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A Study on the User Experience of mobile game brand pop-up store
: Focused on Black Desert Mobile and Genshin Impact
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Abstract

The purpose of this study is to measure the user experience of mobile game users in the mobile game
brand pop-up store and to suggest ways to improve the user experience. Pop-up stores are pouring out of
various brands again in line with the recent end-COVID-19 period. As of May 2022, the number of
pop-up stores was about 131, more than double that of 2020 (59 cases). In line with this period, various
game brands are actively hosting pop-up stores. Pop-up stores of game brands with a large fan base such
as Lineage W, Black Desert Mobile, Genshin, and Overwatch were held in 2022. On the other hand, there
are few studies on pop-up stores of game brands. This Study organized the evaluation criteria of mobile
game brand pop-up stores by dividing them into appearance, brand experience, goods, and convenience,
based on previous studies. And based on that, experimented and analyzed user experience of game users of
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1. M&

pop-up store that can increase user satisfaction by analyzing what users expect and how they feel about the
Keyword : Game, Mobile Game, Brand, Pop-up Store, User Experience

10s-30s on pop-up stores through in-depth interviews. This study likes to present the direction of the
pop-up store at the present time.

A Study on the User Experience of mobile game brand pop-up store: Focused on Black Desert Mobile and Genshin Impact
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[Table 1] Mobile game brand pop-up store cases in Korea
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[Table 2] User Experience Evaluation Criteria
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[Fig. 1] Purpose of visiting pop-up store

79



A Study on the User Experience of mobile game brand pop-up store: Focused on Black Desert Mobile and Genshin Impact

322 HUYAEN 7|CjQ9Q 2XM

(& 3]2 HY2E0 7t 7|&Q o, 2HME F, =, Holds mUHXA 2%t &
MOHE Lhgs BA o ZtoICh 1298 4%, 42918 1Z2R, IAY =97t #2+5F 10| H]
e =2 =z et 5 Bous EEOIACL 7Y et 22 A2 F AY /A
D5 HC ZHOGICE RS AYSl MABES LU AT QA #SS s SO 2
HE ZHO| AY YA 0 iR FRI FHKQl S & & YLk Ot AN QX HeA
9 FXO B3 Hold SRt fF =/USH 1 Olgs O TAMEH HAULEONM St
Of L& Y4dt 07| AIAEIO[ EX| Zoto] 28 A[ZE MM Ci7|5ts 2HE A2 A7t Bot
M

[E 3] BYAEO B} 7IE oM 32

[Table 3] Pop-up store evaluation criteria priority

HH A2 Hu HH
QI 24 L9 2.1
sHE FY 3.6 33 34
= 2.6 1.4 1.9
Holg 1.4 2.7 22

o, SUE FY, X, MY 22| ok YR i3 PHeY T3 NEXOE TEGY
D0 AT 22 [E 49 [E 5j9 20 UM BYAE B 920 FRES 1295 47, 4
2912 1M 20| B 5| WRUS SHY AN 2907 5242 2ot v &2 H4E
doto] 20E EEUCL £0| HE BB HAS FY, 2=, Woly o/t

0l

[E 4 BRAS0| B 71F 5191 8 429l - 1) olp, BUS FY

—

[Table 4] Pop-up store sub-evaluation criteria priority - 1) Appearance, Brand Experience

H2Ape g HH|

ozt HH(3.02HE) HH(3.0TH) HA B (3.02H)
K 3.0 2.7 2.8
M2t 2.0 2.0 2.0
=7 1.0 1.3 12

BHE ZY Tr(4.02HE) HH4.00H) A Bo4.02H)
Aol &M 34 3.6 35
Y B 2.2 1.4 1.8
(RS 32 33 33
A& 1.2 1.7 1.5

80



Journal of Digital Art Engineering & Multimedia
Vol.11 No.l March (2024)

BHE Y ZiH D20 S25HA dast=s 7| 24 1% ©H 2 B 3582 7IE
ob Aol Zo[}D 2&%= MHFEOIALE FAHS2 A 22 MARS =70 AY % 7Y
gHE T A HAE HWRIE St= Ao 2 7HKIE F1 UNUCL HZ 18FCE 3&=9=2
=22 AY BEEs SX0| m2h FaaSEALE /SR e QARICH HYAEOO|MT Ao T
ot £ GHE7L Sk A2 YEL0| of Rt 2-EEO oA ALY,

(B 5] HYAEQ HIt 7|F o9 &= M= - 2) =, HoY

[Table 5] Pop-up store sub-evaluation criteria priority - 2) Merchandise, Convenience

HESAM i HH|

= HA(3.02HH) HA(3.02HH) A Ea3.02H)

= He|g| 24 23 23

obe 2= /%2 1.6 23 2.0

714 2.0 1.4 1.7

mold HI4.02HH) HI4.02HH) A Eai4.02H°8)

Ko E2H 32 2.6 2.8

e s 1.8 1.7 1.8

8% AY M=F 2.0 27 24

He ok UFOIL Cf7| A|AE 3.0 3.0 3.0

A B2 23822 AY fMS 2% = ZLEIE S| el 7t4 SHOM CHE
Y= EALE F2AY FAE 20822 7tHs = E2E| L2z TR OZiCtH |4
BXE 7142 148292 37 7|tfeiX| Y 242 HUCE AN FXES =9 HlE|Lt 3o
g BZECH 7HA0] SUASHA] R0t Bt A7t B Jd fMYAE =7t & O

>

XIS (luxury goods)2 2 At2| &1 URULE

Hold d=0M ZHY 7|CHX] E=7t A

AAEOE HESH i FX7F 21 CH7|AIZHS AMof 2 JPHE o 2atdQl Ch7| A|A&0|
H

P Y YES Bt AACE

-

323 HYAEO ASXL FY 24
612 1299 mAHKSO0| XF dt
Aol ciet o8 BEE Bt
oAt A M3k 2o

M7 H =% HYE QAL

4
s
0
Mo

4> rot

= = 27IEE 5E HEE J|E
X7t 46, A ML 4022 H2A
= Aol it o == A FAX7H O

= MEE QAL 2|2 g

rr Ji

m]

o
R
H

J
Jo

At

pol
2
I oA

i

e

|>

Hm

< Ir
0L oY O’

HO rjo

=] |O |'-|D
0 M o H

81



A Study on the User Experience of mobile game brand pop-up store: Focused on Black Desert Mobile and Genshin Impact

= B #XNEQ HuH olHe MWLE ofAls A CHet of% MEL: AAXIZ, =5
THS HYAENSO| 2XE HELTE FAMO DEHS HHYShAM 4= QU= Aol =0 &
o, 0|2 H JfMdE Aol2te 7|tiEE FA7| W=0|7|= L.

[E 6] EHYAEO0f LS 2RE, THYE QAL Y2 = AY o of =

[Table 6] Satisfaction, Intention of revisiting and Affection on game after visiting pop-up store
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[Fig. 2] User Experience evaluation on pop-up store’s external appearance
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