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BIAHQ] e 58S F2Ad o
3 AR Hctal 319 2 ¥ (Lewison and Delozier
1989 A1), Bearden(1977), Bellenger(1977),
Hansen and Deutscher(1977), Malhotra(1983)
2 v e] Aol S T Q9o R2 A
A HA (Accessibility) S 7= 3Flch, A
- 2](2002), Y971(1999)F HEAHEAL
2] s dekt T 3o] Av|AE o] HEE
Aeishs H 92 T, o7)d s EHe
W 5 shg YRR Bk, 743 9(2002),
AA8H2003), FH71(1999), TFE(2006)2]
g EANHE o2 g AFEolA YA,
weHed, o8y 55 AxA9 &4
HEE Ao 3¢} Engel et al. (1995), 74
:(2004), 4715, AEA(2011)] AFA =
Zu[AlEo] HEAY /\] 71Eo] He 8% F
=S H¥ o YA W X2 Bt} Eppli
9} Shilling(1990)2> H+do]l £ AE+= &

wlAe] ols] MEETl Be AR ZHerhn

A}, Lindquist(1974) & HAdol £
2 HYg YA E zre AL nsitt
st F2Adolgte 2l
2 8835t} Gautschi(1981) A3
ojelo] F7HH o2 HI7FsA TR tF
3 ol& 7hed HFE FUIste] Bl o
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Hise(1983)% A1 Awlde] Adotel &
¥ goloz &= Z7|7} o] 9= ogsk
2 "x= AR YeEPJY. Hortman et al,
(1990), Fortheringham(1998)2 A~vjjulje] ™

Zo] 45 HEIAHT} Fof okaL ket
AFE0]5H(2012)2 ' W3y o]gx}
° X]j‘—q\jéﬂ, A3 Qo) O:]:rL'Oﬂ/ﬂ uﬂg};ﬂ }\‘]Eﬂ.ﬂ\_
d F wslde] A7|E FaRFRE A4
o}, mebA] the 22 7S Al gt
H2 : 53 Eo] 157 275 53ad
£ o]8AFEe] RiErt Eobd Hloltt
t}. MD

&3, AeQ, o20H2000)= At
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X]/‘EHL(ZOW)— iﬂlx}*ol g
S o|83le 71 8% o8 dEY o
Ao g zAFsIAYt. Bellenger(1977)+=
9] 3L AL mXE Qolog A
Qe b, Aze e o
jé 9}, Gentry and Burns(1978)2 %
AlE o] Mele] 3FS v|x|=
tjekydo] Z=qsltiela ZA}F E]C}ili} Hansen
and Deutscher(1977)= &B[AE0] AvfdE
2 A o) 2yl &4 F AE Y 257,
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QUAE], 4, AE2A, Hrl, 7,
T8t S A %:,i, YolEZY], F5IE FO=
ﬂaﬂ Sk, Bk AE o) cepe 2la)

< FAEHE 224 MDell tid 917t 2000
‘/ﬂEH ZHt gJH dH| o1 HE (Retailtainment) 2}
= o] AAEEA BAR o2 Az
(D 200, 2= LA

Zr(Entertainment)©] A3E {02 A A|F
Fufgto] 22421 2e50] ofel, Hheket alE)
HARE 848 $aA add 72 A9
< 3 F dvke Mol UGAA AT A&
2007). ol&fgt M2 AAl Harel &1l
YutEoA Hgo 2 niAEd =YH o]F,
it} e] West Edmonton Mall, v]=r2] Mall
of America®} 22 BgagEor] &-8FS]
S (RFF ol 2004), T oM = ZAAE, AE]
HAE, B0, otolvtas S5 AlEke

2 veket g AE ] BAXH 02 &EHT] Al
Zkatdetl, AHERJIME APd o] f/5-o
gt A Wl feds Rolal ISAY
2Agstol] A 7] A A2 2011).

Haytko and Baker(2004), Wakerfield and
Baker(1998)2 <lEH|JIHEC] ofsf {314
BRE Bol o= 2RAbE 49 X Wl
A o] ZMAIRE, o, AHjE o, I AE
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Oliver(2010)+= %+=:(Satisfaction)&
o2 RE g5¢ Ao} Prto] Ao A
ojHrt, A EFoRNE YA H AIEREA
WS ke A9l W2 A A 7]
Zre] BdA2 lete] WA == ol
o] o] Agato] WA= Aleldelzt

™
}9331, Machleit, Eroglu and Mantel(2000)

M) 7

Mo 2 ¢
oft ‘M’

flo

22 W=(shopping satisfaction)2 £n34 o]
e doli A} 225 R B o
4 iz Aed & Aok sk e

(2012) AFANAME TS EF HEA 2] &=

2 A (Crosby et al. 1990; Lagace et al. 1991),
wale) Age sl adsel Y Aol
tH(Lilijander and Strandvik 1995), 11748 A}
9 A H| =0l el A ekA| i vle] =
ot} mrEe gzl 3
X]J—’\]ﬂﬂ Qg AAF AN 7 T
3k @ A~olt}(Lilijander and Strandvik 1995),

ZATE P=F =29y gy =Ho F
7HA] MrE S N2 AoEHed,
7 2] ‘"%X—J.OJ AelFg el 7118k Bl =24
=4, olall, dA7, "5 Tl o
33

& Apoln, Ao g 5014

q)

olo}r] & 4

¢

ko

TR U{lsl

o ot Mo AEo e ed 4 Ut
(Benedick, Barbara 1994; Oliver 1999). %‘j:‘Tﬁ
 HxoA o] FEFTullvt Haxy

l_‘,

% OJ—L "l

5 7 F TR AT 5 3= ﬂ
njgje] Fujrts del g A4S wo] HE
olfroll FFFS T MA 2002 HFF,
FZ 2006; 7057, AEA 2001). A,
-3 (2010)8] AFolME HE SAHEE A
HREoALeL o] Tide R Aolste] #d

QJEFe] #AAE 13 ATE. Lacher and
Mizerski(1994), Mizerski et al.(1988)2 &4
2 v o] 2HAE dtolg TS e
sto] ATl sHAl gekar selck, Wt 4l
e SAEd A dFS mHITHYin
2002). T FAE ol LA dHAES
z¥31 9l © W(Bauer,H.H., M. Grether, M. Leach
2002; Yin 2002), 24 7k=Eo] Avpeg 4
b FAEY= As AFskAL ok A

=2 Ao T 7o AlEd2keke] 3
7Y2A AF] Aol Aldel YA e A

53 #dglo]l S 94‘4 M
%"JE*‘E EX AL A ] AEFu} A Euk
5 7 5 Pegrs Fogd 5 ded,
Tui7s /3ol ek S wol X
Jake m|Hh(An A, 53] 2003;
A 2001). A3F(2002) i F st
olZufA AHFE o] T3 Aol A
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AHHE TUAY ek TRl Bk f3E, Wae, AEL99), oI5, 719,
A 2 Az g 3AHAA &njzfe] P} AF3(1999), Babin, Daren and Griffinn
g AT AL A WEIaL itk SAE (1994)2 23721 E AFH AH| 29| g5&
© Y54 SR gy SH F A W AF Awork) o] AT S-S A= A
5 FHet s Ao, 14 5 (fun)9 AYos FE3IY AF3F3h. Engel,
Al Agjagel 7IRlshe BlegA S84 Blackwell and Miniard(1995)¢ll oJs} 23
Hx, &9, olsll, A7, =& 5ol o3l A~ o] A8H 7ix= AAA e & F5S
E= Ao, a2z ek 5923l B Qe Azt HAAA e & S5 28
o WHEu] Y ow Ao = Urh(Dick Asht &95 de A dA st 287
and Basu 1994; Oliver 1999). S 225t Av| 877} dulu @A E =7}

Aadee] ofgk giEo] FAE] TR A off whehA] 2-¢-FrtaL 8t Sherry(1990)-2
FFE PR AL olv] B ATEolA A8 LP7HAE T8 2nAEY] T
Z8E v SlthAnderson et al. 1994; i85 =l Aol el ol Fjddd

Anderson and Sullivan 1993; Bloemer and
de Ruyter 1998; Chebat and Michon 2003;
Dub et al.1995; Dub and Morin 2001;

Machleit and Eroglu 2000; Spreng and
MacKoy 1996; Yalch and Spangenberg 2000;
Walsh et al,2010), wje}A] ol o} 2o 71

& AA s,

H5:

K
)
N
-

Y

o] Eu}al 3F3It}. Batra and Ahtola(1991),
Engel, Blackwell and Miniard(1995)2 2
H 2HAES TEFela, HPAFH eI
Feldel Aoz wAEw Aok, Webd o
3 2 7P e A B,

4, A2 74

TAEE

A

2HRE 74 E 7 7R e o
84 9 24 AA 2 FRe
ATH(Bain et al. 1994; Chandon et al.2000;
Hirschman and Holbrook 1982; Stoel et al,
2004). Hirschman and Holbrook(1982)<
22 vl AlFol gk vk A7) ot

744, §97 4 ARH S0} AL 2e

) =2 RNRuw
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avl e Zwe ekioka shec,
Babin et al.(1994) Holbrook(1999)+= +uj A}
E2 e AFol AgH Tl s AAR
o] 222 I uf HgH 7 E ATt
shlaL et 7ixe A7) o=Aolar 2]
AFAQ 545 7HITaL 3kt Babin et
al.(1994)2 2 7kA= Bop T2 o]aL 7|
A1 ApLA vk-g A A2} 3F .
Chandon et al, (2000)-2 73, o2 & ZAL-
5 2e A2 AP el 95 nrke A
njel kel 7]lgkckal 3FStt. Bellenger,
Steinberg and Stanton(1976)-& &4 AH]7}
A= 82 7HA o vl B} FE o]l |
1ol E2 o] FHHTh= Av|et A%
sl AEd, ageg e L7
£ o] 7% olv A 784S kgt
3F4th. Maclnnis and Price(1987)2 43
& zulAEe] AEES FulEA 9w
=o] des 245 e AL 7hestA 3
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=
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AH|7}X]
(e, H8H)

&I}, Holbrook and Hirschman(1982)& 2
73 2L87}30 ol Hife] 1ok F kol 5 /)
217l Riolv] HeYetr ks 278 (un)
7§38 (playfulness)& L A7 gh}al 319
t}. Bellenger, Steinberg and Stanton(1976) ]l
w2 e 4B AT oF
(entertainment) ¥ AAZA  7}X](emotional
worth)& REget= Aelgkal s3ltt. o]F 3,

S, EA008)9] AT-olM = A8 4=

G A9k HFA & A E V)
A 3t BAE -3 2EHESFE AA
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A= Lewison and Delozier(1989),
Bearden(1977), Bellenger(1977), Hansen and
Deutscher(1977), Malhotra(1983), Engel et
al.(1995), Eppli and Shilling(1996), Lindquist
(1974), Gautschi(1981) 5 A=Y AFE
7|22 BgagEe] H2 Agds uea
", m=Rolx e 7, ozt 8ol
o7 Aol et

TFE+ Hortman et al, (1990), Fotheringham
(1998), Hise(1983) &9 I7E 7|28 W4
of A7) R R AEEY] A R A
o] &kt

MD+ Bellenger(1977), Gentry and Burns
(1977), Hansen and Deutscher(1977), Malhotra
(1983) 59| ATE 712 FFTH] ¥4,
BIe A, AE G H o ot

AEHIJIHE A& Haytko and Baker
(2004), Wakerfield and Baker(1998), 71914,
24 4(2007), YA2(2011) Fof AFE 7%

Z JdEHAHE Ao theky, B =2 A
ele] chekg, AElElRlRE Alde] oehdo
= o] sheict.

W2 Oliver(2010), Machleit, Eroglu and
Mantel(2000), Westbrook and Black(1985),
Crosbyet al.(1990), Lagace et al.(1991),
Lilijander and Strandvik(1995) 59| A4+=
722 A W, Aol e W,

R

BETe W02 Qe a3t

ZX %=+ Anderson et al, (1994), Anderson
and Sullivan(1993), Bloemer and de Ruyter
(1998), Chebat and Michon(2003), Dub et
al.(1995), Dub and Morin(2001), Machleit
and Eroglu(2000),
(1996), Yalch and Spangenberg(2000), Walsh
et al.(2010) 5¢] AT-E 7|22 & AL
o, FHE, A W2 oF so= A
o] skt

Spreng and MacKoy
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g 2075 Aol Foll F 318%-2] HEA
£ AT ARgelt # A7 vat
T2 B es Agstleh. ¢4 S8
ke FyEtdd 3 Aded S 2S5
?J8ll Amos 20.0& o]-&-3te] FAH QA
= AR F AR 2 aaEE A
L, oAl Amos 20,08 ©]-8-3ko] 2elH a9l
AL skt 1 gEe R B e v}
AASE A% AR T T2RY
TS ARkl

% 31899 SHA FTollAl TS 1209
(38%) °]RIL, &AL 19878(62%) o] STt A
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(#2) 2ASASH LHE A 0| E YEHIT XEaAH

SHE= NENEY HES(Y) IHMIE (%)
i =l 120 38%
- o 198 62%
20A[0|at 7 2%
21~25 M| 61 19%
26~30A 49 15%
oty 31~35A| 52 16%
36~40A| 48 15%
A1~45M| 67 21%
46~50A| 19 6%
50M|E 1 15 5%
[oAS 128 40%
A ROEE ATE 66 21%
EFIAH 0] 50 16%
ofo|ma = 21 7%
=2 0|FHE o= dESEH 15 5%
C|FEAlE] 14 4%
2| A Ef 10 3%
7= molg 3%
AH0A 2%
79 ohY 7tk 6 2%
Uz=of SHH 83 26%
gHEtle Stefol| ot 147 46%
Yol FH 70 22%
UHo]| oHH 12 4%
102+ 0[5} 75 24%
p— 100t =1} 147 46%
300+ =1t 71 22%
500t8) =t 25 8%

HEIE = 204 08 78 (2%), 21~25417F 61 22 X234 158 (5%), CFEAE 14

H(19%), 26~30A417F 499 (15%), 31~354]=
523 (16%)0] M, 36~4041%  4878(150),
41~454) 6778(21%), 46~504] 1998(6%), SOA]
23} 159 (%) 0.2 ekt S9A7} 71
Bol ARgeh BgagEe Foagol 128

AP E 664 (21%),
EFel 27 0] 50 (16%), ool o ZE 21 (7%),

g (40%), FA FHd=

H(4%), 23| 2~E} 10 (3%), 7FE3to] B 9
(3%), 2=#olY SHR%) £o2 ZAEAT
THAES HENEEE Ao wid 7t} 61
(2%), 5Ll g1 83 (26%), 3 Eofl 3hH
14778 (46%), Al = H 717 (22%), Ll
gl 1279 (4%) oISl SHAE AEehs 7
Ao 107H o3k}t 759 (24%), 109+ 23}
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309HY o3} 14778 (46%), 309+ =37} 509+H¢)
o]} 7178(22%), 509HY %3} 257 (8%) = 1}
1225

& e 3_011"?—5.2 /\1/\]0}03_,—_7 Cronbach's
AE AESIGH. 8905F e F9%
X (principal component analysis)2 A&

shglom agle ofolZligh 12 IFoR F2

(33) (3E4) dlAe} 2] Cronbach's Alpha
AE B 07 ooz A4 Y
o} (Nunnally 1967). &2 Qo1&
et d FHErE Aol o= A

Bl EH‘?& %—74] &
Amos 20.0&
A8t At

(85) ol Yehdt e} o] SHR
ZrolAl kel frefsiAl ‘/‘rE‘r‘Jr A
(p=0.00), & B3} FE 7] vIZsH
Yel}r] wjEo] GFl(goodness-of-fit index),
NFI(normedfit CFI(comparative fit
index)s& aLelste] By AP E Frlet=
ZAo| }F 3lctar Ast itk Bearden, Sharma
and Teel 1982; Bagozzi and Yi 1988),

AR 2EATEE GFI=0,927, AGFI=0.896,

index),

H -1

sholch. 891 S-S VARIMAXEAE3F  Npi=0,929, CFI=0.96484] WE22ale 52
Aot (E3) (EH = FAARA FH BAE oz yriEgnh BRI T} AVE(average
Hebd slett variance extracted)¥ Bagozzi and Yi (1988)
(#3) HMX QQI1FA Zut 1
=
2y T2 A EntAld

ACC 1 849

ACC 2 .828

ACC 3 822

SCAL1 878

SCAL2 815

SCAL3 797

M D1 825

M D2 81

M D3 699

ENT.1 .849

ENT.2 761

ENT.3 726

HHE (%) -
Z5A 73.7% 18.2 18.5 18.3 18.7
Cronbach’s Alpha 0.809 0.814 0.817 0.814
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g8
bz E4E
SAT 1 .866
SAT 2 807
SAT 3 739
LOY 1 876
LOY 2 872
LOY 3 .820
AHBAHY)
251 80 7% 37.6 431
Cronbach’s Alpha 0.848 0.903
(E5) BtoIN QOILA Zu}
-k SHe= N CR(EtHAZIE) AVE(Br EMFE)
ACC 1 0.798
12 ACC 2 0.773 0.809 0.587
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The Factors of Complex Shopping Mall Influencing

Customer Satisfaction in Korea

Cha, Seong Soo®, Park, Cheo I

Abstract

In Korea, the number of complex shopping malls has been skyrocketing recently with
economic growth, Since COEX Mall, the first complex mall in Korea, opened in the early
2000s, a large number of such complex malls, for example, La Festa, Western Dom, Metapolis
Dongtan, Times Square, Kimpo Mall have developed in recent years and many other
development plans are underway. Moreover, other existing malls are beginning to renovate,

It's very clear that recent trend in the development of commercial real estate is
agglomeration, enlargement and diversifying. To diversify and differentiate strategies from
department stores, they introduced not only shopping, food and beverage but also leisure,
relaxation, entertainment, play, education, child care, etc. in the mall,

This is a result which is reflected by customer's constant needs. People want to save time
and get more experience at the same time, which is called, One-stop lifestyle shopping. Mall
users are becoming widely expanded from young generations to senior citizens,

The retail industry tries to get into the 3rd generation mall with the newly-coined word,
Malling, Mall goer, Mall walker, Mall Rat, Mallie. The 1st generation mall was composed of
fashion or electronics, etc. which had certain items only. The 2nd generation mall consisted of
department stores, discount stores, food zones and cinemas, The 3rd generation mall was
added with culture, leisure facilities and so on,

Existing research of the complex shopping mall is mainly focused on design, development
etc. Moreover, research of the complex shopping mall selection factors and relationship
between the factors and satisfaction are not conducted except in the case of department stores
and discount stores.

Although, the complex shopping mall is obviously a different channel from the department
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store and discount store, almost every complex shopping mall has been developed in the same
method. It is true that the complex shopping mall has become one of the most important
trends in the retail industry. Therefore customers, developers, operators are concerned about
complex shopping malls a lot now, however, research on those issues has not been conducted

at all in Korea.,

In this paper we aim to find what attributes of consumer satisfaction is more important when
they choose complex shopping malls. So, we tested some factors which are considered more
crucial when customers choose complex shopping malls among factors for general retail stores
and also studied the relation between satisfaction and loyalty. As a result, factors such as
'accessibility', 'scale' and 'entertainment facilities' were found to significantly affect satisfaction.
However, factor such as 'merchandising' was not significant. Meanwhile, the path that leads to
loyalty, satisfaction, was a significant factor,

However, the relationships showed in different ways depending on the consuming value,
The path-coefficient from accessibility to satisfaction is not significant. The influence from scale
to satisfaction is not also significant in both cases. The influence from merchandising to
satisfaction is very significant in the pleasure-oriented group (-) and practical-oriented group
(+). Entertainment facilities influenced satisfaction in the pleasure-oriented group (+) and
practical-oriented group (-).

This research accounts that selection factors of complex shopping malls become different
based on consumer value. The pleasure-oriented groups are more sensitive to entertainment
facilities of complex shopping malls while the practical-oriented groups are more sensitive to
merchandising.

This result gives the following implications of the complex shopping mall era in Korea,

First, the most important factors were accessibility, scale and entertainment facilities when
consumers consider choosing complex shopping malls. In the case of accessibility and scale,
these are also considered to be more important element when consumers visit traditional
retailers such as department stores and discount stores. However, entertainment facility is not
actively considered as important as other factors in terms of efficient use of floor space.
Therefore, entertainment factors should be considered in marketing when introducing
aggressively and extensively a future planned complex shopping mall.

Second, at the first, we thought accessibility and merchandising would impact more in the

selection of complex shopping malls for the practical-oriented consumer group, while scale
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and entertainment for the pleasure-oriented group., However, as a result, only entertainment
facility had an impact more for the pleasure-oriented group and merchandising for the
practical-oriented consumer group. It could be used for target marketing strategy by utilizing
internal DB in which particular consumers show certain consumption patterns,

This study has some limitations and suggests future research directions as follows.

First, in this study, only four factors such as accessibility, scale, merchandising and
entertainment facilities were considered for the model configurations of complex shopping
malls in store choice attributes, For future research, for example, services, pricing, store
design, atmosphere, associated purchasing possibility, etc. could be added.

Second, in this study, consumption value is classified as only two-dimensional,
pleasure-oriented and practical-oriented, but the consumer value based on the new value

dimension is needed.,
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