &4} 3HA
o} HEEAY 54 QA 27 1 olstel 10 HEe
A et ng 34 21 s 727 glEol
SHEATIL & 4= Utk Model 29] Ao wh=T,
©O]FA ARY S AFste aHAE A 29
%, Y 2E0|7F 7199 E= 847 g, uid o
ARlo] Hojg 3%, sid HY LEo|= Qs Hi=
B =7} wold Zlojzt A&siE 4 o E9], = &

FHEe] - A 9

Q1 FollAl, vt vl Bls| @2 7] F& 5= 3L
= EWst 947 BHE o] ¢ & 4L ]
A ZAog HQIT}

3) The analysis of the effects of cognitive factors
on brand attitude based on the experience in 'A
type of rental the temporary store'

‘DA AP = AFS xR Q1A a9l
%, BHE "o 92 vA= 20 gotir] 9
sto] QQlo] BihE 83 TSI HAEAS AA
stgon, thEEA4el BAE S2eh Sletel o
AA A " (stepwise)= AEotTh 11 At (Ta-
ble 6)T} Zro] Model 19] EAF ArgE o] 30.3%, Model
29] B4 AEFo] 343%E Ueht £ ATo)AL
Model 25 A ©5}th Model 29] F2} gHA|9} th=
FHY 52 A 22 1 oletet 10 vjgteR W
Yehtons 4 43t d4o) 7t ggol 54
HAH & 5 Ut Model 29] Aito] wWawH, ‘¢
AlS7 ddE = Adste aHAE dA 821 5,
T AE0]9 yARRlo] HojuAY, Ayt w7l B
3 o 7]eoll = 247 B2 B, AT #Y &
Eoj2 Qs EHE "7t #obd Aolzt d&siE
T AUtk 53], F 82 S04, HY £E019 HAel
dol BHHE Hixo] oL & ¥ vF Aer K
Qlct.

A719] B4 BY AE0 AY 3

£ A

<Table 5> The analysis of the effects of cognitive factors on brand attitude based on the experience in 'A type of

alliance with different kinds of industries'

Dependent variable Independent variable B B t
(Constant) 2.257 8.214
Model 1° Cognitive factor 6 394 591 6.136™"
F=37.653"", R*=350, Adjusted R*=.340
Brand attitude
(Mean) (Constant) 2.028 7.393
Cognitive factor 6 313 470 4,633
Model 2° =
Cognitive factor 2 .168 287 2.831
F=24.719"", R*=417, Adjusted R’=.401
“p<.01, " p<.001

* Predictors: (Constant), Cognitive factor 6

® Predictors: (Constnat), Cognitive factor 6, Cognitive factor 2
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<Table 6> The analysis of the effects of cognitive factors on brand attitude based on the experience in 'A type
of rental the temporary store'

Dependent variable Independent variable B B t
(Constant) 2.244 8.740
Model 1° Cognitive factor 2 408 .560 5567

F=30.994"", R’=313, Adjusted R*=303

Brand attitude

(Mean) (Constant) 1.888 6.412
Cognitive factor 2 312 428 3768
Model 2° -
Cognitive factor 6 175 258 2.271
F=19.022"", R’=362, Adjusted R>=343
p<.05, "p<.001

a. Predictors: (Constant), Cognitive factor 2
b. Predictors: (Constant), Cognitive factor 2, Cognitive factor 6

89l0] BAE ze] DAL Gl ool FFAE o)L HoR vebgeh g byl aulg
W (Table 7)3} o, A 99 B Q1A 81 F, W ) HACS dhmo] b 2 I 0= R EY A
of Ul AHlRt Jlod] 08 We & Gk & 24 84Ut BAE guo) g 2 e vtk
a7k BAE B 4% WAL Ao Uitk g BoRt Awety & 4 Ut

F9E vwstel BY, 9EUA YT Y E3, oleie ATE B9 HY AECIS Bl
AB G Y AEol: B tilel B Avxe BAE HEg FHHoR Wk 9
2 YL VAR A U 5 0P, OB AR AL, S0(1999)9] ATANN T g A
@ WY AEolL il Ust /1909 Aol B 89l Al 7 F, WE 89l0] ‘SEUA YHYH
A o] o F GFS wAGE A2 L 5 Ak NI NG BY 252 ATT W) Y B

Kim(2010)] %9} ~Eolo] tjgt 48149 Aa  gHoz yesolof T aglolet & 4 ck. v,
240 BAE Yro) JoAo] e AT, W colFAY AR BY ARol] 49 HE Hm 8
AW AZE clo] HAE HEo] JbE 2 Qe QB ofush AlE Aol 94 AQlE A4

<Table 7> The analysis of the effects of cognitive factors on brand attitude across different fashion pop-up store
formats

The cognitive factors influencing brand attitude

Fashion pop-up store formats
Factor No. 1 Factor No. 2

Continuity of a memory for
pop-up store

(8=.230)

A type of opening in distribution Design of pop-up store
company (B=.455)

Continuity of a memory for

A type of alliance with different
pop-up store

Design of pop-up store

kinds of industries (8=470) (8=.287)
A type of rental Design of pop-up store Contlnulty(l) Oi asil;i:lory for
the temporary store (B=.428) Pop-up

(B=.258)
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o) Jlolel 23 W 4 Sie WO AlAHolk WY A0S Tl Hold B9, AYE o)
& Aol =, AE T O%, 24 % 5 §%5 9w} kol
A Rolet o2 & k.

4. The analysis of the effects of cognitive factors

on behavioral intention across different fashion 2) The analysis of the effects of cognitive factors
pop-up store formats on behavioral intention based on the experience in
'A type of alliance with different kinds of industries'

1) The analysis of the effects of cognitive factors ©0]FAY AT S AFE AHAY Q1A 811
on behavioral intention based on the experience in %, BT Aol FFE vAE= 8 dotH7] ¢
‘A type of opening in distribution company’ Stof 3-01-4 FoaS 83 FIHESS AA
oA YFF S AFT AnR] 1A 82l B, steloH, s34 o ZAIE si2sh] flste] 94

= o)L of RS | Q01 AolH 7| 9slo] Z BA "l (stepwise)S AEIot Tt 11 A3}, (Table
9919 HAZHS 283 I FARN LS AA e 9)°} o] shte] Q1A 8Rlo] 5 oJmof Fofu|et
D% 3 EAE sidsty] flste] dAd & FEFZ A= Ao Ueyth &4 479 3A
A 1 (stepwise) AEASIIT) 71 Ax}, (Table 8)T} SHAI9F o34 A 9A] 2442 1 o]5ke} 10 PlTk

2ol shite] 917 9lo] % ojmo] fojmjst gy oF WA Uegons §4 Fvt sjHo] ezt gl
& VAL AoR et w4 Aate] 3R A 80l SRAUTL L 4 9ok Model 1] kel of
o} oA $4 A Z7H 1 osig) 10 mgto R ZHL, 0| FAIR AR AYeHE Avl A4 2
WA ehgonz §A 23t sidjel Rest gl 9 % WY ARCIY) ol talelq v 24t B
AL U 4 SIck Model 19 Aokl G2, D AL AL, AU S A 2o O, 22
SEIA YRY L AU 2HAE 94 a9 9% § BB A%} kol Aol i3k 4 9k

<Table 8> The analysis of the effects of cognitive factors on behavioral intention based on the experience in 'A type of
opening in distribution company'

Dependent variable Independent variable B B t

(Constant) 1.190 7.539

Behavioral intention

(Mean) Model 1 Cognitive factor 2 484 611 6.598

F=43.537"", R*=374, Adjusted R*=.365

*k

*p<.001
* Predictors: (Constant), Cognitive factor 2

<Table 9> The analysis of the effects of cognitive factors on behavioral intention based on the experience in 'A
type of alliance with different kinds of industries'

Dependent variable Independent variable B B t
(Constant) 1.919 6.580
Behavioral intention |\ 1 s [ cognitive factor 1 414 539 5,348
(Mean)
F=28.600""", R*=290, Adjusted R’=.280
*p<.001

* Predictors: (Constant), Cognitive factor 1
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3) The analysis of the effects of cognitive factors UX]E= Ao UEIGT, OolFAG AT BY &
on behavioral intention based on the experience in Eoj9 AL A9 @ tjAlo] Y= orof FgF

‘A type of rental the temporary store' L v Aoz YEli).

‘AAZZE AP = AES /‘317‘]'94 QA 821 &, Jang, Jeong, and Kim(2015)29] HLof w2,
& Aro] dTF= A= 82 YotEy] fistho] A o] 1A A 5, AmlAdol anjAke] A Rt
2019 Bk B8 14%94?45—44:% NSO 89 shial B FUE A A0S et
o, 53442 AIE siEsty] fste] A4 & o, ‘7]’ ¥Fg-L Lo o|%o] §-9%t HIFS u||=

%! ‘ﬂ"i]ﬂ(stepWISe)E Aejstdnt. 1 A3}, (Table 10) Ano=Z L}E}‘f‘rl‘/]— mabA SEAA AHF’, o] 2A
7} 220] shite] X alo] WE ojEol] Kol & Q) ARY VY 2=0]e] Gelol BF ool
e UL Ao Uehdth B4 A3jel B A 9% AL AR Hof, AuAEL o
o 344 A1 Al 42 1 ofste} 10 mvte = o] T AEO|A FHold gARle Hd A%, &

E
<
o
oL o

W Gehon® $A A3t s Telvk ghgol 719 2HA BE AHE 171w, oleis 7% wheol
ZYEAGT T 4 Uk Model 19] A%o] h2W, P ojrg ooty ¥ 4 UG Aol wh,
‘PABE ARG S AFHE 204 A 2 QNE AYY B AE0lL vl i 7o

3, B 2Eoof digh 7]9fo] Lut ufigo] wish < o] A&/l W& Aol FFE vIAE AR YE
& A& B AR 2=, AE A 2, 74 9 w, Al 732 Aol E A 81le] FE ool
& 5 T =Tt Eord Aol d5siE 4 Ao s FFol Aot Z& &+ A F, B

4719 A B 220 Ald {39 WE IA AEOlE o AvAe T P, Wi 2 2l
aRlo] B Qo] vA= ol sl S 2, =of digk 2oHl 4, && A= 55 &°I71 ¥
(Table 11)3 o], ‘F&AA AHF” HY =019 A HA WS ol ek Abdst | v
AdolMes g gARlgel s 2= IdF= e Alflorg Aol

<Table 10> The analysis of the effects of cognitive factors on behavioral intention based on the experience in 'A
type of rental the temporary store'

Dependent variable Independent variable B B t
(Constant) 1.857 4.992
Behavioral intention |y 41 s | Cognitive factor 6 402 465 4327
(Mean)
F=18.726""", R*=216, Adjusted R’=204
***p< 001

* Predictors: (Constant), Cognitive factor 6

<Table 11> The analysis of the effects of cognitive factors on behavioral intention across different fashion pop-up
store formats

Fashion pop-up store formats The cognitive factors influencing behavioral intention

Design of pop-up store
(B=611)

Interesting element of pop-up store's exterior design

(8=539)

Continuity of a memory for pop-up store

(8=465)

A type of opening in distribution company

A type of alliance with different kinds of industries

A type of rental the temporary store
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factors on behavioral

5. The analysis of the effects of brand attitude

intention across different

fashion pop-up store formats

1) The analysis of the effects of brand attitude

factors on behavioral intention based on the expe-

rience in 'A type of opening in distribution company'

2 3, BE =9

GEAA YD APH A4 BAC B
IFS A 291 Lop

7] fIste] 8919 BAEE &83 SIARAES
Ao, tEaA/g o BAIE siasty] flste
SAA 2 FH(stepwiseyS A=A 1 A3,
(Table 12)Q} o] slte] BT e QQlo] P&
o] Foudt FFE A= AR YEHth £

N A% 32 QA% GEIAA

LR

oJste} 10 mRto.= WA YEtouE FA4 A3 5
Aol 727t gle] SHHAHL & 5= AT Model

Hwel - 94w

FBUA UATE At &

19] Azjo] w2

WAL BAIE dE 89l 3, WhE BY Aoz
olg] BHaIN=o] thst f‘,_ w7} ol AL AHrE
e, AE T 9%, 24 I 5 PF w7t &

obd Aolet a2 % gtk

2) The analysis of the effects of brand attitude
factors on behavioral intention based on the expe-

rience in 'A type of alliance with different kinds of

industries’

©O]FA] AP S AP A BHE H=
291 %, W owo] IS WAL 8AS For
7 9fstel RQle] WEYS BEY EIARAS
AAstl o, 534442 =AE sidsty] fIsto]

DA ZA W(stepwise)S AEHSHRTE 11 A3,
(Table 13)7} ZFo] Model 19] BAF A2 0] 41.2%,
Model 29] #-4F AT o] 44.2%= UERY, 2 At

<Table 12> The analysis of the effects of brand attitude factors on behavioral intention based on the experience
in 'A type of opening in distribution company'

Dependent variable Independent variable B B t
(Constant) 1.507 4.160
Behavioral intention |y 401 1+ [ Brand attitude 1 520 551 5.644""
(Mean)

F=

31.860°", R’=.304, Adjusted R*=.294

ok

"p<.001

* Predictors: (Constant), Brand attitude 1

<Table 13> The analysis of the effects of brand attitude factors on behavioral intention based on the experience
in 'A type of alliance with different kinds of industries'

Dependent variable Independent Variable B B t
(Constant) .680 1.735
Model 1° Brand attitude 1 679 648 7117
F=50.658"", R*=.420, Adjusted R*=.412
Behavioral intention
(Mean) (Constant) 465 1.179
. Brand attitude 1 .560 534 5.199™
Model 2 "
Brand attitude 4 191 225 2.186
F=29.085""", R’=.457, Adjusted R*=.442
p<.05, "p<.001
* Predictors: (Constant), Brand attitude 1
® Predictors: (Constant), Brand attitude 1, Brand attitude 4
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3) The analysis of the effects of brand attitude
factors on behavioral intention based on the expe-
rience in 'A type of rental the temporary store'

QA ZZF AT S A FsE Av|Ate] B E g
29 %, BF 9o IFL vAE 2 Yohu
7 9lste] 89l WIS BEI HEAARAL
gnstgon, BE3A4e) BAS 1A st
SAA B 9Fe(stepwise)S A5t 1 ZAi
(Table 14)9} Zo] shte] HHE i Q9lo] 35

ol&o] fouet S HA = A
A Ane] I3 A9} hEEA g
o|ste}l 10mRto® WA YElons 07—“]] 731—]' Eil
Aof] 2271 glgo] THEJTL T &= 91tk Model
19] Z3to]] =21, ‘JAS7E A2 Adsh= &
HZ= BAE BE @9l & %] AEO|R <l B
B=sle] ] ol 4 4
£ 9%, AE 1 9%, 4 9k 5 P& J=Ut
=ord Zolgt ASsE 4 Utk

4719 A F AE0] A fF e
B g1lo] 5 2= vAl= JFl
H, (Table 15)9} Zo], ‘SEAA YA=
Eol9] AgoAE B AEC|=Z QI3 Bl
L7 5 oo JIF= rAE AoE UEH
HhH, o]FAN AFF HY 2E0 A, HY &
Eol]Z Qs BHE s7Ee HAHE XHAo] gF
Ao ehton, |AXBT
Hile 2pEA4o] 5 2w

=

£7], Chae et al.(2012)9] B AEo] Hix &4
of digt 27t A5 WA 2aolA FY LE0foA

<Table 14> The analysis of the effects of brand attitude factors on behavioral intention based on the experience

in 'A type of rental the temporary store'

Dependent variable Independent variable B B t
(Constant) 1.541 5.163
Behavioral intention Model 1° Brand attitude 4 541 620 6.519™"
(Mean)
F=42.496""", R>=385, Adjusted R>=376

ok

p<.001
* Predictors: (Constant), Brand attitude 4

<Table 15> The analysis of the effects of brand attitude factors on behavioral intention across different fashion

pop-up store formats

The brand attitude factors influencing behavioral intention

Fashion pop-up store formats

Factor No. 1 Factor No. 2

A type of opening in distribution company

Brand preference (8=.551)

A type of alliance with different kinds of
industries

Brand preference

Brand distinctiveness

(6=534) (B=.225)

A type of rental the temporary Store

Brand distinctiveness (8=.620)
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