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Effects of Shopping Flow in Experiential Fashion Stores on Brand Advocacy
— Multi-mediating Effects of Emotional Response, Experimental Shopping Value, and Store Attachment —
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Abstract: Despite the rapid reorganization of the center of consumption online, the fashion industry is still strengthening
brand marketing using offline stores. This study investigates the psychological mechanisms of shopping flow by three
mediators that influence the e-word of mouth(e-WOM) as a marketing performance variable in recent marketing. Data col-
lection was conducted online for 241 women in their 20s and 30s. The significance of multi-mediated pathways was ver-
ified using Process 3.5 Model 6. The results for multiple mediation paths are as follows. First, the direct effect of shopping
flow on brand advocacy was not significant. Second, analysis of the significance of the indirect effect via simple mediation
found that the path mediated by shopping value in the path from the shopping flow to brand advocacy was significant.
Third, analysis of the indirect effect by double mediation revealed all three double mediating effects of shopping flow on
brand advocacy were significant(emotional response and shopping value, emotional response and store attachment, shop-
ping value and store attachment). Fourth, analysis of the significance of the indirect effect by sequential multiple mediation
established the indirect effect leading to emotional response, shopping value, and store attachment was significant. These
results indicate that the operation of an experiential fashion store is not just a means for sales, but a communication tool
that improves and promotes the brand advocacy by providing brand experience in a store.
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7IAA AAZGA AHE FEst, go|ziEdR #3F d
g of-2= AFY IS 53 A=) Fsks ek
TS Ao mM AH|Re} AFSle A EA AHRE-EA
ot AFAE Aslehs Wk R 7] Wi thRyy,
2018).

AP A wige] vHAY Z23E ABE F de olEF
SAE 4H¢] BEA J&@(experlentlal perspective)? A&
and

73 Al (experience economy) ©|&2 £ 4= St} Holbrook

Hirschman(1982)& 2:H|2] 73382 mdlS AAsPHA *HH
71-/Hz4 )\]-XIZJ ,ﬂa}z% u]z _f_qq_% }_ }}iq_ o] ]

o]Z Aol AMH|AE st 2SR S Xﬂ%hla]r—l—
Razy) AzEgon, o)L gulF AnHx}; sEo] 2L o
FA 54 v AT vwste] HFE ARE s
3 o] &) &5 AASIATE ©]F Pine and Gilmore
(1998y= AE7AA 2] Al HLeAA HAF 7R ZFheillA =b
ke AF AT F89S FrtetdA] Aol AR3le] AH|R}
Eo] AFY 7154 &0 MUl FHE ol HHA 4]
Y3tk F4EATE Schmitt(1999)y= AFS 719¢] v
E5ol tigk MRk whgo = shte] FA1A 79 (holistic)
o7 A3l AgH MY ZE(SEMs:Strategic Experiential
Module)S AAIEIGATE o]F AfolXe AFS 724 AE
(sense), A - 7792 AE (feel), FIA - AAA A H (think),
5 - AAE A (act), 22 A1EE - BAE A (relate)2]
574 fEoz RS &, 3717 32 (CEM:Customer
Experience Management)S #1381 71952 vHAI" #golA o
et A5E Bl LHAENA FAA AEE AlFsior gtk
I 74z TH(Schmitt, 2003).

o]|#3l BHEL IAE o)A o FA|d Al =)
2 BRI AFLE s vHIE A AR 7Iee® Axst
WA 71E MR} A AN FRE olF e A HEA
g 2dof| ot Q1A B, 5] 2pdolx vt FAA A}
A3} 2 2R S Bebstar Sl 53] AnRte] A Eel
78kl g g 4H ] }7‘]9} ‘?eéf?_ er74]7} Ue HAAFS

o i

F

e A

TRz Agslr] fls) %; vAH ﬂTrHﬂlOW Zd%k
T3 I HAz
TRz AF 5 BA= AP 845 Il H&ste] wige
2PE3IA 712 ATHChae et al,, 2016; Choi & Lee, 2011; Kim
& Yu, 2019; Kim et al, 2015b; Sun & Lee, 2017). 3

o= SNSE o]g3l migelrel AU FhekA she A
Age] AR FR s g PR e ke A
a7 BAE weFo] Frjsius Eol4el VA of
HA) Aol SuiEle 5 BAs ARle] FEEE v £
7 e gtk ol AnRsel eelel TAL Bash 2
& B449 494 1Y LS B 92 e uw

oo A F s AR AR AEEA H57A AR
o2 &3] wlitdll 7FsslRl Aoth(Halvorsen et al., 2013).
DY wigol A AYAFES AFAL o8l <A
sl AFY wiFo] Bals A3 2 Bl 2t ol
A QS sty FAslaL Yk o] Bt EA uj
Aol ZAdske AF QAL B0 Fo8 JgFS F
(Kim et al, 2014; Kim et al, 2015a; Woo & Hwang, 2017),
el A =TS 7| (Chae et al., 2016; Jia & Hwang,
2013), =] {oiaATE A T2 02 Fajerel 4
olxe}t 722 o=z Ve drtiJung & Yoon, 2014).
Kim and Han(2009)2 Zal14] 2EojoAe] Agf3e] B
A=} Azt 7o) BATFEH HAls S5 FEe vz
o 319eH, Kim et al2014)= Zd2g] £2Eole] AY
L47F HAE 2RS4k HAle o|n]R|¢} HIlle 71X
9 B 5] JIE v, BAHE FAHET}F MRS
< FEEe o|2A sk 7FE "PJ@ 82098 ST
Lee et al.(2015) Schmitt(1999)7} Algrst Aeka] AH 2E
H}E‘_E z«lml BA= gx I g i Aol F

lﬂ

oh

1

o} %—;‘dfﬂl&ﬁ} 7“’ @HEALOH vA S FITS S AT
Aoz WwHTh Kim et al.(20150)% E% BFlA APY
el 347 rAE &3E )] s 2x= Bds Ee

24 ZEo] mielMe] Alde] £FEdd HAE oS
vi7fsle] AxB|A} el Fejel=e] FFE vRtE 7=
A WA R o3 APATES At AH R
AAshs vt Ggol Hlsete] #AE I + Avh=
Schmitt(1999, 2003)2] AFrHIE Aol 7 sheA] o)A vl
ARl met BRE ojux|ef HE 2Rt 75 3l HlE
A= B0l Y%= WA B A 84s0] 2EY o
=

3, A2 aMFEFOR %ﬁ g MZAES 2H1E o

8] A WEL A9 A oo Kols eha A
B suew Fxsa gn. ol wet HAss Jsla v}
X8 2HsRs AL Fap A7slal SNSE B3 AFS ¥
Feo N Al A FAslL e ARE A&H R
2gsEM Ho R wslls 548 HAIh o5 i)
A oige Tt AES Polshe FAE AZE 4T 9o
o, o] AFLFolt 2 TH=E st LvlshHA

3l ATHKim, 2022).
7oz APt AL 5 e APF vigol e £3E
Yol SNSE B3t &M= A FHE olojAd] TA A
2l vHAE AR UERte Zlelth McKinsey & Company(2020)
3 AR A ‘The state of fashion
20212 3l HdEoR Q&) tAYsr} 71EstEAA N o
Az el i) A AFo] Fashal A=
oMY aMAFEH AHES Ui -9 MYPAFES
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GG W WG] B Ee] Hel= SEYFo] v

) Sl AR S AP 829 7 vhY JPel
F=sia olek, olol] wel sha wigeld] Alapt Adske A
dom fEsE Quel Hed We gke] P2 WAE Wl
£ ATE PEG Wola vIY ARUAL AdeA Wy
o] ool tid FAAE T 9k, ole] B ATE SNS
Aol QB MZATHE o AIRE AL wgelAtel
a0z} Yol £YBYL Fol H2 BASe] wATA v
Y 4 FERE HAE $EYE0R Uehd u) A Hs

AH HAUZS FEE A BHOR ek ol 98 &
%110101 71-243]-0,,]_ AR J/;_B‘J7]_x]9]_ 7re maﬁ wreo

N wa S el
o1 6% el 22kl 240 52 DAY ATl 3
= o= vAY ARUACl A
T2 k=AY AL Aol a4 R AT 9
}5‘ =i
=

2. 0|EH HiZ

21 MEHE W oiE

ASIAGE] 5 S oA e A s s
ok oAl wigE avilEe] BolzEe Bl 7|9 Adke A
o] BAEE AU A O /193 A Aol
Z3h= A"
—'—ﬂ&]‘y

s

=31 th(Lee, 2013). &H|RFe] FAH AFS 7

3 »Héi e B =oA AlFehe thdek FHl=
QA 94E SHRPL AR oR AP al»t— Sl
7 211%8}~ 22 7de] wids ougthSeo & 2008).

al

o\-J 3-9
(it

1_,

29l FHOE {5 Aeirigle] WskshEA 1—3 oS
£ omeel A ohgEe 2ok, mukd Agste] Estsh
30 NAs F0E Slsle] Fehal e, Polnle)
Q 2o}, A4 2], WY 2kl £F 5 APH TzE
xﬂ%—é‘% ABY A vge) %a%% 1IEk(Chae et al, 2016;
Kim et al, 2014). ©Ze}) mjgs =517 /j4 Q= A

et
%+ Jga’ F7ro 2 WslAA 1745 S e A
A Z-gahux gkl a8l EH—g—sm Je= ;o]q(Klm

2022) n7ge] o] & ﬂuﬂiﬁ‘r aH)Rrete] HAdolAt 7
o Wik FUo Mo AT B R E 4 Aok
ol#3t A A uHﬂ—% T3] ZH| Aol A AFES A
o

3l dfsle A NES dol ARt AR AZEiaL A
AT F As AFH FIE ATsEH A &3 A8 F
o ZH3A &5 FSAAFTOEN LIRS TS Tt
AthgH, o] AHIA-EAE Alo|o] &A1 AAEES HY
Sl=thKim & Kim, 2020). Jung and Yoon(2014)2 ¥
i wjgelx ] & APES Bl AMRE AA2FHA Bl
= AL AYsly BTl 7o whe ZANA I
qow 2nAot hgo] AHel BAZ FAA Ak o)

GG - DS FES 2GR W HENZ) S G T FE -

o} by AR ARE A ugeld o A o
= 3H Z—h.z. EHE =1

o zlAe) A4

FEe v F de vHAE A= A
g ezl mite] 7lee AES FHiske B85 9
=& ZAystar APsHA SNSoll Fshe MZ/H]THQ]
stol] F}de] AP 2FoRe] Fogo] TS A
d &g 4 ATHMcKinsey & Company, 2020).

’\H]Z}*Q— AR5 194 739
Holutk AlFel sk so]Q
0}71 2ol (Kim, 2010) 782 7P =2 50 34 54
£ uste AR THE A
/\}Qz—i FHER BFHE T AU 539, AR 27 FE
oAk 3784 THE 54 7199 AFelt AH|Ze] g 7
Aol gl IAA AlFold Aujzel gk FHE F8) -
AR APE FEgrozHA R Qe IS e A8S
ARel ZaA7le &3 7FITHKim, 2010; Murray, 1991).
AEUS w72 stk Follx] exzeRl ) xpEslky
= 221 FH(eWOM)S JHe] A A thE AvRE
<] ?‘“H Aol fFeldt FEFS XY M2 1Y FE 2
78S 7Ktk SNS, UEYl B2, gF 52 T3l o|F
A= iﬂ"’ T S ABHU xRl 3 g ¥
Nl g7kl HeA AplelA] o] FoIXth(Kim & Chung,
2009; Kim et al, 2021). B3} ¢JwAjo] nAE7] wjFo] A4
e FAA, FAHA wAAE TATFeEN 9 xeRlofA AL
o] WA = FR] HALES SHE 5 9lo] FHe
Al B0 AR B 7bA Blag EOiE g ) oA HE
AL 7l FTHKim, 2010; Kim et al, 2021; Rezabakhsh
et al, 2006). °|v] W& APAroM e % FHE Fl
F9E 383 FHo] FA wARe] s AAAA B F
st S u98]2 o™ (Bendapudi & Berry, 1997; Hennig-
Thurau et al., 2002; Kim et al., 2021), JA7|HEE 2kl
TAE vHAE AFUAClA dFom de &5k Utk
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99, UAY At SNsel WS AlgEe] 5ue 9y

BB FHohe 2] BEL /AT SN s oI

a) Zgo] AU AYUss] R ezelely AR v

4 MR 2SS ARH Ll TABEE HAE

Fuol 20 Jjshl Bt APY »w_ e e
5

2L Wl AEe AP DES SNSO PR=d e
Tz gug FHEle] St o) dFe e R &
HZ7F A H|RlA] G T ALEH FHER olE|E
T o Nz a7 FEo| 7|dshs BA e A3z
£ 9t} old et £ ATl BEHE 35 FS SNS
5 5% 280l 7HEEoR AN A AuEe sic)

o

HA7IHES £ F7HlAM 1$<>i 1% B PR
A AEAEH ARUAeIdY] FL
AHAA Q] TSRt o] FefA= 7]+4 njg Fejo} th=A
2 9 g7k B2 A4S Avte] AP
AA7)AL ATHKim et al, 2014). £ AFAE AFY o
W Ale] ol BEQEGE HAE &3 4350| Zold
Qom, o7l 7AA uks Ad
AE A2 AR e 5

F

&7, AN 5

|
o 2 7Pkl

o B

2.3.1. £23 &% (shopping ﬂow)
2RIZ7F AEE FlstAY e8shs ZA A
5ol 8] wAEo] HA o APS AHsh=
THLee & Hwang, 2012). &350l sl Algd
ATFES v U AFrAl" 247 a9 3AHA 9
Bl I AS H8]A lHk. Amold et al.(2005)= =gl
A ZHRRe] A A gk 9= ol w7 9
T gk o UL siGith 2X 2 HAlE Zejag AEo
olMe] Ao A3 Kim et al(20152)2] 252 AFolde A
o] puje)e] AP o R JFe rXAE BAN EUS B
3l Ffeleel] 7R FRFS AL SFITE Triantafillidou et
al(2017y= £&388 A F3]4 HAPoE How, ujgolA
9] o7} &ge) JES F= Wi B 84 el ATE
Bl APH 849 848 7r=3I%Th. Woo and Hwang
(20172 glo]Z2ElY 2EN] AF 940 JEFHd Ast A
T5 53l AU mAE Sl oJgh gy AMuls, F
8 a4s Eﬁﬂ gl APE A ¥ 2
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2.3.2. 77d1k-S-(emotional responses)
A4 0Ee-2 Q) = ot Alse] 7 | WHslE 7]

Hg B8l =AY A 7o AR AleE AEE AR
s AFelx 2 v @3S FIL(Holbrook & Batra,
1987), h&tzk =4S xgheb i Aol AlFstes &
At 22 7N Bls o|ux¥E o} PFeorele
frolat 93k mzItha BarE|w Ith(Chaudhuri & Holbrook,

2001; Lee & Kim, 2009).

Kim and Hong(2012)y2 A¥]2 4E, F7Hl], 44, &
71, WiASe 5o Eula 8 Qolo] FAQl AWk
37 RS S PIRIYAL 3131, Huh(2006)= 17

_4

%3
A AR Aol AuRelA SARAA S oA T

=5 PAskaL ol HxEd gig BEER o]zl
o 33T Park et al. 2007y o8] A 24 F 7S
2 A A Ago] auRlelA EAL S F=stal A
Fo] EA%o] APVEH AT 2 ez} FH w7t
A o3k FFE Frbe 2AS Wk 3 Jung and Yoon
(2014)= w7 kellA] o]FoA] = AEL o] HENE
A Aol FFE wAH, AYE=E AT
3191t} Kim and Kim(2019)2 &0]S Z7|94] 2123512 3
She olEHIIME AFale] Hxofat & AAR| &z 1]
A= G gukgel vl Ehe w3tk Han(2019)%= A
H] 2 475 ol A °J$Z*°i *éla 37U AMu|zzA o) Z

St FET AH|E ofve} sjdudolA AlgEe
ot £gES)e] AL &Y Al A9 EARE 2T
k= Pgukge g AA4E 4 A (Jones, 1999; Shin & Yoo,
2012), 5784 AHL o]F Akt oAt el Yehie
FAEE AW = e T3 Ay Wk E 4 ok

2.3.3. 7382 271X (experiential shopping value)
DRSS AlF g B9 A8H TR o, 4%
L T g 2 B ARzt Algsle ARA 7
FT-3HF(Mathwick et al., 2001). ©]23t AEA 71
Au| 2 9= (service excellence), 417/ (aesthetic), 3]
(playfulness), -8 (customer return on investment)®] S}$I}
AE Bl IAEe 2R #Y A7 Aer G 5 3l
O (Mathwick et al., 2001), ZH]z}E0] 2|2}t AEE 714
= 54 &% APde] tigh Ms @ Mol ke mxith
Shin and Oh(2015y= 371X R 7ba Hzof ko] Ao
Bl AEA AN ARSI a7 ER] BE Rl fogh
AP vzItkaL S8it Jang et al 2019y =43 %
ge AFEE ARSSE AFE 3l AtE AEA a7
7h 2Rl F2e s ke Al AR eds
‘:]' webA APE A dE 3 RS AP % &
2RSS EAFH & <

e



A5 A4 wpFone] Hel=

S50

S2YE rjRIE F

[e)
S

N‘L“

AEA £W7RE T AT widel oig T
ot AF71A1 A fAol °]H}X]a T
& Ao|tH(Chae et al, 2016; Jang et al, 2019; Maghnati &
Ling, 2013).

2.3.4. 23l 2 (store attachment)

N2 (attachment)y AFS] A28k A79] o2 o] golA 24
g oR EAAR] HxolFto] o|fpR AFEHWA HT A
7‘01]" = XA O 7kl A izt Axel delrk A

o]& £ Yehhes ofgolvt 3784 PR ARt A&
Aol IAE §A37] Y3t A=A o) e Aol kEtog W
F2 AthDwayne & Tasaki, 1992; Thomson et al., 2005).
SHIAES A AIZE vl R ofF AAIE FAsH HA
HAe] B g w2 7IHE o= nEds #
Azt e AL HHE /A €
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AT R e AUtk(Chae et al, 2016;
2009). 38, Kumar et al.(2003) aJr?ﬂXl*«lEE 71?3 1 =2
A=, Aol & }~ FECIG ARIAE Flshe SRt 5471
Je] IAE © A= S5t Jo(2015)
AYPATES A8t

Jeles) SAasE Hel sl

WAAEIIE 91720 ALH2 ARzt A
o # ohje} vigh FA AvAAE G v1A 5 e
Bold PALlEY FANEAN EFA)T ek, W 2
ulAEo] WER gel Tl A%E BARA ool wEe
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T Aol

e AR HAE $IATS AAshe
[e]

F7h 8 & g Aol

H7

5t ZpInom) FEE fElz)R] B AEoEr] F53)K]

sy &7 75 -

3. P7EH

3.1. T A oipypMol =3

2 A7e APY wigelM A He Bl B
= 3% TS e AgE 7Rl Belsks W 7
T2 QIS Wl Zloltt olg fIsf ATl A
AFHL A= 4AFH W Zﬂi@ whE, A 2g7HA,
AN m s AFRD S AT wiEs7E 1)
P ERfshs el 2 okt 27ie] wisiaTE A&H L
2 EAKE ol 2 39wz HE AL 91X
A A&H o Agshs £ vl &3l diste] S
gromy Lwgd O Anzt E o] W9lE skt
st A% A5 AT ArRde o Fig 13 2t

ArELDE AT S A77H HISH3E v 2)
7+ wizlshe Al 7R 237 Re] frolgell tigk HFola, A
T7H HA~HES He] WS A o= ol F wivlst
£ 74z ool tig 7Pgoltt. Ak H7E 3/ v
EAH o2 tdeuifshe AR fods

-|—4 £

s mEE

73 g

HI. &R[A7F A@eH H—”‘: L= A w5
7H§_ Haﬂt: QEG(EEo]]

= .
H4. ZH12P) A3eH] He anEe 71A

&S olzisle] B

C
- = =
H5. 28T AdshA sl a¥ede 244 vkea o
e ol o}oq y_@ﬁ S5 5] G v Aol
6. &M A8= &7}

Sl °§5o"*g Ul’él 7iolE‘r.

H4 M2: Experimental He
shopping value

M1:Emotional
response
H1
Shopping flow |

Fig. 1. Research model.
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L3190tk T4 B 35358 SNSE 58 7 &
Fog zAslsle] Ok et al(2020) ¥ Kim et al.(2021)8] A+
oA AMES SAHUES B Aol Bl A £4 Bkl
ok 2 EY AHS T Y TheoE HAE §5859
AYAFEA wHESAE AHET] g 784 vkt P2l
2+ Kim and Kim(2019)3} Thomson et al.(2005)2] to]l
A ARSSE SRS B Ao g oA RSl ARS-
sl A3 £371AE Mathwick et al.(2001)°] 28] 3
old &I ES 725l Maghnati and Ling(2013)} Jang
et al(2019)9] AFolA AMEE SAFES B A9 wg
SHA| g 3te] ARg-EFIT.

34. SEA SY

FHF Ao ARgE BEEMm=241)9 ATEAE 54& 4
HEH, 200 77.6%, 300 224%% HFAFH-L 26.54= e}
wom, sh Ex= thshle] 33.6%, ek £¢] 51.9%%
E2 9 FES BT AL (37.3%), LR

(24.9%), A¥1222](13.3%), FE2(7.9%)2] £o2 BA= AT

AN

ATt PR A e EoA SRR 14.5%%
e o R HHEEIS.
AueEd 5714, AY 2 2
4 33%, $A3 HE 7.9% 5 B1EFA HHEo] AA 39
2] 85.5%ATh. 71E S WHES 14.5% E3E A
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Fig. 2. Description of experiential fashion stores included in the survey.
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Table 1. Measurements’ reliability and results of factor analyses for individual variables (n=241)
Construct Items Factor Eigen  Variance Cronbach's
loading value explained(%) a
Shopping at this store excites my curiosity .892
Shopping . . . . .
flow Shopping at this store is fun and interesting. 850 2.192 73.061 813
Shopping at this store is totally immersive. 821
) I felt interesting while using this store. .853
Emotional I felt pleasant while using this store. 832 2109 70304 787
response
I felt emotional while using this store. .830
Using this store is helpful for shopping. 796
I think this store offers expert service. 766
Exp ene.nual I like the visual design of this store. 746
shopping . . . . 3.346 55.759 .839
value I think the service of this store is excellent. 745
This store is aesthetically appealing. 736
Using this store enhances shopping effectiveness. 686
Visiting this store is more important to me than visiting any other store. 879
I feel this store is a part of me. .859
I enjoy visiting this sore more than any other store. .850
Store I get more satisfaction out of visiting this store than any other store. .848 507 71.522 933
attachment
I identify strongly with this store. .843
1 would not substitute any other store for the type of experience I have in this store. .826
Visiting this store says a lot about who I am. 812
I would recommend this brand to anyone seeking my advice through social media activities. .858
Brand I would encourage people close to me to use this brand by posting on my SNS. .823
ran
advocacy I would tell the people around me the positives about this brand by posting on my SNS. 797 2.668 66.711 829

1 would defend the brand if there are other people's criticism of this brand through social media

activities.

788
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Table 2. The result of verifying the significance of individual pathways

Path B se t p LLCI ULCI
pl Shopping flow — Emotional response 0673 0039 17157 0000 0595  0.750
p2 Shopping flow — Experimental shopping value 0.555 0.046 12.184 0.000 0.466 0.645
p3 Emotional response — Experimental shopping value 0.224 0.050 4.454 0.000 0.125 0.324
p4 Shopping flow — Store attachment 0108 0106 1022 0308  -0.100 0316
p5 Emotional response — Store attachment 0.267 0.095 2.830 0.005 0.082 0.457
pé Experimental shopping value — Store attachment 0.640 0.118 5.430 0.000 0.408 0.872
p7 Shopping flow — Brand advocacy 0115 0072 1595 0112 0027 0257
p8 Emotional response — Brand advocacy 0.068 0.066 1.035 0.302 -0.062 0.197
P9 Shopping value — Brand advocacy 0.490 0.085 5.745 0.000 0.322 0.658
pl0 Store attachment — Brand advocacy 0.203 0.044 4.574 0.000 0.115 0.290

I} B Foalsol sk 4 g onisit) e 2
71E vlmsl] B ) Haxzefatelle] J&F=(B=.640, t=5430, p=
000)°0] BH= FoFel tigk FEFH(B=.490, 1=5.745,
p=000)ET} & AoR EAEo] APA 437k A7t &
gl gk HEoljat dAE AR oS Halso) tiE &
A qEoR olod 7ol Aths AE &5 & Atk
AYPATES "RV = xR HAl= o) F(path 10)
o] A HCZ Fol3 J3KB =203, r=4.574, p=.000yS X
AEFE Ln|Riete] A7 ERE

o

ro g ol

<)
==

:O{:/"
of
et
H
=
=
e
2

X,
9
O
ot

o
=
2ol o3 T
=
=2

Y oX fN HE o
L
ki
ot
2

ogh o
ool
=2
Hir
X
N,
N
®

g

J
ol
&
N
¥2
o
o
)
iy
By "
0 o
N

=
N
9‘2’
o
b
=
=y
i
)
N
3
ox
e
M

J
ox
&
r
o &
B

R EC RIPCRTEEE

G FAE YA, A

o
0
ﬂF
>.
2
il
jincs
rlo
|z
£
[

O

o
o=

o

=

)
ofl

o

o
O
s, 1o

)

N 2 o oflt N,

1o

B

o

il

24

i

o

o

N

u
e
DN
g X
M 0
M 2 oS

N

2

o by

m A T
AC)
R

o

=
=

1% oXx ol fo off 24 Hi
o
i
)
_O‘L
fd
M
of

P
12
e
il
ol

o M
NS
)
o,
fru

o

422. W& A

W 7k RJIFAAE Tfotehs d) lojA] F|FA el 718k
% Baron and Kenny$} Sobelo] A|AI%F w7 &3} 24 Wb
2 AFEHANAN SHOAE RIYGSHA] ZaiH, teusl
(multiple mediation)?} ©]Zm}7ll(double mediation) =3} 7+
2 Aug MiNEEE AS3e dl eAlE Z-=Th(Preacher &
Hayes, 2008; Hayes, 2017). ¥ =%2 o]&|gt FAIH A4
< FE3] S5l HE =wolA] Bol AREHIA e FEX
EfE WS ol&ste] £k vl s wiviasd

% o

H=
Aol 23S Tt} o]= 93] SPSS Macro Process Model

AR EE SPEYe] BAE IR /e ARAAM AEH &
A7AE W FARE 22X~ M2~ Y FosH vEr
o] Bldl(effect size=.285, CL: 0.169~0.416), 7WF-3-3}
ArefzkE demiehe AR 1(X— ML — Y)I 7H7
2 3(X— M3 — V)& A7) FAgHLLCIR High(ULCT)
Afolel] 0o] EFES] foJelA] e Ao EAESII. o]
ufel A7 H2E AEEa, A77bd HIZE A7 H3S
7171=E At

slo olzwlrlel elgh D EA e felg w4 Az
£ g, £98e] F4A AN AR 297}

A& AX= olF el ogt 7 & (effect size=0.077, CL:
0.035~0.129)%F 5784 7HEWhga} H2o2E AX= o5
7holl &3+ 7H & FHeffect size =0.039, CI: 0.011~0.077)7}
ojetlom, AHA &grix|el FxokS Bk olFuizhel
3 7H8 & (effect size=0.076, CL: 0.030~0.1349)% Fr2]3t A
o2 ysiRct. ool ulEt o|F i) oJgh T Ee] gk
T7Hd H4, Q7714 HS, A7 H6S 5 AEEglon,
wyjEze] 2718 vws] & W AEH £GURE EsR
¥3kele AR 4X— ML — M2— Y)oF ZH7AHZE 6 (X
— M2— M3— Y| WiEs AR 5X— M1 — M3
— Y)9| wijE¥E} o Atk A8 ¢ F AU

uiRlgko 2 e wiydprE AEH o2 fX|ske AoR
7Pgek =3H sl o8k TP 1(X — M1 —> M2 —
M3 — Yyl tigh fo4 4 235 24 2Fgukss 284
237k, 283 FEfFoZ olojA = ul7) & T effect
size =0.021, CI: 0.007~0.040)7} §-2lgt Ao 2 B8 A7}t
4 H7= A=A

% m7Ee] A7) effect size=0.568, CIE= 0.427~0.712
2 UERRAL, 95%AIETTON BAKCE fou|gk o= o}
Eitom, 7+ mifA R 7hdadte] et foA B4t}
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Table 3. The result of the sequential mediation model analysis
95% Confidence interval
H Indirect effect Effect size Boot S.E Result
Boot LLCI Boot ULCI

H1 Shopping flow — Emotional response — Brand advocacy 0.048 0.052 -0.053 0.151 Reject

H2 Shopping flow — Experimental shopping value — Brand advocacy 0.285 0.062 0.169 0.416 Accept

H3 Shopping flow — Store attachment — Brand advocacy 0.023 0.025 -.0285 0.072 Reject

H4 Shopping flow — Emotional lrgerz[;l(;n?d\;ci?perimemal shopping value — 0077 0.024 0035 0129 Accept

H5  Shopping flow — Emotional response — Store attachment — Brand advocacy ~ 0.039 0.017 0.011 0.077 Accept

Heé Shopping flow — Experimental shopping value — store attachment — Brand 0076 0026 0030 0134 Accept

advocacy
7 Shopping flow — Emotional response — Experimental shopping value — Store 0021 0.008 0007 0,040 Accept
attachment — Brand advocacy
Total 0.568 0.072 0.427 0.712

A1) AP RE Table 30 AN 812 ol A9H £97HE A7 BAE ST n

ol WNET B4 Ak WY el ool & B F 4 AL W ol 27 A7 F AL ] 4
ol o5 AE o2 #A Pao] Aol I BAE & /W wAHoR BAE SEYFl 45 & AL o
5 A5om UEte AU 298 AXSAY, 9 o TiEe] auEge] og 4 ukeel o 494 &
S EQuto 2= WS uf g it Fujdel AE oz 7S A Aztetal o= ¢ls) A Zro] 7l Bl
et HAE $5 GEoR tehi gtk 22 1 E $59%E AaEs a0 el e 31 5 9
itk ES AE A wed deld AAle a9EY W ok
o YR TP 2PNge] BAE $5 P 47 I o SR A Tshe W 1 AR fel
G FAE B, FAH AN wre] AR &Y AT W 4 A=) HEAE A5 ATl T pAue
£ w7 Azkspht oY AE} o] FAEW AYD WA F AWH 2WIR 8 Ao o3 S Sl A=
S s Az @) Hezt dojut HAle 8% | 2ds A5 A= Fig 33 2t
Fo| el & 9122 nelz

S5, £9EYSH BAS 85 AT Ale] BE EH=o 5 A= o N
N AR 9 S e T3EAS W FAHeR
ol Ao et ARA &7 A7) vlses ORI A anlARe AR el 4eld gruc
T QOB AGULE S8 & AW S AVY U A YA T NS Sl FgL W Al 2]
Ao AFSE AR AT HPELS 4R £ diel] A2 AWIGES YT oY ARIACI BES
£ VIR HAE $EYFOR ehbAl, £RE6) o8l eekl PHo= %Alﬂ aulRjste] BATES =t 9l
BYH 297G 3 AZeh o= s) AENHe] Ao o v AF 2] o3 £BEBYL fEsis AGY o
AW A oR HAE $EYEE A8E ol AW 3 A Ul oS ARE] FHH DN FET W o}
A gl ool £YBYS NSO E Yehi] & U 484 LS BY + JE vhY PEeR g

Emotional
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response

6735
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Shopping flow e =

Fig. 3. Multi-sequential mediation model for shopping flow on brand advocacy behavior.

Store
attachment

Brand advocacy

** p<0l, *** p<001
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