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PURPOSE This study draws on the experience economy theory to empirically test
how experiential program types (passive vs. active) from professional sport-themed
pop-up stores affect sport consumers’ perceived novelty, perceived curiosity,
experience intensification, and content generation. Additionally, this research
examines the structural relationships leading to sport involvement and stadium
attendance intention. METHODS This experimental study used a virtual experience of
visiting a pop-up store themed around a professional football league in South Korea,
the K-League. SPSS 27.0 and AMOS 22.0 were used to analyze 204 valid samples.
Furthermore, this study employed independent sample t-tests, frequency analysis,
reliability analysis, confirmatory factor analysis, correlation analysis, multivariate
analysis of covariance, and structural equation modeling. RESULTS Active experiential
programs had a significantly greater impact on all variables than passive experiential
programs. Moreover, the path analyses revealed significant positive relationships
among perceived novelty, perceived curiosity, experience intensification, content
generation, sport involvement, and stadium attendance intention. CONCLUSIONS
This study’s findings empirically demonstrate the significance of pop-up stores as a
‘third space’in sport. The results also provide a foundational resource for developing
detailed plans for effective experiential programs, such as professional sport-themed
pop-up stores.
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= A= obFolA A oF 27 8E
Ao A At HAHE FHE AFotes AL B ol
9] gt gefolti(Shin & Kim, 2023). ©]2¥
A7 Bade AR AR JoAEA AdS
AH FAHEA 7] 5ethe HolA et 7HXE 7FIth(Henkel
Toporowski, 2021).
T2, 43l oMlE] TAl= FAYAECE Boto] WHEo] B
HE(E, @ Dol Foff gl FHEE 7HAe 2L s oY
= A5 Gy sfiof stthSweetspot, 2024). A2, ILENE &
of AnjAoA] AlFEE Aol Hel BHE] gigt G435 A
A5 7IHs7| ks A o] AlEshe Yulol tigtk JAAEY S
A 4ol dutt EF5H dEE £ UeA, I FHE A= 7]
o] A EooF SH(Kim, 2023). &, BILEC|T= A39
& *Yok= Hl glo] avjRelA AEE 4= e BEA 77t
Al 28RS ol FFE HA 5= A=A B4k st (Ahn
et al., 2024), 3FHC0E 7149 A WHE o|Pol= WoR
FAAZ = AL S5 S Bk EAT I 97t et
olof], £ 4z TEAX 2 X O] YHAE] 249 1 A
A A|(experience economy; Pine & Gilmore, 1998) 0|22 %
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& ol FAAECE 29A st= 8% AFH 7|Hto g A 5H
tHShen & Song, 2024). 53], AAZA| 0|2 iLAo] Ao i}
Aol Zofgo 2x] WAt Ao 28 W (Yoon, 2017),
o] gk Ao gt WEoEA HAY F99 454 Hol(passive
participation)®} 554 Zof(active participation)¥ #F& A&
sttt (Pine & Gilmore, 1998). o]83t E5F+= HYAEY 37 B
WG o]F= 2 2 1eto] tisf ofolt] ol AlFsh=H],
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AtollME AZE AT A4E 3714 FHAE g A
Y oA ATEe Z2IHS 5o AFE T B Qo]
HIZ7E Q1AIGHL &4 53 APA ot= 7HF 7124 42 |
o7 43t tHHenkel & Toporowski, 2021). WA A 2% &
Agtolgt, AHARY] oA AlEthal AZTE = oA 19, g4l
4, BG4 5F 2R ot EA40) 71Nkt Al 73%4*% 9
u]gtcH(Frasquet et al., 2024). A|ZE 740l MZL A4
A=oll gt I} 29, wigo] et JAE 2EEA He WA &
= 9,]1:]*;.‘_]-1‘4-(}111] et al., 2016) 22y FATRS A 34
oflA] 48] R}o] BhE-T AT, 37]"‘4% IA A oA &H|AF7F
gL Zo JHE A2 O Tolth(Strzelecki et al., 2024).
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A9 554l FoE Frohs ZHl=o] tigt 219 S840l 7
ZF 3 tiMoghaddam et al., 2024). £H|A}9] 552 AT 1
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FAHoZ A thet F7F AR E HMsHAY A4 AES o
£ ol FRote 59 F%E utthAnton et al., 2019). A
A AS-, AE AV E dHAH EMo] A HEA 4H|
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QoA AH419] AEE e @’Xﬂ;ﬂ WEAT FRoks ZoE A
Et‘Q‘:]'(Antén et al., 2018). o|E % HEMN AART} FE5H= 49
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Yang et al.(2023)2 554 AT (LS L 2
A ket 22l FHl= gAbo| FAAR]I FFE PIAAR, 54
AR (g 2 v Zel= Patol §ogt IS XA Zetth=
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H2. ZRARZ Hop FAAE]S] 554 A Zrlo] &
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FYAE] YA A% PolEet F7F PRYE

n@Axz 207 FAAECE 7|Zsk: dlof o], 7IE #e
A sHe AF vEo] AA 129 fYolz 1 EHE 74,
AFe L2xz Folo} A7 FEOEE A9 8 WeloR
A FQJste] o]z gt wef Aol gt R4S Aystart. AHR
59| ZHojA AXX BojE AR2E TR 3 EA =0 1
3 710l Az BT U 9n|FTHKo et al., 2010). o],
AT AX2 PO E AR gigh 9l FAT HAA
EolE FHol= ‘Az A o tigh Bilg RO AR &
xzxete AR Aol tigh Sue BRlo] vk, F 2 o
__TL7]_ N;{]x% o7 ;HE]- /\;T,T;ioﬂ :",_]-/go] %7]-6]-%%;{] _QJ—O] S} 2~ C}J\‘—
Ltole}. o] - Azt 7Hﬁ Aot FAste] Aot 2 B
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o] o] 50| Holx]= Ao F BIHTHJain & Sharma, 2000).
E3h 37142 TAE Aoks 2HAY F£8 A9 572 AE
5o, olefet 37141e] 0] EolAR AL oS B Bol
£ QIA5H= Ao & YERdTtHFuller et al., 2010). °o]of] BALAE
ojgt= AP wigol tigk g-QAA 2219 o] BAHE (AR

2)ol digt #wof 8lez ojfPd Ao V| & Yrh(Henkel &
Toporowski, 2023). o]° 2 A= of#fieh 22 7HdS A AT

HS. BeARx g Felasold) AY Z2ade i) A2
FAHGa)T 371G AEZ Tl o] §23 H(H)
JFL v1F Aol

Uo7k, AX = Fojis AR 2 AH|RY 42| AHE HojFoR
# o]F AH|AL AFH O =R FHoh= et ulEf oS0l gt g
o2 2257 IrHKim et al., 2014). oS 5o, Axx AuAE
AR Fo|L7} FobdpR Axz T 21 WARC|EoA 9] 4
Hehdlal 2he ghe ogfo] olRl= AR o AZITHHur, 2007).
B3 AR Joltl TR AR A WAL FEHoR g9l
staAt sk A P2 EA A7 R s FTHAIE
= 9)S AAAQ ;A gQlo2 XEHT}(Silveira et al., 2019).
AR ATFHOEA FAAE T A3 FhoA Axzo] of
gt FolE A el A7 C R BHES FEgte oA, &
Rz Pl Flo] BV W= E ‘E‘i‘°a1 Zolgt 228 £ 9]
tH(Shield & Rein, 2020). 3 & < = Froj Bl ofy
2t fPAEo o] HAH FH9 7c}94'91' 1_‘?‘_5 Jatolets 35 &
27} A7 RO T mXE G E 2HE W HEAS
HHEA A Y] AH|Qt AES AH419 A4 wltolo] JRESHY 2l
3 1 W& FAISHL, o] tigt A2 m= 5O vhg-S HHst
Al gelst thalg HEAE B F 6 ErK(Trinanda & Sari,
2019). o9} 72 5 &3} H#3lo] Cheung et al.(2021)2 44 1]
tjo] 7|9ko] 22l AR} TAAH 5 2] Il o
5 AA| ZH20] gt %4 & A3 4 s Hee et
Ach FAH R, H A= oot 22 Mg A A5k

H6. ZRARZ Hup HPAEol] A 22 Ts 55 A=
A2 Folms YR BE F8H6a), T2 BAHGD),
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Fig. 1. Research model
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H7. ZeAxz Hup FAAE | tigt WEZ49 J A5H7a)
oF Edl= AYAKTb)2 A7 B = Fo3 A+ ¥
F& v Zolth
LT

A7 L EAPY

2 Ao #HL Hong o] 28kl H4E X AKonline survey)
of 7|gtsto] o|FojFrh. AlRHog 22l A7 EHE EEYA
(Qualtrics) & &8st 44 HZAE 20234 109 & 23t
TAE9] 7iQ SNS A Boll i U SlegozH RES =&
skttt RS A A4 HAls ot 2k AR, £
T ZEAXZ Hul YPAE ] TS A1AS 1sto] FAA
EolE Yok= 7MIA FAHRA SmZEESTAYo] FTet=
Shal=to] =22 27 K A(K-league)S A &5t} o=
K277} BelaEolo) 282 Bo) G2 AliE tos 20t 7
@] BHAE QA EE Eo]1At Stz AlEE MdPstal 9o, Egt
771 A AAIR R 71 digZolA HHAQl Ax =k oA
A7 Aol et AR WIS olal} 41& Ao Wk )
EoltH(Lee, 2007). A4, & A7e FYLECY 8 AHASS
MZAIHZ +785taL o] 5 A+9] thiyo 2 H7g3t Li and Kim(2023)
o] A& Harsto], AHH WS W 20~309 AH[AR Y5}
et o] FollME, Kekana et al.(2020)9 AellAl A7]1€ vpek 2
o] FPAEC] HE FEol gl AvAt B HE] Fofd ¢
AET w9 S Hgo]| WAL £ glong myde] WAAE
of W Aol EAsH: 22 2 37H4Q) A EYstat. A
A, & A= APAFE APok= b Aol SH5tA ok #Rlo]
o zre] AP A4 & HH A7 Eo] ofsf o] JFE A g
ok gFHe= Flemming et al.(2017)9] 42 EXE, A7-9] o
Aol diste] 1 B t4d-E Kl 2o thigk AP A]o] 5] EAsk
A b AEZ 292 ohA] B SIS ol e 2 A
= 7Y FojREo] £ Aol E017H71 A4 K 1ol gt APdA]
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=
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Table 1. Characteristic subjects

Variables Male (n=24) N %
Male 96 47.1
Gender
Female 108 52.9
Twenties 140 68.6
Age o
Thirties 64 314
High school graduate 17 8.3
. University attendee 38 18.6
Education . .
University graduate 96 47.1
Post graduate 53 26.0
Never or Rarely 81 39.7
Frequency of 1-4 times a month 100 49.0
Attendance More than 5 times 23 11.3
a month
Total 204 100.0

Aol 2257 3718 24 )0l A=Al digt 2399 4
SR, AT SHT oAt A6 A s SEAA 2 o
FolAl AlLfstant. iAo g, B Atolde B2 27] E A4
24 29 G-Power 3.1 Z-83t9] A9 AF oA FEE
Axrstltt. AlREAo R, a3t 37] 0.25(F 7)), §94<% 0.05,
4749 0.802 283 23 2R3 H4 BES F 1960 O= A=
Hoh AHor F 22559 AES HjEsilen, & A3 A
ofo] whe gesiAY £ ASH SEATAL BEE= 2179 74
£ ATt 204579 AEA(00.7%)7F FE EEOZ . °]
of BhE AT A AF-SATE 542 (Table 13} 2t

NY AA L AZE A%

o

2 A9 AP fIste] 7HF AP Y Al et HAA 7 AT
A (factorial design)9] ¥<to] A=At 7 AE Y B,
EARZ Hul FHAEE 7otz H o] A4+ A 7HsdS
Jefsto] ik o & 2hEH At Hijtolth &, AU @ AT} A
3 =g AANE ol A FofAolA 7R A FHE
FEots Ao EA 2 A9 Ko Rglel= Al gtolzt
T3S tHChae et al., 2016).

olo] W& AFAFEY] AZt g2 v} 2t AA, Henkel
et al.(2022)9] AToA 24 A% A (situation description)
AUE| & B o R, FAAE ] FhA[A ) et S-S Whgste]
A 2233 fFER F 2709 S AFTHEE Attt =
A, 138 ALH =20 52 e B AFHAIEE 7]
vto 2 53 TR IS ERSHAY /S ' e APAT Al
G UHES 7I2E Z2AZ 29| Huls Esto] 144 XPslet
NRRCR, 54 AP T2 IH9 49 24 APt Av4 A
A W8 Esto] AAY W XEE 9159 HAY PAket
T=AE weoto] 8= AcHKim & Kim, 2020; Song et al., 2016).
B3 558 AY RO B8 nSF JAT JFEEH A
o] Y& sty g 959 FHlz A4 MY AlEE 4
07 F= ol PAret TAE WRto] A= rkShim & Park,

o [H o
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2019). °]& 71x& sto] oJn|A] B4 A3A5 ZE Bing Image
Creatorg &3} A& AJF Al oA S 7tz I A5eS
AASHAT. ol A=E2 gl e Axx Fget AT w1
Q, Axz v 2Ys 9 upAY AP tfshdd 39, 123 Axx o
el AA WA 19108 LAE AE7} 1ZS XS A&7}
Atel whek F Al Aol AAH ALl tet - Bk A WY
3ol AT A= A% gEstAT

£ A7 A% Ak vhadt 2ok Aol BT &, A7 o
A AR Y F T4 0E HYAR] gl diE Ee S
SH=E 4ok HAAE AEEYTH A2 Fad
WL sy FAL £338 fisf Aldel 7H] 2 273
7 BHAE ol 74 ¢l 237k A2 AsUh 18E F
A2 FYAECIS TSk, 27140l FAA SoP7REUH). ol%
AT ol Fd2ECS AY 2Ty Yo 2 F 7o 4
& 250 Hsh 74 A=} 202 79 B ASEe AFcHe
= 9= 9dck AR AFS (Fig. 2 and 3)3 2t} o]%, 2 A7
A 7183t ot ot APASEQ] 24o] & o|RojH=A] FelsH]
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Fig. 2. The stimuli of passive experience
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o m2]&= HWEF GIHbiasing effects)E HAAI|H, ASH ATHg
-9 349}01] et e AZE 5 Athe Hold A7 SRS
Hj7FA 71tk (Russell et al., 1998).

A=Y B A9y

2 AolA AHRE 4 B9 ARkl B EE A5 et
A= o33 2o A, 54 E:rL—J & g gelshr] 9
5to] Cronbach’s ¢ A4S E&3t A 24 75_‘2,45]- 2

24 A3, BE BRloA ’HQE Zkol .83~.93 Ao g
Nunnally(1967)7} AQtgt 71% Lt Al=9] 7 oldE S5
et 24 0] A di/do] gEE AoE wHEt =4, &
A Tl tigt 14 B EE HEo] A ER1d QQ1EME A
Fordet. olyf, £ A+ JF HIEE 7:-4%01'7] el E54 =9
g A1 = (Construct Reliability, CR)2} EAF:=&X]4(Average
Variance Extracted, AVE)9] #& }'E‘O]'Oﬂr/}' £4 43}, CRY
Z¥o] .85~.93, AVEY] Zto] .65~.78% E=EE O 2 M Bagozzi and
Yi(1988)7F AIQFEE 71 CR .7 °14, AVE .5 ol/d& WE3to] ot
2 54 T JF Bt Y Zog daEint vt
o7 &4 =49 wd gYEE Ao A6 S = 2 4T
At A" AVEZS] AlHS vlastct. ol Fornell and
Larcker(1981)0] AItst viofl wreb AVEZES] Algo] Z5F 7+ =
A T 19 ARG A Eh=A] delstelow, #4 2
I g 71EE FEole 2eE ‘3(4331’4'. loll, &4 =49 &
3 g7t GEE Ao waEd AR W-8Z (Table 2)°]
7|1 &5kl

SHETY APE BA

E Ao 2Hngo] gt A g wasty| gt Fa 7E
© & CMIN/DF, CFI, TLI, RMSEA, 183 SRMR< 1591t
(Bentler & Bonett, 1980; Hu & Bentler, 1999). ojd] 3= X
9] 7]&2 1 gkol CMIN/DF9] 7% 3 ols}, CFI®t TLIS 7
% .90 |4}, RMSEA®} SRMRY] 7% .08 olstd o Hgst &
e HA59HHong, 2000; Hu & Bentler, 1999). &4 2
T} x?=425.406(p<.001), df=248, CMIN/DF=1.715, CFI=.952,
TLI=.942, RMSEA=.059, SRMR=.049% Yeh} HAE 73] &
& A3ehS S5t

i) L =4 w2 719 c}‘_ AES AEI7] A& Pearsond
’%3’&’&74] 7\:“3% *]1‘3}9&"% A —Eréﬂ A, & AollA A
= A7t ‘IT"]_ITP 01004 BAH = 72513
‘:}. E‘l ‘:]%:"’ﬂ g9 A 247} ‘}l—‘i ‘FBASS] 7153 0.8000
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Table 2. Result of the validity and reliability assessment of the measurement tool

Measurement items A CR AVE «
I think the K League pop-up store I participated is novel. 815
Perceived I think the K League pop-up store I participated is unique. 924 286 663 880
Novelty I think the K League pop-up store I participated is unusual. .847
I think the K League pop-up store I participated is striking. .648
I find myself wondering more deeply about K League pop-up store. 831
Perceived I find myself giving more attention to the K League pop-up store. 921 034 7% 934
Curiosity I find myself curious about the K League pop-up store. 908
I find myself hoping to find out more about the K League pop-up store. .876
Sport I will enjoy discussing K League pop-up store with my friends. .804
Involvement I feel that the K-League pop-up store is important to me. .804 870 .691 .870
(K League) I think that the K League pop-up store interests me. 884
. I would be happy to participate in K League of the future activities. .890
Experience ) ) ) ) )
Intensification I will seek out more information about the K League on its web or social networks. 862 885 720 .882
I will follow the K League on its social networks. 789
I will share my experience of visiting the K League pop-up store on social media. 677
Content I will make some suggestions to the K League if I have the opportunity or when asked. .865 884 719 834
Generation I will post some of my opinions on the K League on social media .863
if I have the opportunity or when asked..
If I get an opportunity, I will go to a game. 785
Attendance
Infention I will recommend others go to a game at the stadium. 906 846 .650 .837
If I get an opportunity to visit a stadium, I will choose soccer over other sports. 719
Sport Mundane(1) to Fascinating(7) 127
Involvement Valueless(1) to Valuable(7) .878
(Control Variable) Not needed(1) to Needed(7) 874 893677889
To me, sportis...  Not important(1) to Important(7) .803
x’=425.406, df-248, CMIN/DF=1.715, CFI=.952, TLI=.942, RMSEA=.059, SRMR=.049
Table 3. Correlation analysis results
M sD Perceived Perc.ei\(ed Sport Expgrienge Conter}t Attendgnce
Novelty Curiosity Involvement Intensification Generation Intention
Perceived Novelty 4.66 1.15 814
Perceived Curiosity 444 135 .530%* .884
Sport Involvement 4.01 130 509%* 709%* 831
Experience Intensification 3.96  1.38 520%* .650%* .639%* .848
Content Generation 411 1.15 4747 .625%* .590%** .690%* 847
Attendance Intention ~ 4.55 1.4l A469%* .626%* .6527%* 697** 641%* 814

**p<.01, Note: The diagonal elements in bold are the square root of AVE.

F2EYY AP 24

£ 7o) 72049 APE 45S Y A% 45 W
3} Zro] CMIN/DF, CFI, TLI, RMSEA, SRMRE] H3t: 2= 2kl

Bentler, 1999).

tlo S

A4 A%

=53] o]FojHh. B4 Ax} x=448.112(p<.001), df=251, CMIN/

DF=1.785, CFI=.946, TLI=.936, RMSEA=.062, SRMR=.055% }

kjss.sports.re.kr

2 A4+ Hl

i)

i

44 71E0] L A3ehe lskeirkHong, 2000; Hu &

H2, & Z2 AR = Hul FAAEC|Y A =2
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W RYGEH AW vs. 554 Aol e e Az F
o, A4E 2714, 49 43, 283 22 JAto] Aol g gl
7] 9131 MANCOVAE S95telth. & a7 Axzo] g X
2l fstoly o] Arof whE HFE A|AsH] 97t 2A =

OHJP>uE%iTEJ_>Lmﬂ—?ﬂrE |
[e)
w2
4 N 10
r.l
f
H‘I
o
o,
-
o
)
£
2
|
oX,

BTG SRS US| A% B3 AL ke 2t A
£ A7t BFW T Yo FEA P e Box®] FU4
BBox's M 58I A 23k, T WGA BEEE F
WSS FRA Fol FYsE YHEL /1245 Rotos
B4 gy e 594 1ol 355 AHBox's M=18.068,

F(10, 194389.283)=1.768, p=0.061). 4|, & A7} BHF3 F=
Ao o3} Bato] 5AXo] ti3t Levened] AL 55ttt A
4 Az, HE FEUFEY R9FHE0] .05 OO R AHEEC] F
Aol FZEE SEHUFLEY] o3 Eilo] Zdsitts J7HES
71Zys1A] Rotu g SEAL 7o) £A47F gl Aoz SRIFEITHF
ana aaa(l, 202)=1.142, p=.287: Fayne s40(1, 202)=.016, p=.900:
Faa za(1, 202)=.199, p=.656: Faus zua(1, 202)=.019, p=.890).
ole} 2 Adtg EdE F rto tiet oheis A 9] oA
Wilks®] ©ehE SRIgh A3t 11 gro] .927% ek 2k {23k 2ol 7}
U 202 YEHTHAE, 197)=3.905, p=.004). THAHO &, Z2
AxZ gl FYPAECY Y ZEIH o] uket FREAY A
Z+e ZAI8HE=14.708, p<.001, °=.069), A 29 Z7]14(F=7.663,
p=.006, 7°=.037), A3 I3HF=6.847, p=.009, *=.033), &=
AHF=6.454, p=.012, ’=.031)°] tA&= JFo] LT FoJ5t 3}
o]7} o] ¥ralzitt.

ARHog nZrxz gul FAAECY XY B2 F 55
A AY 223 FPo] 54 AP 23 3o vie] 2
9] A Z+el FAIHM.i4=4.35, SDosy=1.19; Myz4=4.97, SDysn=
1.01), AZE 714 (Mg =4.18, SDg=1.32) Moxx=4.71, SD
vex= 1.32), B B3 Mozx=3.71, SDszy=1.39: Myozy=4.21,
SDozx= 1.32), 282 BAHM..2=3.88, SD.cx=1.27: Myzxy
=4.34, SD.zx=1.31)°l ¥ & TS WA o] BAHCRE {9
stoict. olofl, H13 H27F 5 A= et. 2E Z7HE (Table 4)
o 71=st3rt.

H3~H79] 7#3oll Qlo] 72444 BEs L83t FREA o] =3

ol o

9] Ao WrFE et A7 YRV EE o2 Hlo ojmst &
ot & u|AA] ZFPOU, AX= o= 0] g Axz
Tojro] P vAE= AL YERY EAHQI FJo] Fg4o] &
RI=ATH(B=.181, 1=3.546, p<.001). H39] AF A, Aztel Al
o2 AY A3HB=.167, 1=2.431, p=.015)2% Z&= P4H(B=.168,
1=2.130, p=.033)°ll F-J3t F(H)Y] FTFS A= A= eyt
olof, H3o] A=At H4Q A3t A Z4dE 5714L 3 F3HB
=.255, =2.520, p=.012)9} Ze= ABAKp=.248, 1=2.152, p=.031)
o folst H(+)9] FFS vlXE= Ao2 Yerytth olof, H47F A
gttt o 2 H59 A}, A7 FAIEH(B=.209, 1=3.228,
p=.00D)3} AZE S7]4(8=.659, 1=8.669, p<{.001)}& 210 digt
Axz Folo]| BE JO5 H(H FTFS vXE= Ao ey
c}. o], H57} A= Qict. H6ol A} o) tigh AXx =2 Poje=
B8 FKp=.495, 1=4.240, p<.001), Z8= AP4HB=.398, 1=3.000,
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Table 4. Results of MANCOVA

Variable Group n M SD F
Passive 104 435 1.19
Perceived ~ Experience 14.708%%*
Novelty Active 100 497 1.01 ’
Experience
Passive 104 418 1.32
Perceived Experience 7 663%*
Curiosity Active 100 471 1.32 ’
Experience
Passive 104 371 1.39
Equrlenge Exper}ence 6.847%*
Intensification Active 100  4.21 1.32
Experience
Passive 104 388 1.27
Content Experience 6.454%
Generation Active 100 434 131 ’
Experience

Table 5. Results of path analysis
Path p S.E. t P

Perceived Novelty —

Experience Intensification  ° 167 0832431015

Perceived Novelty —

Content Generation 168 076 2,130 .033

Perceived Curiosity —

Experience Intensification 235 1022520012

Perceived Curiosity —

Content Generation 248 0922152031

Perceived Novelty —

Sport Involvement 209 074 3228 .00l

Perceived Curiosity —

Sport Involvement .659 072 8.669 p<.001

Sport Involvement —

Experience Intensification 495 1244240 p<001

Sport Involvement —

Content Generation 398 A 3.000 003

Sport Involvement —

Attendance Intention 287 102472013

Experience Intensification —

Attendance Intention 446 088 4.506  p<.001

Content Generation —

Attendance Intention 216 090 2.707 007

p=.003), L1831 A7) HHEO % (8=.287, =2.472, p=.013)°l £-2]
gt F(H)9] IS v|AE AoE YEstth oo, Ho7h Mg = Slct.
ulxato 2 H79| Azl AF 733Hp=.446, =4.506, p<.001)2} 2l
2 ABAHB=.446, t=4.506, p=.007)2 BN FE =] Folgt 4
(+)9] IF v|A= Ao E YERGTE olof|, H70] B%F A=HE it
= A3Z (Table 5)°] 45+
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0 & ojAZAKSon & Sologub, 2024). AT E A= A=
0 wigt Aol AR R EI FAAECNAY ATS &
3 2710 Bet s A 17}1-1 Ql A= ZnA} sHe 1Y
A AR D7) 292 ¢ 22 WUt & 2 AT
PAE07} o] BTt = BA Y o5 AFHOE F= YA 8
o wgtoz A EET e ko D S %S ALt
(Funk & James, 2001).

O, oot

rcll

_V‘i
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