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Abstract

The purpose of this study is to investigate the differential characteristics of the two shopping environments of pop—up stores
and department stores. Therefore, the differences in consumer experiences in different shopping environments in the two spaces
were compared and analyzed using text mining techniques. The subjects of the study were "Burberry Street” pop-up stores
conducted at the same time and Burberry stores in major department stores in Seoul. The data consisted of a total of 2,000 cases
based on consumer reviews, and were collected from Naver, Daum blogs, cafes, and Google's Facebook and web documents based
on the portal. Textom, an analysis tool that can utilize text mining techniques, was used for the analysis method, and TF-IDF

frequency analysis and clustering (Lubane) techniques were used.

As a result of the analysis, it can be seen that the purpose of visiting the two spaces was remarkably different. The pop-up
store was confirmed to be particularly effective for the MZ generation, which values emotional experience as a space that fixes
emotional ties with the brand through experiential events and limited-edition product provision. On the other hand, the department
store was able to confirm that it visited to receive help in purchasing decisions through products with guaranteed quality and
professional services. It represents recognition as a space that focuses on practical purchase and information search. Therefore, this
study emphasized the differential characteristics of the two shopping environments and the importance of consumer experience,and
based on this, it was intended to provide basic data for fashion brands to establish marketing strategies suitable for each of the

two spaces.
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