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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 —

Mi Young Choi and Woo Bin Kim"'

Dept. of Fashion Design, Duksung Women's University; Seoul, Korea
UDept. of Textiles, Merchandising and Fashion Design, Seoul National University, Seoul, Korea

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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432 SO FRY GBI A4 A4, 2022H

7IAA AAZGA AHE FEsL, go|ziEldR £3) A
s olpE2E AP TS B3 B=r Fele Al
7RIS Ao BN AR} M-Sl FEA] AH|RE-HA
=ofe] AAAE Aslele Wake R 7] WEe]thRyy,
2018).

AEE A g vHAY g3 AT 4 Qe olEF
25 &H9] ¥4 T (experiential perspective)sd 3
747 (experience economy) ©]&& & 4 STt Holbrook and
Hirschman(1982)2 4:H|9] @2 R4S AA|sPHA] 449
84, 44, A, nd SHE AxEih ol I
1= %P%olur AMH|2E Fulfatal AH|ehe S Aol
F27] AR eH, o5 g4
FA 54 v Ad7 vlwste] #HFE AnE s
21 &M S5 AAEISI . ©]F Pine and Gilmore
(1998)y= AP L2 FHeAA BAF 712 LA =}
st AE AT F89S Frtatd] dd) ARl AH|At
Eo] AFS 7154 &0t AMHIE FE do] AHA A
Y3t 46U Schmitt(1999)y= AT 719¢] v
d S5l gk Anjzte] wkgo 2 she] FA1A 748 (holistic)
o=z FAslar AgA AY ZE(SEMs:Strategic Experiential
Moduleys AAIEIATE. o] AFere AFS 2 AE
(sense), AAA -7 A A (feel), 14 - ARA A (think),
P52 - AlA F 7"<ﬂﬁﬂ(act) 23 AEEA - BAA A (relate)e]
5714 fEom FE3I F, 72473832 (CEM:Customer
Experience Management)— A3l 71AELS vA" F-A o
& AFE Fl LHAENA TAE ARE ATk vt
3 ZFz3F3ATH(Schmitt, 2003).

o]a{w} J,]—;ggp_ 37_7140 o]x%z%o]ﬁ %)\]oﬂ 71—%414[(3_ _%;(H
2 1y AFggsS vHAE A
WA 7]E &H|RF E °3:IL°ﬂ7\1 TRE olF= &
g 2dol| 9t Q1A B, Y] 2Pl vyt FAA A
A3} 24 2R S Beketar Sl 53] Anjate] R Eel
Zdstar Az 9 4] JEx|eF de AAVL e RIS

O

S

X373 ITHChae et al, 2016; Choi & Lee, 2011; Kim
& Yu, 2019; Kim et al, 2015b; Sun & Lee, 2017). 3

o= SNSE ol&3f viigelxe] BEE Ffatarat she M
Azl ApdA FRE Qs wigs RS 32 e A
ZHRAZIA] BHE mZo] JSUISlE]I 592l BlE o
nz] Ao s 5 BAE zRite] 5= nHY g3t
7} e Sl ol AM|AbEe] Ll RS Farek 1
< FAAR A rHE Ald S Bl AS T e AEE

ot o A F JE AR AR QlAeEA 2T ARy
o7 gg35p7] uie] 718l Zejth(Halvorsen et al., 2013).

DY wigol A AYAFES AFAL o8l <A
o] zﬂa’lﬁi ufj o ] Hal= g_—%ﬂ_ 2 Hagle ;q_/‘\l_ q_é_oﬂ =
A7 Qe o FA8laL vk 24jo] Bz £ v
Aol Ak AP 245 £ 80 FoI3 IS Fu
(Kim et al, 2014; Kim et al, 2015a; Woo & Hwang, 2017),
o golla] =S =7 (Chae et al, 2016; Jia & Hwang,
2013), Bal=elo] fOjdAlZE A F54 02 Fujelzel =3
oo} e PFolx= YEPA EthJung & Yoon, 2014).
Kim and Han(2009)y2 Z&]14] 2EojolAe] Agf3 o] B
A=} Azt 7he] AAFEH HAs S5 FFE vz
O 319eH, Kim et al.(2014)= Z2g] £2Eol9] Ag
8471 BAE ke FAskE Bl onx|e} HE 71X
9 B ST JES nXI, BRE T AHRE
< gl ol2A ste 7MY T8¢ a1dS stk
Lee et al.(2015) Schmitt(1999)7} Akt Aekd AH =E

o2 oAl HAE gix P o W Aol F
S JES X, AP R FAHE BRs
oF FHexe} e PFojrol Folgt 03‘0% ﬂ]%‘—% %j_‘%‘—
o2 9} Kim et al.(2015a)% =A% 7o
1] 344 A" &35 Wel7] 9 ¥z Bi= —%
a4 28] wiieA o] AFe] £BEY HA= omAE
wi7h3te] AH|A}F ARl ol JEgS wXIthe &
A FAE R olgst APATFELS L AHH o=
AFshs tgst o] BaA=ge] #AE FAE + Atk
Schmitt(1999, 2003)2] A=Y Atoll ZASHAA A v
Z}Ofsﬂoﬂ u:}ﬂ_ Hill= o]u];qg]. Hac Z]—/‘]- :rL% 2 Hao
%Hw: Eoﬂ oﬂ kg u];‘ql—_ 7Htﬂ7<40] ;(ﬂ%q _&5\_%0] Z X 1:}
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A= iﬂ' 3 UHX*OHAH L=

[§]

Qo] SNSE &3+ APAlE LAl FH=E olojx] T4
Ql vAY g2 Yehks Zo|th McKinsey & Company(2020)
= 2021 ARGl thgk AR A “The state of fashion
20218 Faf Hug o= I3 tRYsrt 7RESIEAA T, o
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GG A WFoIe] B Eo] Hel= SEYFo] v

aH) ol Adabl B AF ake} 2w el
ZE3)5 e olol wje) A wjgeln] 2z} Aeke A
dow frsE Jde] Ad We 1o pxd DA ¥

€ d7e F53 "ol rHAlY AR YAl A=A wi
Ao it FRAE THE AL Sl o] & A= SNS
ARgo] datslE MZ*‘ﬂ Z giate g Ady A nfgelAe]
53 H2 v=e)] v v
SzEoR yehd o YA s

H= &

AP HAUES FHske AL BHoz @) o2 g8 &
E9lo] NS AR £W NG} 2L APH WS 7
o = gl ag E} Bel=ole] BAd] Hol(spillover)
7} 7FsE Aoe nkt. Ardoze AW A ulgelA
o) 43 7Ago] Lkl TAL Fo v ARUAN A3t
2 249 & 9ge AzTozn s AR A
A8 sl AWY A vige) FRAL Bleky AT o)
A ujgene] ZH=E Bee 2.0 uyx ARYAM A
o 5o Bag S E2eaA 9

2. 0|EH HiZ

21, M M o
AfeAR ] 5783 T widol tigk <14 FEgk WstE )
o} oA wigS ARREe] Flo|Z AR Bl 7EX S} AR A
o] HAEE APY F Ade IR 7 a9 HAHol
=3 Ath(Lee, 2013). AH|AR] FAE AH-S sk AE
@ A wde HalsoX Algehe vt Ful=st 34,
0T @42 2R} 2Eo R A S Y 27 I
7l Algdhs AMZe 7] wd-e <rhth(Seo & Lee, 2008).
22l SACE fF deriele] Hskehas FH st
emeel s)H mhRES ek, mulel Algte] Apasish
S FRE 95l T4 2ol golziet
2Eo] A#A Z:EOL bt Z:EO], S22 = A3 Zuxs
Ay A wde] FelE HQJAtKChae et al., 2016;
et al, 2014). 2Rl w5 53l A Jd= AR
= ‘78‘3’ TR WA IASH ek AR AE
Al Bg3hax gzl {587 tgdtal e Aol th(Kim,
2022). wi7ge] o] g TR LHRiete] o)zt Y
S Wjghks o R WeE 7}4\5 W7 oz & o A
3] ZH|AA S AN
S oSk 254 AdE ¥ 01 B} A4 AL 7
A 43512 ATz S 48 A F
of 2% 875 FSAATEEN anAEA S 7
A, o= AaR|A-HAlE Ato]o] &2 AAYS HHY
FHKim & Kim, 2020). Jung and Yoon(2014) A3
A wigelx ] &3 A T LA AAEHA Hal
= BANE APt Balsote] 712 wiks FAA 2=
Hom 2HRte} o] A& BAE fAsH EraL 8t

N

G - ST A LGN B HENL 5 G A -

3 gollA o] AFE 2

719 bk S =73 o8 B3 X UE 3

T2 3 o] =9} AHRe] &3

T 544U IS 3 BrkSeo & Lee, 2008).

e | AR o 2k=t @ izt

& WEshe ol 5¥e Bils

= el \44%7 AFAES B3 ARl 4] AES

5 ohx} st AlA AASTE 2Hggi)

Olﬂw ZH1E3wsle) gieo] s BAl=e) A7 |HES

= i B2jo] opd Ao T T vheFatal ApdsiE

Eﬂ = 7R AFY wiFe 298l Utk ARREe] 34
A ARE FEFgoN aBrAE FESIaL v

SNSE B3l AFH A wiFgolx e A HES A3t

71 ARSI o EH Tl BT HE 43 B

E

ll‘I

F

= 7398k =ole
slell Aol AFH J—o—«i«] 0*5'01 ue Zxd Aol
=g 4= dthMcKinsey & Company, 2020).

22. 220l 7o B8t HU=
AN Ae) AR Bl
ol AT e 2ot

== 4‘3] s= 7LE e }%‘oﬂﬂ JEFE Frhs RO
AR =R BRE £ ok 59, Al ) AE
oJehs 34E AL B4 7199 AEFe HH]*Oﬂ o
Aol gle IAA AlFolt Auzel ek HRE 53
Al AFE F=gozH Fui= ) ‘%a F e dES
AR AaeA7)E B3 7EITHKim, 2010; Murray, 1991).

JEYS iR gtie HellA el 33 xpdsts
£ 288 FAEWOM)S Fre| AR 3 T2 LnRE
o] T AA e froldt FFE v MRS 27 =
E}:La% ]’XE]‘ SNS OEilj\ _‘E:L gia oa 06 O]‘l‘

o

[

_%

A= 2R 74 852 AFH ezl 3 g
AR FZrM Jekd xpollA o] FXItk(Kim & Chung,
2009; Kim et al, 2021). B3+ o]Ajo] BA4E7] wjie] A7
o] FAA, FA4A wAAE 2O RN @ xeRlofA A2
o] A H= Are| HgdE S5 & o TS
Al B0l AR B 7k Blag EOE g f oA HE
AL 713 FHKim, 2010; Kim et al, 2021; Rezabakhsh
et al, 2006). °|v] W& APAroMe 2 FHE Fl
P9E 38F Aol FA wARe] s HAAA A F
S-S 98] o™ (Bendapudi & Berry, 1997; Hennig-
Thurau et al., 2002; Kim et al, 2021), JA7|HEE 28kl
THE vHAE AFUACIA dFom de &5kl Ut

of

m to o
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A9, UAE At snsel wEe Algse] Sue daw
AT Fhohs 40 B8 A SNsel Lyslel ols)
a) Zgo] AU APy R Qmeely

e MR 24T ARA Lokl TABES B
Fuol gHoR Jlojspl Uk AP »w_ wge
A7t oigeld] ZEe ARES SNso) PEED g
TRl gue Fhelo] b o] FYL S PRS2
Ut A e 9B FE ARE FHEE ol
F Qow] e 37 FE slefske wA

2 % i), olo] wel ¥ APoliE HAE SEUES SNS
g $o okl THBEOR AR ATEHT B,

A ARUAeIAY] TS At Ted
LA s gIet ol 2oiXE 712 vl Felek b2
F3F e F uggzie) B2 338 An|Rke) AR
AAF)3 UTHKIm et al, 2014). B AFAE AFY I
mjgolr el o] BEYTSE
olom, 7)o 7FA wkg AFA &WrER), AEohE 5
of WaE A 71A7E 288 F Jivke 218 7P et

HIUE $5 o] ol

23.1. &3 E

[¢]
o
2B BYe
3]

2 (shopping ﬂow)
g FojakA a3ske B

A2 AHRE AE
Lozt ol s WS A APE AFsk=
A8Fe oJu]glt(Lee & Hwang, 2012). 238 &¢o sl A8y
ATES viA SAAA 3

I Ul AFeAY 8avF SFEY
S HIRAL PSS WAL ATk Amold et al(2005)= wi7gl
A MR A A gk v ol w7 9
£} g 4 Stk Sl X Bl Eeoad) 2uol

o4 ¢] AAe) #EF Kim et al(20152)8] AZH AFx= A
o] FulelEe] HUAOR YRS TIAAE A, 2L F
3 Fufolzel] TAAA P Tkl ST, Triantafillidou et
A Q017 58S A 5317 ARow Hkes, el
9] 017]- /\«ﬂoﬂ S = i B 942 ulEE d7s

00 and Hwang

<]
o

2.3.2. 7gd1k-S-(emotional responses)
2402 Q) 2= ot Alse] 7 | WHslE 7]

W

1 74

o

3 =
TollAl a7
1987), o2k} =78 23
Agat 72 7ANEL Bl ojux#
frolgh FEE vt By
2001; Lee & Kim, 2009).

717t A% AEA AR ARk
o J8kS F3(Holbrook & Batra,
s w7 A gg o] Algehe &
ofle} Fo=o
21tH(Chaudhuri & Holbrook,

o, ot
ot lo
r&
d
i fﬁ

© H:l

Kim and Hong(2012)y2 AH]|2 4E, F7HINA], 44, &
A71, wiEEet 5o =4 7 adlo] SR AR
37 WEe] ES WAtk 191e™, Huh(2006)= "7 U
A2 A 7Ago] aHAelA SN ABE doA 59

|

ol AE HEE A3l ol A¥ tigl v=r g o]ojxl
ol 43I0 Park et al. 2007y oE] AF 84 F w&
A 18 A] M S BAE e )
go] Z7%0] A= AR 9 pujelme} Fdo)wolz

A $OI7 AL T AL WH. £ Jun ne and Yoon
Q014 w1 <l olfolAE thilRe AHe] WENSH
39N o GFS vlAY), AR FYATT 77
319t} Kim and Kim(2019y> =0]8 &7|9A 2315 97
She olHEHIQIHE A|fale] Mozt gl AAA|E&ewe| 1]
A Gl gnkg-e] w7l e-S B3lrk. Han(2019)= A

Py 242401]1\1 O]OZ—]OE Z"o% _-;}7391 ;\13]/\/\71]0];
(servicecape)?] 7N'ES oJEEIIMES] 283 &) ATE B3
MElzzssolie] 24 A= aolSo] 2uxt o] vl

St agEYe] AEe &9 Al AlFe EAS X3
k- A4 1 (Jones, 1999; Shin & Yoo,
HE i} FujeeE YEhe

4B 4 gl Fod 4o Wit @ 4 dok

& AR ohEt s adml el M Xﬂ*!‘c] E‘r"o@ AF
15

23.3. 7382 271X (experiential shopping value)

SHIELS AR FE S8 A8 TR o2, &
H9g B3l MEARl 3 F MUt AlFehe AEA 7
£ Zaltk(Mathwick et al., 2001). o]k 234 £371
£ AH]2 $=A(service excellence), 4174 (aesthetic), -84
(playfulness), -2 (customer return on investment)2] SFJ=}
s T3l FAHEE LA HY A AR Jod 5 9
O (Mathwick et al., 2001), Z=0]z}E0] 2|2}t A4 714
= 54 &% Adol tigk s ¢ Al ks mzih

Shin and Oh(2015)= =371 Az} Aol 2te] A9
UoA AEA T AR 7] BE o R feoldt
J3FS PRITEAL BI3At). Jang et al. 2019y B3 7P
ge A= ARSE A5 el AtE AEA 4
7t AH|RRe] HEOEE fFEshs A AH 81
o webA] AEY A 1 gE S5 RS AP % &
FEYL MAES SAH SYo 2 T

R§

o



AFE A elFoI]S] BESje] HAE SEPEe) FFs

AEA £W7RE T A" el g S-S = ¢
Aem, oot ofujel 4711 17 f{Ao) ouAE 4
A2 HolthChae et al, 2016; Jang et al, 2019; Maghnati &
Ling, 2013).

2.3.4. 23l 2 (store attachment)

N2 (attachmenty AFS] A28k A9] o2 o] golA A
@ ldos BAZel guolze] olfm APHRY 2z A
Pl 225} obg 1) A fei Amel vobt 3
Z ol F el olgolt 284 BHoR AU A%
Q) A FA7) A FBAL YA ko n
=3 tDwayne & Tasaki, 1992; Thomson et al., 2005).
LIRSS S AFE niEe R oz BAE A =4
FHA0] 7ol tigk REAE e 7S viEe R mgde 3
AE FAskee 2% s 7HA |t

Hle Fogso] Adsks Hxofzhe Hxol vigk 4l
A Boo® 54 Hxo gigh 3979l HE Fx FHER

L -

<]

& 3o, %-L off gk vzt 22 el olsl @
Fe vt At e A e Adeddd dEd A
FAT=2 A o] AFaclo] HENE HEFA e
A Yok 7l SR S PIAAL aRAEClAl Bl
ES AANA HIAE onjx] 75 3L S oL
BB Sltk &, HEAFL v S T = WA
HAE Az Hx] el ojmAs HAEz Hojxo] Hill
=

43507 Yeld 4= Utk(Chae et al, 2016; Lee & Kim,
2009). 38, Kumar et al(2003)2 AR LS 7o) B
A=, Aol Fahe dgolv AHIAE ke B 5471
o] WAS FAstels A =Rl STk Jo2015)= &
AR &G me] 4 a0S HaA = MYATLES HE] st
ARG 2] 319l a1l 15:—51% HHP—‘HCQ} Au)
o= ¥ o} miE A AHIAE FEFS v e
0|7 TAowel 2o wskx] E3AF| T 21‘4. wEhA] 4
H|zHEo] WHESH wi ol el A&H AARA] SR vigS
T Axo PHL FHHeE B FuYFS AT

T

5 - e FES 4B B HENIL) 95 Eey F H -

3. 7y

[}
SECREEOE D

=
AFEIL U= A W @A
gl

T -(

¢

mloﬂ J*OﬁF e

y_o_ 715) 2

O, O wm T

9ol 2

N

L 7HA],

AN AR AFRES At WAETt 1

RF Ak devizl okt 279 vzt

A=
PR

2 ZASKE 1Tl R el s EEe A0
A A%HoR A8sHe A ol mxel Yslel 33
FomH 2nla7 W 2014 BF AT WIS B
Stk 451 478 AF ATRDS UL Fig. 19 ek
ATRAS AF5] A AT7M HI-HZE A 4

748 ifeke Al 7K 2RARe] frolAe) e 7

77 HA~He 27Re] mifisE cxbd o= olF

50]*7 <]

ol it

& e ool tie gelt 4771 Hre: 3K v
s BRE Ao dElshe 1gdRe o8-S

78t

H1. 227} AP e 359 44
7H§_ Haill= iis(EEoﬂ 30 o U];-é] 3'1011:}‘
H2. 2827 A He a3E29e 74
)

WS HAE $EAEC] IS

g

m
fo % fo
:)
Kl 2

H3. &RA7E ARSI Bl BB AEe)e v
HYE $EAE FFS vA Rolch,
Ha, 2} AFe He a9BYe wA wet 485
271 olFulslel HAE 5o G2 )4 Zlolck.
Hs. 27t Adshl B £929e 244 wew 4
FRGE o) Fubhsle] HAE $xBel Fe v Zolch,
He. A8IA7H AReP S 8Ee 494 29719t
@z W olguiiste] HAls $5aEe] Jee A Zolr)
7. 20A7E AR B £BBAS 2HA e, 4
g wowx] AN 40T dElsel Has

ol FdFE vE Aol

H7

H4 M2: Experimental He
shopping value

M1:Emotional
response
H1
Shopping flow |

Fig. 1. Research model.
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T Al WA QYL FRIAL 2FoA PR T
3L

2647KK] F 237F AAIEE 12} 2] AEZAIE & 1764
o] SR, AFY A vigel ik WE Ade] A=

AA— =
SRS 2Fedshe Aol Ha 200 o] fFEER
S Sral] AR Ao AEE Eo)7] 5 82 1Y E
1374 of 277k 712 23F AR Jdste] 1279] &9
< FH3I

® Apngel AR $HAE BE5] 5] 4R

1
o2t

o Sol7i7] ol AR WA wigo] thk elo} B 20204
o o Bok A B WA SOl FEEo] AFH )
22 AP W W SEEA TS, BT LF, AE
B2E| S1es mahel AHIARS dAgoz M99 g
of mEk olalE ESTHFg. 2). T AR Fa AR A4
Wi olg AW oifo] ol Bau AWY A ) 1352
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B3t FEHR] BRE 39 ES SNSE 78 +d &
Fog zAslsle] Ok et al(2020) ¥ Kim et al.2021)9] A+
oA AMEE SAHUES B A BHof 2A £4 BN
otk 2B EY AHS T Y TheoE HAE §58Fo
AYAFEA Py fEAE A ET] s P94 vkt Fxol
2+ Kim and Kim(2019)3} Thomson et al.(2005)2] o]l
Al ARG SRS B Ao Wge] oA Al AR
SIATh A A Y 7HR= Mathwick et al.(2001)0] 28] 3
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Fig. 2. Description of experiential fashion stores included in the survey.
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ARFFo R Yegr). 7 Wge] WHLHYS AR )
&l Cronbach's o 7k Q1% Az} 787~93302 UNHAS
71%A) ooz FRIFALE olo) wet B Arrde] A
9le FA0F o]l PR Ralsk Yo Ao Mk
o}, 7} Wge @olRA W AlEw BAAIE Table 19] A

42 £WEQI0| EHE SSHSO 0X|l= CHEEZEE &4

42.1. MBARS] fol A=

£ EQ] tigt Ade] BAE §5PFOo=E Jh= AR
AR ASel $A ATEFE s H 7 EAR
o] oS A5 tH(Table 2).

LB 2gukS(path 1) 232 47K (path 2)l
frolsk Ao FFS vAATE, HEZo| 2 (path 4ol BH=
&S5 (path 7) L AR} PEH-gozo] fofdtk AF
AEE AFHR @9tk 2P EQe] 2Eo] wEy Fujoxe
o T FFE vHthe A AT AIHKim et al, 2015a;

Table 1. Measurements’ reliability and results of factor analyses for individual variables

G - ST A LGN B HENL 5 G A -

Yu et al., 20217} JATH B Ao P EQVIO 2= §
g gl gk ofxe] Fgoldt AFA 4] A WEE
olZA e Rths AL & & UM ol HlE] &BEYo
NSOl vXE AHAR(B=.673, t=17.157, p=.000)2} 73
P2 &R v AHAZ(B=.555, t=12.184, p=.000)
7F frela vehd Adke Al Algshe o2 71
A Qo) U3 AYPow HIYBQ FFo] HolH I
2 7PgRkgol fE, B8N aB7RE =4 AZ4E A
5 ouigith, ol YellA] AT Am|e] AP ZHS I
A AFuHAE o]2e A oy APAFE AASh=
Attt

LPEYeE IHE SR S HAPA &7 (path 3)

3l migel MazofZ(path 5= ol FFS PIxAE

=
£ Ao etk 2, A3Y gl AW 8] o) 3
95 £YNNE W A4DES AP vigel e HmeNz)

(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
1 think this store offers expert service. 766
Exp ene.ntlal 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
poé Experimental shopping value — Store attachment 0.640 0.118 5.430 0.000 0.408 0.872
p7 Shopping flow — Brand advocacy 0.115 0.072 1.595 0.112 -0.027 0.257
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). el 2
718 vlwe) & u) dzefatee] e (B=.640, 1=5430, p=
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422. W ER AS

W 7k RJIFAAIE Tfetehe d] lofA] FFA e 718k
T Baron and Kenny®} Sobelo] A|ASH w7 &3} #49 0
< AFEFANAN SAHAE RIGsHA EaiH, bl
(multiple mediation)2} ©]Zm7ll(double mediation) =&} 7+
2 A MNEYE HSse bl SIS Z=TH(Preacher &
Hayes, 2008; Hayes, 2017). ¥ =& ol2]st $AA A
< FE3] 5l H =wolA] Bl ARREHI e FEX
EfE WS ol&ste] £k vl s wifasd
A3l Ttk o] $I8] SPSS Macro Process Model

B
o

A

AT HH g EQ] BilE §352 Ve H2oA APH &
B7IHE wle AR 2X— M2 — Y)E fele e
o] Bldl(effect size=.285, CL: 0.169~0.416), 77WF-3-3}
ArefzRE demiehe AR 1(X— ML — Yy 7H7
2 3(X— M3— )& A7) FAgLLCI High(ULCT)
Atelef] Qo] xEFrE|e] frolahA] gk Aoz EAEUL o]
el A77Hd H2e A=, A77Hd HIZ d57Hd H3S
717+ =] At

olofA] olFulizel 23t 7HH E o
& ARyt aBEYe] T8 AN FEA &9t
A& AXE olFmife ogt 7 & (effect size=0.077, CL:
0.035~0.129)%F 5784 7FWhga} H2oHE AX= o5
7holl &3+ 7P & FHeffect size =0.039, CI: 0.011~0.077)7}
ofetlom, AHA &grix|el xS Bk olFuishel
3 78 & (effect size=0.076, CL: 0.030~0.134)% F2]3t A
o2 ysiRct, olol| ulg} o|F il oJgt 7 ETe] igk A
T7Hd H4, Q7714 HS, A7 H6S 5 AP Eglon,
wyjEze] 2718 vws| & W AEH £BURE EsR
X3l AR 4X— M1l — M2 — Y)oF ZHAEZ 6 (X
— M2— M3— Y| WpiEs AR 5X— M1 — M3
— Y)9] wijE¥E o Atk A8 ¢ 5 AU

A Ee 2 o] miyfHerE HEHOR fR|ehs JoE
7Pek =2 tisnziel] olgk IHAEE 1(X — M1 —> M2 —
M3 — Yyl tigh fo4d 4 235 29 2Fgukss 284
237k, 283 FEfFoZ olojA = ul7) & T effect
size = 0.021, CI: 0.007~0.040)7} 2|8t Ao 2 B8 A7}t
4 H7= A=A

% M7l Ee] F7)= effect size=0.568, CIE= 0.427~0.712
2 UERRAL, 95%AIETTAN BAKCE fofu|gt Z0=E o}
Eitom, 7+ mi/fA R 7hd Aol it foA Bad3te}
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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 response — Experimental shopping value — 0077 0.024 0035 0129 Accept
Brand advocacy
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
H7 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
A7hde] el = Table 39 AAEIA ok AFA &£W7HAE AZehd Bl §53F0] nkE o
ol WNET BA Ak WY el ool & RS F 5 AL W oheh £YIR A7 F AL o] 4
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Fig. 3. Multi-sequential mediation model for shopping flow on brand advocacy behavior.
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