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Cross-Cultural Study of Tourism Shopping Behavior Based on Escaping-Seeking Theory

- Focused on Korean, Chinese, and Japanese fashion consumers -

Hee Jin Hur'
Dept. of Fashion Design & Business, Daejeon University, Daejeon, Korea

Abstrct: This study sought to verify the shopping values that tourists pursue by purchasing at travel destinations based
on tourists' motivation and identify the effects of these values on the types of fashion items preferred by tourists. Fur-
thermore, this study verified the tourist shopping behavior of three Asian countries—Korea, China, and Japan-from a
cross-cultural perspective. To obtain a sample that represents tourist shoppers in each country, a survey was conducted
on adult men and women in their 20s to 60s, and 986 subjects were collected: 300 Koreans, 385 Chinese, and 301 Jap-
anese. Factor analysis, structural equation modeling, and multigroup SEM were performed on the collected data using
SPSS Statistics and AMOS. Based on escaping-seeking theory, tourist intentions were divided into escaping and seeking
motivations, and tourist shopping values were divided into functional, emotional, and social. The shopping items were
divided into materials and experiential goods to understand the difference between the types preferred by tourists accord-
ing to the perceived value. In addition, differences in tourist shopping behaviors according to the three nationalities were
identified. The findings illustrate that the escaping motive affects emotional and social values, whereas the seeking motive
affects all three. Moreover, it was confirmed that functional and emotional values affect preference for material and expe-
riential goods, but social value only affects preference for material goods. For the cross-cultural study, differences in tour-
ist shopping behavior according to nationality were identified.

Key words: tourism shopping (¥33<:3), escaping-seeking motivation (8% -37-%571), cross-culture (0] 2+#3}), tourist
shopping value (343233 7}]), tourism shopping behavior (% 2:33]%)
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o] F87k AR o]5dl| Wil FHEslord vt k. & S5 HlaEst AxolA FRlslaa) vk $gE7ll e @
gk MCST(2020)0l w2 g2 e] g 5 58 3 BFEF7PA7E Asshe aBAE {900 ofH Y PIAEA
of B#Fo= 4ol 92.5%E e HFHEC] 4£BE F 5 ERIFoaHN 5 HFagel g A7 FL wel=tl
3 aHEES she Ao et d= Wit 4t o B A7t dxsPIE ZIdeie) 1k A SolA gl )
Eo| =7F AAY ALE 913 Fa3F Aol HAL e #F ol 7P =2 el St 42 BEAES(MCST,
03 Aol disl w37 o] 8 S5 f18 HEage] 44 2020) £33 FS etelal IFage] o FE AHAAF
oh= Do{iﬂr 'zui'sﬂo}fﬂ FAYel ST o tisl Aztehe #Ead7RE SRIFTeEH Lol 9
]fﬂﬂ Foll whe} dgEoklr el e T84 o1& Algstaat g
o] ¥ E‘:_TL Ao} APl ek A7) el Tt
Al AREA Skl slvk 53] wgLeg ) A Aol 2. 0|2 H|d 2 =&
M gAE 23S so] Aoy A e V1x &
°]°ﬂ W2 TuAE 439 2ol BRI EE ) & 2.1 BLEY|: BEET 0|2
2 FFa gaol g A7t FE olFL Urh(Garcia- Iso-Ahola(1982)y= 450l ek F7|o|Bos &5
Milon et al, 2021; Lehto et al., 2004). 3B L5 ©] & (escaping-seeking theory)S A|teiiict. BT F
Zo] Lo miE Yoju ¥3AE F L Fuko s 3 ke 7 7 T8 F9eR e RFE Yoyt s '
22 895 FAIE dUE ofridEeR et et = 71 WAE BAdS 3] 913 3 5718 eIt
ofuel s Antell ik B3 Aol th(Timothty, 92 571= AR Ae ooy Ay AAERst
2005; Tosun et al,, 2007). 719 Fgeo] AAFeS 1t FAE ol e uRIARTE EE3la4) ke e
AsAY QA FES B fEd 3% JFE o|Foyy omgict. Aol @7olA oo gn MNAF 2 o At

A H2ddle AR AFEA 7, FAE V7] T dXES HEH A3 FAl] Al "ol S Sl B o 5719
£ A3 AR AFDY EE iR wstslr ok T Fle LSS T NNA S aRldAFeR o
(Shim & Kim, 2011). FAESAHS 314 7o) it & = AEH 2s 434 sk sTlolth #3EES B3l &
FEL] SHEFE Widsto] Wi 7ix e} EEIRINE 7 A Ee ANAQ Bge F2 2RI, 1A, =4, S,
A5 AlFdhs HFFSE AAFHIL Ark(Han, 2006). w}E} T4, 98 22 &OLO N, tHIAQ B A= AL
A &8-S Ses] AETElelt 28-S BE o] ot A HE A HES QI8 IREEl Fofsle AEAEANA
< BkgE At e ot A2 wEadI dHE 03_ 3l &3 THDun Ross & Iso-Ahola, 1991). Iso-Ahola(1990)]
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o} el AT} A AR @ 7K fFT T
A

SR Bk el - slom, F Ae wE A
92olel Gk SAAL 2k b £ Aol BBE (991) 845 gl ﬁwwm 248 EIOT. BRE
BIE F3E G AN fAskl] BE Sl e FEE ke 204 Yo A704 Salow
S GBS Bgad AFE F M RS NES AT B9 5L olslsksl Yol FRE Ndom oAt

T (Crompton & McKay, 1997; Suhartanto et al., 2018).
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s A]-Z (push-pull) £7] |20z 7jole] Aol A7 &
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gk ¥1g Alole] #HAE on gtk (Hur & Choo, 2019).
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I o] o E BAY v F Qe EEA FEL e Al
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Hgl= FA] AEE o]ojx]A Eth(Van Boven & Gilovich,
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folgh} B tiete® Qs Alelo] o] YR tH(Lyubomirsky
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oA als 9 G S AASYHA 53] ulEel] §
< Toter] ofee v thE o] AghiAS 7Rl By
o] k= Hh A AZske el Ak olAF 4% A
o] ARSI = vwEE} AT-E 53 eHEdk olssiA A=t
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olggt =7hd £3H 542 WESHAA 2ngEols JF

g M3 i},

#AFs7= @E-FTolES EUYE Iso-Ahola(1990)<}
Snepenger et al.(2006) A+& sl E&E%57] 323 F

T57] 3 o83t St WEl7HK| &= Hur
and Choo(2019)7} A|Qtet #gg71x]9] a19] 8211 7154
7H 423, A 71 4R, ARA 7EA] 4ES ARSS)
Ak FFFAE FFA AGAY EDA R Hds=s
Carter and Gilovich(2010)<} Howell et al.(2012)9] IA+E
gog E AFe] Mg g Fg3dit. B A e
7 7A PR A=A o 29A @, 7 A w2

the olgale Z4sAt.
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ot& b

32 XEE {24
A7 ATEA e flste] ARAE RS 2

sl L0l MEXALE AAEH
=91 300, 59 385, YEQl 301MoE = 98699 d
olHE Eﬁoﬂ ARgsksith A o}
1043 7Aool o717k S AAAE &7 :é O%Toﬂ )
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=A% zﬂfﬂﬂH 7H“‘°ﬂ d%d Olsﬁ
o]e] 239494 A E XﬂAIoPiB} EZA ] gk o
71, AN 5o BAAES Asstal AGA e
st OﬂAli fAa xR, sy A 52 AR A
ABlith. AEZALE A3 HlolEE SPSS 260 TR IS
ol 71T A RER, AEs 48 AAEa, AMOS
25.0 Z23S o]83te] 1A Q1% (confirmatory factor
analysis)? TP R
< Y3t
A ARGE AFEEe] ATEAEE EAL
13} 72}, gh=ele] 7 A 1487 (49.3%), 914 15278(50.7%)
o] fAlSH HIES Blow, AR 200 747 (24.7%), 30
£ 76%(253%), 400 759 (25.0%), 50t ©1 755 (25.0%)
o7 A At FARE HIFe R vedth ARk oig)
T EY0] 2078 (69.0%)F 7P =& HES xR &, AY
L U] 1519 (503%) 2 7P Be HFS XA s}
Ak 9] A4 A 1899 (49.1%), 14 196 (50.9%)2]
AR B1E-S Hylow, AHUEE 20t 1059(27.3%), 30

] (structural equation modeling) ¥4

T}2- Table

= BES A Sk 2000lA 60thel d=, AR F= £ 97H(252%), 400 1117 (28.8%), 500 ©14F 727 (18.7%)
AJHHE tdo g AERAE AlFsIsih dHiole 5L ¢ oz BEIFAT}. sHEARRS tigkw o] 255 (66.2%)=
=, 98, T WdSs BF Bk e AE X7 7P B NS AAEL, A9 duaREF ol 2131
Table 1. Sample profiles
Demographics Korean Chinese Japanese xz(p)
Male 148 (49.3) 189(49.1) 150(49.8)
Gender .507(.776)
Female 152 (50.7) 196(50.9) 151(50.2)
20-29 74 (24.7) 105(27.3) 77(25.6)
30-39 76 (25.3) 97(25.2) 76(25.2)
Age 3.310(.356)
40-49 75 (25.0) 111(28.8) 75(25.0)
Over 50 75 (25.0) 72(18.7) 76(25.2)
Less high school 22 (7.3) 20(5.2) 56(18.4)
Education University student 28 (9.3) 58(15.1) 26(8.6) 4512(412)
Bachelor’s degree 207 (69.0) 255(66.2) 192(63.2)
Master/Doctorate 43 (14.3) 52(13.5) 30(9.9)
unemployed 11 (3.7) 8(2.1) 20(6.6)
Housewife 24 (8.0) 3(0.8) 32(10.5)
Student 24(8.0) 13(3.4) 28(9.2)
Occupation Office worker 151 (50.3) 213(55.3) 100(32.9) 8.054(.090)
Professional 43 (14.3) 92(23.9) 58(19.1)
Sales/service 27 (9.0) 23(5.9) 52(17.1)
Others 20 (6.7) 33(8.6) 14(4.6)
Total 300(100.0) 385(100.0) 301(100.0)
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(553%)0.2 7 B2 HSS ARSIt diEle Ae
A 150 (49.8%), <14 151%(502%)2] 5L3 Hl&-S B
o, AHYPEE 20th= 7798 (25.6%), 30t 769 (25.2%), 40
e 76H(252%), 500h ol 7698 (252%)2 A AHT}
AR HlgeR LPEWE‘r SRS sk E¢o] 1927
(632%)= 7FE =& ¥lgs AR, AU duibEZ]o]
100 (32.9%) 22 7P &2 HFS AR 548§+
AL Iz ATFEAA B2 Aol ERlsk] 23] Sl
%, 5]%?334 ol el FRlAF ) HES ATt 2
2 AFEAH 540 Feld Aolzk A et 54

0e gu
o] Susgic,
4. ATEI Y =9
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Table 2. The result of confirmatory factor analysis

HPEE BTk Table 2004 Hoix|= nje} o] 2w ¥
M Ax SAHE=T-9] AFE A4 Cronbach’s a Fo] .70 4+

ZHYEE] FF RJ—rO]-Ek(factor loadmgs) -ﬁﬂ‘ﬁ ’\}
(average variance extract: AVE) Z 4125 (composite reliability:
CR) % A =28 e Aow veht S350 #4714
o e 4?&3}%@; 7%} Table 37 220] Fornell
and Larcker(1981)2] A|oto]] wi} RE AT Haiats
2 k5ol S 1 AT AFR@)S e
SR 73S 355k AoR FAngt.

42 =08 AS

ATEA S AZ37] SI5le] TR RE BALS 235 2
FE77F ke WEAER vAe g 2o mE A
% AFE %ﬁoé R1etAt. B4 A e EEe] A
e AFE F=972374 (df=262, p=.000), GFI=862, CFI=
884, NFI =914, TLI=.907, RMSEA = .068% Ueh} =83
ek SE0 2 e

ArEFe] A2 Fode B4 Fig 13 Zo] FRIES]

Standardized

Construct Items . Cronbach’s a AVE CR
factor loading
To get away from my normal environment 718
Escaping . .
. To have a change in pace from my everyday life .897 .825 684 773
motivation
To overcome a bad mood 823
To experience new things by myself 831
Seeking .
. To feel good about myself 782 831 728 .854
motivation
To tell others about my experiences 702
Has good value for money 716
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Functional p p . p! 725 634 786
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Revive me 813
Emotional Address stress 823
motiona 816 718 768
value Make me get out of routines 752
Make me feel good 718
Tourist shopping items symbolize wealth and success 851
i Tourist shopping items reflect my social status .818
Social pping 1l Y 832 682 847
value Tourist shopping items give a good impression to others 784
Tourist shopping items give me social recognition 726
Material  Product purchases during travel make an enjoyable travel. 752
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Table 3. The squared correlations and AVE of variables

Factor Escaping Seeking Functional ~ Emotional Social Material product Experiential product
motivation  motivation value value value preference preference

Escaping motivation 684"
Seeking motivation 275° 728

Functional value 471 420 634

Emotional value 154 247 354 718

Social value 314 341 204 187 .682
Material product preference .087 410 458 347 207 637
Experiential product preference 289 298 257 324 130 S17 .692

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below diagonal are squared correlation estimates of two variables.
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Fig. 2. The result of structure equation model for Korean tourists.
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Fig. 3. The result of structure equation model for Chinese tourists.
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Fig. 4. The result of structure equation model for Japanese tourists.
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