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Abstract This study analyzed the effects of store attributes of Chinese sports brand pop-up stores on
shopping value and visit satisfaction. An online survey was conducted from April 3 to April 13, 2025,
targeting female college students living in Shanghai, a leading city in Chinese fashion and consumer
culture. Based on the 378 valid responses collected, data analysis was conducted using SPSS 26.0 to
examine the relationships among key variables and validate the proposed research model.The results
of the analysis are as follows. First, the store attributes of Chinese sports brand pop-up stores were
classified into five categories: store atmosphere, brand experience, product uniqueness, promotion
method, and accessibility. All five attributes were found to have a significant positive effect on both
shopping value and visit satisfaction. Furthermore, both the utilitarian value and hedonic value
components of shopping value had a positive impact on visit satisfaction, highlighting the dual role of
functional benefits and emotional experiences in shaping consumer perceptions.The purpose of this
study is to provide insights that help sports brands better understand the key attributes they should
prioritize when developing marketing strategies for pop-up stores. It also aims to offer practical
recommendations and foundational data for enhancing consumer experience and guiding future
marketing efforts in the increasingly competitive and dynamic retail environment.

Key Words : Chinese sports brand, Pop-up store, store attributes, shopping value, visit satisfaction

"WAIMKF : 0]Y2(bingo3815@hanmail.net)
4 20253 04 28Y 28U 202538 058 31¢ HAZ AU 2025E 06¥ 10Y

knl



74  MEQIEUgSE=EX| HM113 X35, 2025

1. M2

)

o 2 e mat 199 471k Qs AelA
W AEs, Sotel 2, MBS BE

ocoor=

5 wAo] AEIRA AbES] BTRALL B

o N
™
I
N,
=
)

il

X

rE ojm
o -
_orh‘

R

!

g Y] AW AulASE QI8 Aol
of Aol 2 oleigol et =ich. olo]
A RAYAZ HAe)] ) A BAEEL A=
SIS Hl9A 54T o] WA
Eololt}. Arjatale] Fusk 4] g SolH A%
HAEE PYAECIS Bgdte] HAE FS £u
B HE AHAEA BAE APS B 4T
Aot Ak B SESE A 7S At
T 9t BYAEole WA BAs] Uvt HEL
Vg 2 Holde QA Fxto] YA Lgsl, Az
3 53 WAL 5 AT Ao} BA=Y K9]
A4S olgsteA Ly g B 4 gl B

AYE 2ol ABE 5 ke P ol 3

Mo v
o

=)

N

o,

oLk

>

o

U9l g7k FH @ ABAoIA Hof} TixeIFol 1
vieHel Aze B0e AT 4 el

S, =19 A AHAE 3A WP U
o vl2 ZAdY s3Itk 529 ZAIH(Generation
7)= H% 19953 o]FoflA 2009d Ato]of ejold Alch
(FH14 7304, 202549 7128 ASH2]. o1& ZAIHY
F9 B4 Aol dAE £33 gAY wHt
A A TE AolAl YD dlolE|E(Digital
Native) 2t Hot7|% sh=t] o159 AHEFE A&
7HAolu etk ARl19] TSRS Soto] s
7Exet AulE FAloHH, A4l S Bl A
FRITH3). webA Anje] FEFoR AREE F= L
Alhel 538, &3, ol wet A7 At BHE] up
A HEFS Ast APHo=N H2L npA" A=,
E5] 37 845 E8oHe W40 & ¥t & HdAE
o= ol=gt Wsto] wje- Fetot= wid FEi7t = Ut
[4]. T 529 F2 AHELS F2Y JFoz A%
of tigt Tzt Ax= Sl gt o7t SrketHA,
2xz 9 JjEd gfjdo] el wet ARZHAT
Aol FAE T QJtH5]. oo B Fu AX=HAC
E0] o B2 A 4HA 15S 55 Aol 71E
9] A WH4AlE HolurlE kEsta glow, wixto
A AEAe] AEH 285 FHAIHTL HEC] AFAES
BT R0 it Q141 =ol7] flal w=Fstar ot

[6]. o]&st =Ho] Yslog F= AFx2HATLE B
AECIE E9 chshd uiAY HERE sk, B
9] A7]A9l TAHT} tEo] AX= AR Hslo] Al
S tf-gskal AHIRF Fojhe Eole vAlY A
AEE 7]&0|A it 7|E APAFoAE BAEo]
9] FaxsAdo] tigt kst =97t o|FojH oY, F=
o] Ax=HPATl HAAE 0] AHjlo] TS £ H

&£ BH2 AHo g u|gst Aot} o]o B A
Al =9 At AHFS FASIHA AX=2 EE0|
U2 I ZAHE e R, T Ax=HAT BwIA
Eol9] Mz &/go] £P7HA] U HE TS| "X
JIFE E4s5ta, o yopt &RTIAITL HE USRS
A7 A ow st HEE SRS A 12
StoZy Ax=HAMET} T FAAE QL HASE uf
AY AZFE 75T ff ojd & FEIoF st=Al
st M2k gy a3kl 7)x dlolEE Algstaxt

it

2. 0|2X HiZ

2.1 52 AQXHUME AE g

20249 FEE7HAISSH(HEEREERR)C] HE
3t A HlolEo] W=, FolA 2HoR 250
Zojshe AT oln] 59 HE 23| F= HAAT
(eF 159 B)9 37.2%= ABIL ATH7I.

19909t o|F @ F2H AX2HATT} F A
Z2 Ao AT wet S AZ=HATE A
HHC O] 22} 7Hg BEE 85k ZlollA AA AEY
o] Ax2BHT FAIZ At 23 ATk
AEstE ABYS 71 2 AxxHATEO] H3} F
= ARz A MRS st ItH8l.

20249 % FF 9 Q] Ax=HMTO] Z7t AXR
TA(HFNZ IR SRS O] 2, dEHAnta)
9] &2 3379 35005 Pt T F=t ARZHA;C
7Fed 1912 AL 299 df9] BAEQl o]y
(Nike)Z 2449 74005t $i9to]9loH, 39= S Hall
T Z9(Li-Ning)22 1439 45009t 919t 491&= 1<
Bl ofrjthA(Adidas)Z 1309 800049t 92t 59
£ HEXtep)Z 729 3005t 9L, 691%E 361°% 519
40005t 19t9] wi&S Z5THI)

olgfgt g2 20241 AHlV]o| F= AR=HAC
AN B ARXZBHETL AFE A1 QoS



53 AZRHUC

HYAEN9 HELHYO| &

M| & WE URE0 DXl= FY¥ 75

& 4 9tk o] 7k ek A50= 3379 35008
fIete] oz toly] F=9] 2449 74007t %t
/\?:] o z 9] o]_oﬂq_

HIE A FF AXx AFo|AE o35 Lfol7]e}
oftitiA £ 9] HAET} =8 AAHL-2S AR5
AR Y Ax2HAET} AE 75, AL TR,
71% 4 Al FHAM A& o7 Mg wt St
AX2BHPCT} AL Ho2x FAE Hol1 Tt

2.2 HYAEQ
HAAE(Pop-up store)= Al A2&E0](Guerrilla

Store)etale E¥H, o] LI A Hof JAIHRA &
7t =3e RSl AvidEol d2 7Ite] I Bl

E AES Woistel AGAQ AHAES ARLES
9l 2 FHI0). BYPAEol Pyt Akolo] ]3]
29 W go] ¥u St S} wEn, G B4E
A 9le. WA vl ¥s) HRlAEol 4]
Aol A A8 gt ofuje}

Ao AlFekaL 7154 HEE
A 52 AT ¢ don, ARt BHE 719
WAE 7HA & 4 AtH11L
HAAE= 200390 AL St om, Al B
HWE Dr.Martens7}t 780l A4 %9 BHAECE
7H/dst9ict. Felo] 200449 Y& sjMtyzto]dQl 7ot
FH Fo](Kawakubo Rei)7} &Y HE&oA 1AHA
< IF HYAECIR ZfFste] 2HTA 19 Thofl AL
£ BT A5ITH12 ol2fEt viFE SHoE AL
Eole A AAE A& st FHE FAdstel o
3t BHETF A3sHe viAY Aol HIth RET F°I
O|E-F= FYAEC] AFEIARETEHEEE-PERN
JEFFER 5,2024)0 W2 2006WHE 20114 Ateld]
T dAIUES F8T = BlES] FPake] vl
AR ZdS FIE shAA FAAE7F LFE7] AR
SR 20129%F 201597 HPLE]Y LA
cHAle] Zds7] AT 3], 201697E @71
T HALE] AR et A2 wEA 3
ShiL ot F= FALEC]9 SRE £ uf AFE wrf
She 4Fol 27%= ol &-8ohe Holw, B 59| 9
F 2 HYgagol: Hiolo] FAjah Avfy QlE|Zof
ARIE Bl B2 WES Aol Jolselal YUrH14l
3 AR XY BuE AuEy 32 55
Azl AA7E Aoz HEE Ao 5= A
ot TAE EXE AW FA F27F 23, A A&
o] FAFE ] lon L8] %ﬁOI 7ot 23t x84

-

14 =A7F BRE 7]9j0] HALECE HET
W 7Hg Adoshe o=, 2 Astol(Eiet #ol gt
502 THLE she 14 A0l FEE glem Xl
R J=(d) 5 A1 ZAE O 58 w2l 9l
tHis).
2006135 shgEe] S=EEA=l 29U OREAL)
2 olzet g4HRl FEHd Xde $5 $ILE] S
e =dsiH, = AeA 222 2] 29 84
< AESHATHI6). ol = oM HILES] 7idol
2kshs | 284 AVt Hglew, ofF tegtt 2
249 g 27 BHA=So] SR Fel9] 4 77+ wjA
£ 2k bl Qo EAA B3 A2 7R 9
ok 2mx AP @47 28] $:80] X449 W]
% FF AEA HASE YYAEOLE B FAG]
oht A9 3 mo}ﬂ% BdE 7}212

o] AS)

oNr

of tigt A= i I R E?‘_Eé O]OHO}‘T: el
Lol g &9 ofyet vFe] HRE vt A &
Aol Fa9t i A=E ATE 4 AL o1k

2.3 XMEAM

&4 (Attributes)2 ZA|(Object)7} 7FA 1L Y= -5
3 EAE O AA Y 1HT 5 Qe EH0E %E”—‘?
AL o HEE A5k thsh ApEstde §4
Agolgt & = oH(17], FEx&HHL A dH7]E,
Haolu|R] 59| Yu|RE ARGEORA W, AU}
£ AdestAY 5718 v 7]Eo] Hi= off 714 H29]
g TtH18]. HEE/Ad2 Haou]R| o JFE u
89108 AHAE= HRE WESE 59 st

_lllTI il

o

F2 B $oH Bl v95A oo A,
A Ao gt o|v] A7t BHURE Fuf F5A4o]

md HE o Am oM X
o

2)7] WjRo] Am|zte] HxAe PEa; s
3491 A% 19
At oz Yr&gS FAoke 2Rl Tt A+
oA §4(2018) 5L "WMaly FITLAo] AHRIY 4
BAY7IA | wAE FF A FR2EES AFE A9,
AH|A, BRI719F Hold & 84 ERsIon, At
23}, AlF, 29071, Hold AulA g4 £37HA 0
A FF= ]ﬁr/HZO]
H2](2009) 52 "= S5 IS 437t

Aol W BAELY FAE WL HELHS
AE, 97, Moy, Qs a4 PRSI AT
Avjo] muw, 470 AL 74K SuolA B st



76 AMECQIEHUgSE=EX| 113 X35, 2025

BE2 AP, 2971 84, F= “4101 Je2 Hod & AH Y2 avA BE B4 F AWA) Slo]nA
&5 7P S8k Ao yERgen, £ 48 Bdo] Foudt I w28
2 7HAoIA = HietE 2 = HieHEE T A2 XEE(2024)9] "HALE AAuAGe] T 2
Au2, Al 24 HS SARE 4% Eoﬂ‘:‘r (21, 7ol mA= S HiFt A2 =, AHR
FELH2009)= "2 &R A2 £ WEE, A HAS FAHEe} 2R Ff QARE FdA1717] Ak
FE H A QAbel Rt AT olA X*i#éé AF  Ae w5F A4 A= "ARle] dash, ot 4iF
A2, ZRRA, 2971, AL, &4 847 725 APl diS &FE T2 5 en, HYLEC(Y )
%E}. AFade] w2 oF J2o AF, A2, = ARE T ° 719 5 AATIL A9

4, BV, AlA 59 827t USRS 2l w80)(024) "BYAEC]Y) A% WAlo] awR
oﬂﬂ HES YRS Aol ok, HE Ao diel Sl 93] ol PLolol gy
A ol st oF 94 B AL Ao Uit AE 54, Hd AYow Besigny, dvd
ekl i, FaEolo] ANE AF SEHL 264E A

S A= BHEO] HYudsdo] it Ao o]A] EoEY 5 ATk FASHITHB0
4(2009) 52 "AX=BEuA0] Hm/do] mf A7, 0]5Y(2024)2 "HULECS VMD F48%l0] B
migfolulzlof] wAl= FRFOIAN FEEGES AF, Y W= B AH FAYE] vA= FFY Aol
7], Auls QAR FESIG AFdde] EW AE, A JAEol9 JEEHHS 3, HAS Aoz
E971, Arla 84 BHE HE ojuX|o] FAHAA §  ERTIHA HWHLECY tofel Bg AdL ¢ w2
il

F

J

FE e, ARG Ax2 IS YESkE 2HA7E AES ofFistal FiieS Y & Ate A
oA SH#Q FA% T2 olvAE Fh5k= Hl A & WIS SAEAAE Y S S A2 &
of AR ILE sHATH23]. HIRR] SAEA AIZEE ©EHAI7]AL HRHE A3 A2

HA2EolE 439 HA vHlY Aoz dubAel  =go] HATH31) BERQ024)= "4 W Bls
e viszolal: thE &4 AU ATH24). ek AR HAEH 0] HARl AR AFolA HALE
(2023) 52 "HYLEQ vHE 847 &HFEo] o o B4 A, S, 28 A", dA, 2
UAE G Aol HULEC Y HESHGE AE, VIR EFSIIAL, A nEE HYAE]9 A

E

B9, 9X, HAS AY, FHE ERSGEY, A7 B SEAN 4TAE AL 26t AL TR
A3k, AF, B9], 94, BAS A, FEo A0 o) v Aol EvbH o= Ashgir32).
APIB5O) FHAY GV o SO RIS Ol A AL A0 Ll Aol A1
Bih(2020) 5 A §5 oI BAAEl Ut BAE YHST BAE FHES Joke 4 9
o) Salst AEe) Aol HeIAEOlY AEARE & R oflg), FA0] HaE IA=E B0z
A, éﬁ‘:‘“ﬂ RO, HAS APOE BRAGL, AN 71T ¥ B WA 1AL SAE o st

A7Es AF AUE Hesie) BeVIE S ol 20 4RATE w02 & dpol
ZUs 33 AE2UAC YYiRel] HESY FHAL B
A BRSOV} A, A, B0k 52 B A Al ¢ S (Table DO AN 8 A0 st

ush 2 o|45HE ¥ 4 9T AEEo] el WE olefd i8S ErlE, & dAToE AYATE bt
SHEE RET & SIrka ARKSHEH26) Yo B3 AEANIAC YRl HESHS 57

RUZC0E FUAROL AL 29) AT A AUR), 29s AP, 4B 524 20
e F MAUZ 7Y dvdld BYAEele]  HRY)OE BRslel d7E Agstud k.

AREYE BV, AE JATHeE EFotgded, o
AT} g2 Eo] YRRl glo] mEH| Hwe} UHﬂ 2.4 2TIIX|

eyt FPAE o thgh Au|REY IA|T} Hrto] F &

83 g4 AZSEATH27). o18A1(2023)E "HAL B0, o] &H|R9] 4| 2
Eo] BEAo] AvA-HAE #A|, HAE SO ulX] A zuA Aol ®rieky o &
© 'Y AN HALECS] AFE, HIAH 54T L AEFolY 7154 o] It Ao FHL T AL



7 ARXEUE UYAEQQ FELHO0| AT H WE UEL0 0|X= F¥F 77
(Table 1) Pop-up store store attribute components
Pop-up store store attribute components
Researcher
(year) Atmosphere £ Brand Product Promotion Accessibility | Time-limited Market
xperience unigueness methods testing
Huaiyi Lu (2024) X 0 0 X X X X
Lujia Zhao (2024) 0 o] X 0 o] X 0
Xinying Lee (2024) X 6] X 0 X X X
Jigjia Zheng (2024) X 0 X X X X X
Jingshu Lee (2023) X 0 ] X 0 X X
Jinjin Hou, Hongjian Qu (2023) 0 0 ] 0 0 0 X
Yang yang, Fuzhong Wu (2020) 0 0 ] 0 X X X
Yiwen Zhang (2020) ] X o] X 0 X X

O: Variables used for prior research x
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(Table 2) Measure variables and survey items

(Table 3) Demographic characteristics
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Number Category Classification Frequency %
variable Researcher h;;qs Grade 1 % 2513
Atmosphere 4 Grade Grade 2 112 29.63
Brand Seonyoung Kim(2011), Grade 3 102 26.98

. Yoojin Myung(2017), 4
Bxperience | vijin 0u(2019), Dori Cui(2017) Grade 4 69 18.25
Store Product Soobin Kim(2023), 4 Humanities * Social * Law 107 28.31
attributes | uniqueness | Xinkang Chen(2019), Keller(2009), -

P i Sang Wang(2022) Art and Design 45 11.9
romotion Eunok Jeon(2015), 4 Management 54 14.29

methods Hyorin Lee(2020), - .
Accessibility 4 Major Natural sciences 32 8.47
Practical . Engineering field 37 9.79

' value  [Jakmin Wang(2024), Yilin Guo(2024), o
Sk:/c;plxsweng ‘ Youngsim Oh(2000), Youngsook Medicine and Health 69 18.25
H\'idlonlc Kim(2018), Yemulin Liu(2023) 4 physical education 29 7.67
alue
Other 5 1.32
- . . Jeong Yun(2024), Tong Zhou(2013),
Visit satisfaction Minji Seo(2019) 7 1500 CNY Less 26 6.88
Demographic ) Average 1500-2000 CNY 7 18.78
L Authoring researchers 6 monthly

characteristics bocket 2000-2500 CNY 138 36.51
Total 4 money 2500-3000 CNY 98 25.93
3000 CNY More 45 11.9

*Allowance 100 CNY = Approximately 19,000 won

2 4 TIAEC] ML AT w0 Qlo], FF AR

ZBHE 5 e AlRE ARl HRE Ao g 7t
R 01 11278(29.63%)] oIt e] Aehg wopar,
2go] 10178(26.72%) 2% 71 FE olqitt. sfe] Axx=
BHEOME 101H(26.72%)9] SEA7F BHE 3k

1P

I A&29] AE FA 507 Ql5) Yo]7|9] FPAE]
RS, ottt 87%(23.02%) 22 29 A
At = OM*U AR 2BHT FAAEO] P&
%“—; 204%8(53.97%) 22 71 ukgm Hej=
220] 2027(53.44%) 202 FHE 0|3 ﬁg.aq
3t ﬁVM HARRlIE sty] Yol HEe Ak
123%(32.54%)°ll @51t (Table 4)%} ?51":]‘.

éL

O

A

5 Ex%
=

_IIm é r{o

(Table 4) General Characteristics

Category Classification Frequency %
Li-Ning 101 26.72
The most Anta 112 29.63
visited sports
pop-up stores Xtep 66 17.46
in 3 months 361° 69 18.25
(Chinese
brands) Erke 27 7.14
Other 3 0.79
The most Nike 101 26.72
visited sports Adidas 87 23.02
pop-up stores
in 3 months NewBalance 74 19.58
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Fila 72 19.05

ggﬁ‘i‘; Skechers 37 9.79
Other 7 1.85

Limited and new products 36 9.62

store's atmosphere and design 123 32.54

Brand Experience 202 53.44

Activities(price discounts,

) . 50 13.23
The purpose of souvenirs, gifts, Etc.)
visiting Accessibility 8 2.12
a Chinese Recommended by 204 53.97
sports brand acquaintances
POE?’UE‘ S|t0fe Leaflets and advertisements 52 13.76
multiple . n
choice) SSIWe/?\CZ ?riicr:n:tign 7 185
curiosity 7 1.85
Bored passing by 12 3.17
Other 7 1.85

)
o
s
1
mﬁ
<
l[‘

7 W4=0) A=t E}d*é = EX}OL
< HoFoh A4 EAZ43= (Table 594 Hxo]
L= 949 Cronbach's @ Al gto] 0.8Et AHAl &

Aol ARgE ZF Yo A=/l HEES FRlotqrt

(Table 5) Reliability validation results

Factor Cronbach's &
Atmosphere .837
Brand Experience .809

Store

attributes Product uniqueness .904
Promotion methods .845
Accessibility .851
Shopping Practical value .865
value Hedonic Value 912
Visit satisfaction .896

HESHE (Table 6T+ o] 5714 3k91a.9l 29|
|, BHE A, AlF =54, SRS A4S &
stoH, KMO g2 0.9112 YUEPHOoH, Bartlett
o 74 A5 Fela<Eol 0.000<0.012 = »29] gk

3984.218§ Ez]]x%gg —.-.—ﬂ’?i]-@] {9 HEﬂo] 1414
2 HEMIA. 2371 (Table 7)3 o] 2744
Shelal A8A 7ot #H RS FESIeT,
KMO #+2 0.893, Bartlett? +384 AZ2 49+
©] 0.000<0.01€H 22| kol 77k 1838.700= &
Aoz fofsto] 2]l AlElo] AdehS Yehfglon,

N

o 1o

o|4 r

R ST E (Table 83 Zo] KMO %l’o 0.924=%

eRtom, Bartletto]
0.000<0.01¥¢ = x29] %ol 1303.701E

Fg4 AHAZBLS

folrzol

SAHoz

sttt #4437 (Table 5y, (Table 6), (Table
7>, (Table 83 Zt}.

(Table 6y Validation of Store attributes

Store attributes

Category

Atmosphere

Brand

Experience| uniqueness

Product

Promotion | Accessi
methods bility

Q9 .84

Q10 .817

Qn .809

Q12 772

Q17

.849

Q19

.764

Q20

.749

Q18

.733

Q13

.876

Q14

744

Q16

731

Q15

715

Q1

.865

Q3

752

Q2

72

Q4

.686

Q5

.861

Q7

719

Q6

713

Q8

.663

eigenvalue 1.564

1.379

7.784

1.605 1.704

Variance 13.786

12.975

15.235

14.027 14.157

KMO(Karser Meyer Olkin)

911

Bartlett's Chi-Square Test of Model Fit 3984.218

test of

degree of freedom

190

sphericity
test

p-value

.000

(Table 7) Validation of Shopping value

Shopping value
Category Practical value Hedonic Value
Q25 .893
Q28 .862
Q26 .834
Q27 .825
Q21 .872
Q23 794
Q24 .776
Q22 .759
eigenvalue 1.359 4.63
Variance 35.75 39.107
KMO(Karser Meyer Olkin) .893
Bartlett's Chi=Square Test of Model Fit 1838.700
test of degree of freedom 28
sphericity test pvalue 000
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(Table 8) Validation of Visit satisfaction

Category Visit satisfaction
Q29 .874
Q35 .802
Q31 778
Q34 77
Q30 764
Q32 752
Q33 743
eigenvalue 4.306
Variance 61.517
KMO(Karser Meyer Olkin) 924
Bartlett's Chi-Square Test of Model Fit 1303.701
test of degree of freedom 21
sphericity test p-value 000
4.3 HEHAEM
2 oaTo] ARgE W4 7o) AT YRS Bl
st7] Qs AJEEARAE sFstlen, I Ane

=~

(Table 9} Ztt.

HES) oIAY BeP), BAE A, AE 55
3, A B2 L 29710 484 X% 3
o4 iAo} HE ERe] RE 27 waele] AL
QEE} sHHo] AXSHE ol HYSIe AO2 3
Q=jgiek

(Table 9> Correlation analysis

Factor 1 2 3 4 5 6 7 8
Atmosphere 1

Brand 476 1

Experience **

Product 479 | 441 1

unigueness * o

Promotion 427 | 409 | 464

1

methods ** ** **

Accessibiity | 410 | 429 | 462 | 446 |

. 489 | 445 | 451 | 472 | 434
Practical value | "o | s | xx | xx | xx 1
Hedoric Value | 479 | 482 | -508 | .514 | 503 | el
Visit satisfaction 5*15 5*12 5£6 BEO (116 .538** 534 1

4.4 IIHE
7 1§ AERBYE FYAE]S] FESO]
2B FFEe Fe md Aol
Amao] Boly), HAs Y, AR BEY, 57
uPg3l H2AE (Table 10)3} 2ol A8 7o) &

A%t F(+) FFE VA= AR dERdh whEhA 7
A 15 At sAl 7Hd1-1-1, 7HE1-1-2, 7hd
1-1-3, 7Md1-1-4, 7F1-1-5% A=Y
Jadsge] 8oy, HAE AY, A 254, 34
AT H29E (Table 113 Zo] A 7HAo) f
ogt Fol(+) FFE A= Aoz ey mebA 7t
A 15 Agstal sAll 7H1-2-1, 7HE1-2-2, 7H
1-2-3, 7Hd1-2-4, 7}Hd1-2-55% A=A
M 2 &5 AEZBYE FYAEC]Y FESYO]
G U] S YEY FgE v]E Ao,
ML) Z917], BHE AY, AFe] =54, 4
T H29E (Table 12)9F o] W2 W&o f
ot Fo(+) FFE A Aoz et A 7t
A 28 AstaL FAof 7Hd2-1, 7Md2-2, 7Hd2-3, 7F
H2-4, 7Hd2-5% A=

(Table 10> Hypothesis 1 Verification

Unstandard | Standard
Independent ized ized t p | viF
variable Coefficients | coefficient
B [Std.Error Beta
Constant | .455| .193 - 2.360|.019%| -
Atmosphere | .221| .051 218 [4.304.000%*| 1.544
Brand | 460 055 146 |2.922|.004%(1.499
Experience
Store Product
attributes| L0 | 193|046 127 |2.468|.014* [1.593
uniqueness
Promotion | 505! 051 201 |4.051|.000|1.486
methods
Accessibility | .135| .050 134 12.684.008**|1.489
R?=.0.382,Adjusted R?=.0.374,F(5,372)=0.374,p=0.000
Dependent variable: Practical value

*Std.Error = Standard Error (Full Name)

T 3 £} B UEE FH G 7
# 7o/}

£ 48H Xt AeFH e (Table
13)3 o] W o] ol i) G vl
702 ekt olef wet 7+ 38 Aes, 74
312 A=l

%% AuzBAC BYAEClY] AREHY 5714
AP, BAE AY, AF S5, S0, B2
H)e mE WAEH K, HSA 7)) wE
BSE0] ST VAL 202 Uehgrh 297149 2
M) RAAEH A, A e BE WE B
= JES olXL 02 Uehgrh Ut (Table
199 2t
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(Table 11> Hypothesis 1 Verification

(Table 14) Assumption Verification Results

Unstandard | Standard Factor Factor Adoption status
ized ized -
Indep_er;nlient Coefficients |coefficient| t P VIF Atmosphere - Practical value Adopt
variable Std Brand Experience — Practical value Adopt
B : Beta
Error Product uniqueness | — Practical value Adopt
Constant | .031 | .206 - 163 879 | - P . thod Practical val Aot
Atmosphere| .166 | 065 | 144 |3.017].003" | 1.644 romotion methoos ractical value op
Brand Accessibility - Practical value Adopt
Experi 202 | .058 163 |3.451|.001** | 1.499
Store ?pezence Atmosphere nd Hedonic Value Adopt
- roduct
attributes uniqueness 177 | .049 176 13.617|.000%* | 1.693 Brand Experience — Hedonic Value Adopt
P%%Tgljosﬂ 250 | 054 217 |a618| 000%* | 1.486 Product uniqueness —- Hedonic Value Adopt
Accessiblity] 223 | 064 | 196 |4.158] .000** |1.489 Promotion methods | —~ | Hedonic Value Adopt
R*=0.447, Adjusted R*=0.440 Accessibility - Hedonic Value Adopt
F (5,372)=60.176, p=0.000, D-W=2.076 Atmosphere — | Visit satisfaction Adopt
Dependent variable: Hedonic Value Brand Experience — | Visit satisfaction Adopt
* p€0.05* p{0.01 Product uniqueness | — | Visit satisfaction Adopt
Promotion methods | — | Visit satisfaction Adopt
Accessibility — | Visit satisfaction Adopt
(Table 12) Hypothesis 2 Verification Practical value — | Visit satisfaction Adopt
Unstandard | Standard Hedonic Value — | Visit satisfaction Adopt
Ind d ized ized
ndependent Coefficients |coefficient| t P | VIF
variable "
td. 24
B | Eror Beta 5 EE
Constant | .314 | .144 - 2.181].030% | -
Atmosphere | .122 | .038 135 [3.182].002**|1.544 - 5 - =
. Bl 33 Anxudc PAES WIS A
ond 136|041 | 139 [3326|001+(asd o o o o .
« penence o] U= 57 A oS AR HAAES]
ore roduc " _ _ _ N
atbutes | uniqueness | 15| 004 | 195 |4S1BO00NSE o] ymage RSt HESYS 23710, SR W
Promotion | 104 | 038 | 214 |5130jo00fiasd  HE 7R AWPAS BASIALE 2291 HERAES
E3] 2 2A51y BASE Ayl okl 7k
Alf)“’lisys 283| 037 | 315 |7.558|.000"*(1.489 a0l HlolHE skl w4st dvke taat do
R?=565, Adiusted R?=0.560 2 A9 AZES dike v gt
F (5,372)=96.774,p=0.000, D-W=2.043 = o= I o
(09720756 174.2-0,000. D22 A, %5 2ARZUNAS PYAE|Y] YREH(RS
Dependent variable: Visit satisfaction e __ = _ .
% p<0 05** p<0 01 7]‘ E%E Zﬂ , X‘"’%‘ %:T}\é; 'il_;élaol—]ﬂ, ;\ﬁ:l_j:/\o)jq- —‘/-‘\-'uO]
TH(EEA 71, = 7HA) Y] HAE wAR 2
%% Am2Bds gYrEolo] AREYES], B
(Table 13) Hypothesis 3 Verification T A3, A= =EA 24P HZA)o] 2FIFR(A
Unstandard Standard %Zj 7]'5(], E’H@Hﬂ 7]'5(])01] ;ﬂ;—{'@?l Ogﬁg ‘g U]i]_“_:_ 7}‘1—9—
Independent ized ized
vaF:iabIe Coefficients  |coefficient| 1 P | VIF 2 e
B |Std. Error Beta %Xzﬂy %‘:—'1" —/:‘TLZ—E]-%E .1—].1:]1—%4_/:50-]9,] 7\(51—4—'\‘*6](‘3‘%
Constant | 1.257 | 0.131 - 9.565|.000%*| - 7], BHE A, AT =4, 224, %{;]E/g)jq— HE
. Practical 5k = 1T =
Sr:;;l)sweng value 0.271 | 0.042 0.304 |6.472|.000%*(1.422 UL o] BAE BA% Ay 22 AT 2HIAE oY
Redonc | 0338 | 0.037 | 0420 [0132|000(1.422  AE0J9 FEKH(ESYY], HAE= AP, AE =54,
&

R?=0.418, Adjusted R*=0.415
F (2,375)=134.870, p=0.000, D-W=1.920

Dependent variable: Visit satisfaction

* p(0.05** p¢0.01
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