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The Effects of Store Attributes on Customer Equity of Dongdaemun Shopping Malls
- Focusing on Dongdaemun Shopping Mall Types -

Ting Zhangl), Eunju Ko"'

, and Heeju Chae”

)Dept of Clothing & Textiles, Yonsei University, Seoul, Korea
I Culture and Design Management, Underwood International College, Yonsei University; Seoul, Korea

Abstract : Domestic and foreign tourism authorities show that the most favorite tourist activity is shopping. Tourism
income in Korea set a record in 2014 due to a large influx of Chinese tourists. Dongdaemun fashion market was selected
as the most preferred destination for Chinese tourists shopping in Korea. This study examines the effect of store attri-
butes on customer equity at Dongdaemun shopping malls. This study adopted a survey; subsequently, 637 questionnaires
were used in the final analysis. Collected data were analyzed using SPSS 21.0 and AMOS 18.0 statistics program. The
main findings of this study are as follows. Among the three store attributes of Dongdaemun shopping malls, service and
environment attributes appeared to influence the three drivers of consumer equity. In addition, value equity was identified
to provide a positive impact on Customer Lifetime Value (CLV), brand equity, and relationship equity were identified as
having a positive impact on revisit intention. Second, the relationships between the variables were significantly different
in two types of the Dongdaemun fashion shopping mall (Doota vs Lotte Fitin). In addition, this study offers a valuable
implication for brand marketers to maintain and develop customer equity in Dongdaemun fashion markets.

Key words : tourist shopping(£:33 %), Dongdaemun(s ), store attributes(3d 228 44]), customer equity(2Z2] =}
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Table 1. Types of store attributes
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Researchers

Types of store attributes

Mazursky & Jacoby(1986)

Spiggle & Sewall(1987)
Peter et al.(1999)
Erdem et al.(1999)

Kotler(2000)
Chun & Park(2010)
Kwon et al.(2011)

Product quality, price and assortment of merchandise, convenience of location, service salesman,

general services

Location, product, price, promotion and salespeople

Product and service

Store environments, products, price
Product prices, products, services, store atmosphere
Products, services, advertising, store atmosphere

Products, environment, service
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HoE 71 Bol FHEE ATAUSY £33 4F £, 4
Ml g, B S99 FH0R ATE WA i ol 4
F E 1A, TR0l Bl 928, A2 S4B
? e 3

2.3. DZHRpA

IAAHCustomer  Equity)S tF2 738, T3] xte3t
o] Z1gelut BAErt A&H 0w =4 g Ay s A
&l ApAto]th(Blattberg & Deighton, 1996). Rust et al.
001)e]l wEH AR Bal=e] 71X Ak (Value Equity),
B =Rk Brand Equity), AR HRelationship Equity)>-2,
o] 7K Aaaglo 2 RE] FAATK S8t 7HXAKH(Value
equityy > FES] =14, 84 $420=2 Aosigiom, &9
f[Qlo7 AE 9 M2 E- /M, Held ToE A"
(Ko et al, 2008). o= &Rk} 71g0] AA=HE 7 712
Al deHd oz Anrte] Haet 7Y £ W Bids
o] AAAR] e werh, B =2 Brand equity)y> Y7}
AARI Hre B3l AR, st 5o dE nA|

g

Customer equity

Store attributes :
drivers

H1

Product Value Equity

CLV

s —
Revisit
Intention

H2
Service —)

Brand Equity

1111
i1

Relationship
Equity

Environment

H6: Type of shopping malls

Fig. 1. Research model.
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7P 13, S IAART] B (e dFE wE Aol

A8 AT (Berry, 1995; Bishop Gagliano & Hathcote, 1994)
of o3k FEEHA F AMIE S48 o] FFS WK
wol] 7Ex|Ake] BERIRRQ1 AFF I A2 FH O] Zjtol 9
s FAdETtar skSTth Krishnan and Hartline(2001)$} Lee
and Lee(2006) o3 Eollx Halol| o5 Al FE Thash A
H2e HaEzke A7e 348490 93 vzt
STk, ek Mu) 2 EAJo] BARMEe] B9 21l A E)
g3t 2157 Ele] g0 Y vHths AT (Jung
& Yung, 2013; Woodward & Wui, 2001)9] A3}ES vlgo
2 o e 7HdE E=Esiinh

7H 2. 2 E AEE F AHaE Rt e ac]
o B+l YFS vA Aot
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o] AtE HEo IS TAAREY SRR AHR1A
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Ko & Lee, 2009; Yun & Ko, 2006; Zhang, 2010)°]A =
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%3 rh. Ko and Oh(2009)y= M| Hel=o] 335 vz}
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23k Wo]th(Kwak & Kwang, 2011). £3] Hall= ke
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& AYATFES FE ASHATH(Kim et al, 2008; Kwak
& Kwang, 2011). 7Ex[ZR:ke] 319] Q2191 A4 B A= &
A, 7H4, By 502 Tl AR SAHA FFS
Hxths e bt APATES B3 @S5S tdin &
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WEoEe 378421 S vxIthe MAAF(Park & Yang,
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Kim and Han(2009) 59| <Al o]shd £ & Ao
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g ole £qE FRd weh 2 HxLAo] tEAl v,
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o PR oMES Aseln YA, o F

o] 148 tiRtel mige® gkl e FEe dS
trteld s §43817] 98 2F5E 2o mE vHA"e] &
A JERIAL(“Doota, five days”, 2014), H=3t 20159 F
El= =]l #a7o] 71 Wol WEshs U adEE A
A= 7]%= 319 tH(Seoul Tourism Organization[STO], 2015). 3F
H, FHFEQE 20139 2EH BT aFEZA, dAAK]
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second anniversary”, 2015). ©]|25% &g Eo] 7R = &
o] 3ol wEt 2 FxEgo] wARI| 7| Ae FIA
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2 AdTe sUE aBE dUEd 9 Iz AEE W
QIES IAE 857 S8l AEAHES AREsl] A+E 3
Yot A AEA= TA aFE AYEA, /AR B
BV TN ?_71 X]-"‘_P, IAARHELA AN 71R] — Customer Lifetime

B TYOE F 79

©
=
TS 7TH HHE A

=1

Value), A3
7H Tﬂi TN o]
=2 238t FEAY 542 Shim and Kotsiopulos
(1992), Shin et al.(2010), Yang(2009)¢} 7+& APATE =
A Ao BFo] RYEEE AT 5] AES
Ao 714, 24, TRR], T So] T, A 2EA
ZF =<l HeMu L, TPl AkaT Fo] XFF o,

& dollME B Ee] 9171, QUHIE, $1R], FHEE, AN
AT 5o Wg 508 AUt wARpte] 248 9
st TR E4, VM, #Hel T U822 Kim and Ko
(2012), Parasuraman et al.(1991) %’aﬂ’\ﬂ A= R e, B
WA HAMERIX| T o]u|X] AT $15F2 David(1991),
Yoo et al.(2000), Lee et al.(2010)2] A+= S A4
ATk B3 AARPEE AAA e AREA HES 23)ete]

Table 2. Results of confirmatory factor analysis
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Kim and Ko(2012), Gwinner et al.(1998), Xu et al.(2011),
Yun and Ko(2006)E FalAl A8, AT =s
Yang(2009), CLVE Rust et al.(2004)$} Kim and Ko(2012)
o A8 WO 77 AP,

=

2 AFe U AR agElA LA F] 3
FQ WIS e E HEE st ﬂ%‘ﬂ% o=
ot AEA AzF FAFL APAF(Douglas & Craig, 2007;
Nasif et al, 1991)ellA] A A&k BFe} 7Fo] o M (back
translation) ZF4E AR oM, Ftol9} Fo] F 71X BHO
2 FAHAT. & AFE 93¢ &3 E A9S “Therefore
changing”(2015)¢] ZA} 235 vgo g d=tS HHE 9=
?1o] 7}1} %ol ‘ﬂ'tv'—%}l ’Hiawr Fam Fel sl A

fr

mlm

Standardized Cronbach's

Constructs Questionnaires . CR AVE
factor loading o
Packaging of product is good. 0.755 -
Product Quality(materials, needlework, and et al.) of product is good. 0.746 18.065%** 0.884 0.789
There are many popular fashion items. 0.798 19.74%**
The services as exchange, refund, tax-free are very nice. 0.798 -
Service The salesperson provides efficient services. 0.855 23.861%** 0.882 0.599
The salesman has good communication skills. 0.781 21.062%**
Paymnet is convenient. 0.766 -
Environment . . 0.915 0.507
Store provides places for relaxation. 0.738 17.693 %%
Service is worth more than expectation 0.736 16.851%**
) The price of the product is competitive than other competitors. 0.827 18.549%**
Value equity o ) 0.913 0.733
Cycle of price discount is adequate. 0.825 18.519%**
Exchange or refund system is well. 0.712 -
Easy to recognize among competitors of shopping malls. 0.656 17.578***
Good image is coming up. 0.814 23.318%**
Brand equity Will continue to stick with it. 0.828 - 0.893 0.710
Will make sure to visit here later. 0.828 23.836%**
Be interested in suggestions for other people about this place. 0.801 22.800%**
Provide special price offer to me. 0.856 -
i i Suitable for my lifestyle. 0.873 20.113%**
Relatlo‘nshlp y ty 0.933 0.791
equity Consistent with my image. 0.851 20.419%**
Provide the product and service that correspond to my style. 0.708 20.006***
Have a chance to visit, willing to comeback in the future. 0.823 -
Revisit
e Will try to visit soon. 0.869 25444%0% 0933 0791
intention
Would recommend to the people around. 0.902 26.106%**

wxkp< 001 #p<01 *p<.05
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HollA JeEglom, § wiaEe 80072
7} 35E Ak
EF3215)9t Fu9ELI(B16%)]
Hakadrh. & 63779 H#2

BRI R 2 X
< 7] Slstel AMOS 18.0& AHE-3IAAL,
(CFA: Confirmatory Factor Analysis)¥} 3
Structural Equation ModelingyS 53+ 7MIAZ,
zpole] wWE FolH|wE 98 a3 T4 (Multi-group

T

t
ot

[e]

Analysis)yS 3tttk Tgk AF % 22 (Reliability Analysis), -
test @ 7]E} 7182AQ0 7% BAE S8 SPSS 21.0 T2
< ARSIt
5. &1 ¢ =9
5.1. 2T SH & S
AT HE B AR BEFT AT &
32 Ot 7078 (11%),

3

T 2ok AR, AR AEe] A
200 4807 (75%), 30 749 (12%)01Q 2L, &340 52778 (82%),
$Adol 11078 (18%) Aoz ulwa 200 o4 IF= Exy

, T A9 teE ol 2567 (40%) 02
7P Bk, thekw Ajste] 1469 (23%)0 2 2 HE ol 9l
o], A IAEC] Ao 35l 9] ERA AT
R Ere 2 A A R RIS 7S A€
TTUE AYER, 9987 IFFYY= 10~309H H]do]
2369 (37%), 30~505H mIFro] 179 (28%)0. 2 H-E U0,
49 71 AA Y F4YL 100~-3007- wRke] 2119

(33%)° 2 7P Bkom, 300~5007H) v|Tho] 136 (21%)°F
LERTE

1
J‘

2o

B2
—X =

52. SdHso| MET I Elgts
g7 29 B4 Ay, 1y HPYe 7NEXNE FEAA
(=348.489, p=000, df=114, GFI=.941, NFI=953, IFI=.969,
CFI=969, RMSEA=.053) A= 7AZ 7|50 F3sldct =
E W229] Cronbach's o 7+ 0.803~0.909¢] 02 3kl
Ago] 6 ooz 1}

8

L

QoA

R
ok, B3 SAFES] FF8E 2914

Table 3. The squared correlations and AVE of constructs

o, v AR5 (SMC: Squared Multiple Correlation)

BT 5 oPdes Jehth BAREC] W (AVE:
Average Variance Extracted)gto] .5 o= Vet oH, 74
MNEE 7He] W EHYEE gotir] 93 HawAHZ(AVE:
Average Variance Extracted)ata} 3711'd 7F “dAI52] Al
By vtk 2 A, we 74 Ahdel AvERkel 4
WA AgaEch ZA Jelse-S RISt Table 3). Wt
A, 2 Ay FEREARA FPIEE T JAE BRETE S

A
=
H_r

[e]

=
=
=

[e)

<3}
= PR

53 7K A=

53.1. SUlE
AL ol 1R
2 A= T
, CLV, APgE2] o
A+ B¥S Fig. 29 :
< 58 AREA ¥ AEd 2Ry
=546.611, df=143, p=000, GFI=912, IFI=.947,
CFI=.946, RMSEA=.067% YEIStT), o]o] Az
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(1) Product 0.687 0.472
(2) Service 0.687 0.771
(3) Environment 0.740 0.715
(4) Value equity 0.730 0.745
(5) Brand equity 0.648 0.628
(6) Relationship equity 0.645 0.548
(7) Revisit intention 0.547 0.584

0.548
0.511
0.589
0.732
0.725
0.677
0.681

0.533 0.420 0.416 0.299
0.555 0.394 0.300 0.341
0.536 0.526 0.458 0.464
0.655 0.632 0.619 0.517
0.795 0.716 0.361 0.575
0.787 0.601 0.640 0.604
0.719 0.758 0.777 0.756

Note: Diagonal: AVE, Under the diagonal: ®2(Correlation coefficient2), AVE N ®2.
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Model Fit: y?=546.611, df=143, p=.000, GFI=.912,IFI=.947, TLI=.936, CFI=.946, RMSEA=.067

Estimate:Standardized Coefficient
*kp< 001 ¥*p<.01 *p<.05

Fig. 2. Hypotheses testing results.
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Table 4. T-test to compare the difference between shopping malls
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Constructs Shopping malls N Mean S.D. t-value p-value

Doota 321 4.7923 1.05366 3315 0.001

Product Lotte Fitin 316 4.4926 1.22307 3311 0.001
Total 637 4.6436 1.14977

Doota 321 4.8442 1.05012 3.041 0.002

Store attributes Service Lotte Fitin 316 4.5622 1.28043 3.037 0.002
Total 637 4.7043 1.17761

Doota 321 5.1121 1.07233 5.172 0.000

Environment Lotte Fitin 316 4.6282 1.28181 5.165 0.000
Total 637 4.8721 1.20457

Doota 321 4.9242 1.00423 5.154 0.000

Value equity Lotte Fitin 316 4.4705 1.20968 5.147 0.000
Total 637 4.6991 1.13301

Doota 321 4.8951 0.99673 4.561 0.000

Brand equity Lotte Fitin 316 4.4926 1.22076 4.554 0.000
Total 637 4.6954 1.13072

Doota 321 45312 1.05132 2416 0.016

Relahionship equity Lotte Fitin 316 43133 1.21953 2413 0.016
Total 637 4.4231 1.14219

Doota 321 5.1184 1.21385 4.822 0.000

Revisit intention Lotte Fitin 316 4.6060 1.45863 4.815 0.000
Total 637 4.8642 1.36413




Table 5. Comparison of types of shopping malls
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2 2

Doota Lotte Fitin X Ay
Path between valiables

Estimate CR Estimate CR (df=270) (Adf=15)
Product-value equity 0.157 2.225% 0.156 -0.994 546.743 1.674
Product-brand equity 0.019 2.234%* 0.112 -1.351 547.793 0.624
Product-relationship equity 0.118 2.127* 0.118 -1.397 546.931 1.486
Service-value equity 0.150 2.475% 0.149 1.229 547.26 1.156
Service-brand equity 0.129 2.685%* 0.124 2.294% 548.417 24.794***
Service-relationship equity 0.112 2.614%* 0.114 2.291%* 547.51 0.907
Environment-value equity 0.653 4.116%** 0.668 2.723%* 546.037 2.379
Environment-brand equity 0.703 3.776%** 0.692 2.826%* 548.375 0.041
Environment-relationship equity 0.611 3.966*** 0.635 2.865%* 546.967 1.450
Value equity-CLV 0.253 2.114* 0.069 0.419 548.042 0.375
Brand equity-CLV 0.149 1.463 0.313 2.074 548.276 0.140
Relationship equity-CLV 0.209 2.034 0.243 2.040 548.276 0.140
Value equity-revisit intention -0.0143 -0.53 0.080 1.031 548.226 0.190
Brand equity-revisit intention 0.467 2.284** 0.400 0.196 548.414 0.003
Relationship equity-revisit intention 0.521 3.101 0.477 0.198 548.397 0.020

wxkpC 001, *%p<.01, *p<.05
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