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Mediating Role of Hedonic Experience in the Relationship Between Service
Quality and Revisit Intention in Fashion Pop—up Stores
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ABSTRACT

This study aimed to verify the mediating effect of hedonic experience on the relationship
between the quality of service in fashion pop—up stores and the intention to revisit. An
online survey was conducted among female consumers in their 20s to 40s who had visited
fashion pop—up stores in the previous three years. A total of 400 valid responses were
analyzed using SPSS 26.0 for factor and reliability analyses, and the mediating effect
was tested using the PROCESS Macro. The results showed that service quality comprised
three factors: Employee responsiveness, store tangibility, and store convenience. Both
hedonic experience and revisit intention were found to be unidimensional constructs.
None of the sub—dimensions of service quality had a direct effect on revisit intention.
However, when hedonic experience was included as a mediator, all dimensions of service
quality significantly influenced revisit intention, indicating an indirect effect. These
findings suggest that a pleasant store environment and prompt employee responsiveness
enhance the enjoyment of the pop—up store experience, leading to a positive brand
perception and ultimately to consumers’ intention to revisit in the future.
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Table 1. Exploratory factor analysis of the quality of service in fashion pop—up stores

Factor Factor  Eigen Variance Cronbach’s
Items ;
name loadings  value % a
Employees at the fashion pop—up store provided prompt 0.840
service to customers.
Employees responded promptly to customers’ needs. 0.832
Employee Employees handled customer inquiries and requests 4.193 29.952 0.948
responsiveness . 0.823 ’ (29.952) ’
accurately and efficiently.
Employees were helpful and attentive to customers. 0.796
Employees were polite and courteous. 0.786
The displays at the fashion pop—up store were aesthetically 0.800
pleasing. ’
The facilities and appearance of the pop—up store were 0.799
Store stylish and appealing. ’ 3,083 28.453 0.935
tangibility The exterior design of the pop—up store was luxurious. 0.787 ’ (58.405) ’
The interior design of the pop—up store was elegant and
. 0.769
refined.
The pop—up store was attractive. 0.751
The pop—up store provided rest areas and comfortable 0.781
spaces for relaxation. ’
Store The pop—up store was conveniently located for shopping.  0.714 2765 19.752 0.839
convenience  The arrangement of products in the pop—up store made 0.705 ’ (78.156) ’
shopping convenient. ’
The layout of the pop—up store was efficient. 0.675
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Table 2. Exploratory factor analysis of the hedonic experience

A3 Aol =e] AAlA A A vizhA 4% 581

Factor Factor ~ Eigen Variance Cronbach’s
Items :

name loadings  value % a

I had an enjoyable time at the pop—up store. 0.891

Visiting the pop—up store was a pleasant experience. 0.882

.1 felt happy while visiting the pop—up store. 0.861
Hedonic . . . . 72.118
i he pop—up store offered various interesting experiences. 0.842 5.048 0.935

experience (72.118)

The pop—up store had fun elements. 0.838

The atmosphere of the pop—up store was attractive. 0.821

I could appreciate the beautiful interior of the pop—up store.  0.806
Table 3. Exploratory factor analysis of revisit intention
Factor Factor ~ Figen Variance Cronbach’s

Items :

name loadings  value % a

I am willing to revisit the pop—up store I have visited with 0.912

my friends and acquaintances. '

Revisit I illing to visit th - t in if it i 79.751
Revisi am willing to visit the pop-up store again if it opens in 0.895 2393 0.870
intention another location in the future. (79.751)

I am willing to revisit the pop—up store I have visited in the 0.872

near future.
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Table 4. Results for total, direct, and indirect effects

Path

95% Cl
BootLL.  BootUL

Effect  BootSE

Model summary
Total effect
Direct effect

R=0.3894, R’=0.1516, F=71.1225"""
0.4096  0.0486  0.3141  0.5030
0.0756  0.0545 -0.0315 0.1827

Employee responsiveness — Hedonic experience — Revisit intention 0.3340  0.0490  0.2432  0.4354

Model summary
Total effect
Direct effect

Store tangibility

R=0.4452, R?=0.1982, F=98.3584"""
0.4852  0.0489  0.3890  0.5814
0.0753  0.0654 -0.0532  0.2039

— Hedonic experience — Revisit intention 0.4098  0.0656  0.2841  0.5432

Model summary
Total effect
Direct effect

Store convenience

R=0.3532, R?=0.1248, F=56.7408"""
0.4186  0.0556  0.3094  0.5279
-0.0064 0.0629 -0.1300 0.1173

— Hedonic experience — Revisit intention 0.4250  0.0535  0.3223  0.5328

Note: SE = standard error; LL =
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