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A Comparative Study on Attributes Influencing A Choice
among Shopping destinations on Weekdays and Weekend:
Focused on Complex Shopping Malls, Stand alone Department
Stores, and Big-Box Retailers

Kwang-Chol Jung*, Seong-Chan Jo**, Hoon-Young Lee***

ABSTRACT

Today more diverse offline shopping destinations and attributes coexist and compete against each other.
Globally, offline shopping destinations that have failed in reform start to die out under the influence of expanding
online shopping options. In a competitive situation where shopping destinations are more diverse and fierce,
customers' behavior of choosing a shopping destination on weekdays and weekends is also changing. This study
thus set out to investigate attributes influencing a choice among shopping destinations including Complex
shopping malls, standalone department stores, and big-box retailers on weekdays and weekends and also
differences in these attributes among generations. Under the goals of understanding customers accurately based
on an omni-channel shopping environment and providing strategic implications for the reform activities of offline
shopping, the study set three research questions. Research Question 1 and 2 investigated attributes and
generations influencing shopping destination choices on weekdays and weekends through multinomial logistic
regression analysis. The findings were as follows.

First, multinomial logistic regression analysis was carried out to figure out attributes and generations to affect
shopping destination choices among complex shopping malls, stand alone department stores, and big-box
retailers on weekdays. The analysis results show that consumers chose a complex shopping mall on weekdays for
their entertainment facilities and assortment of fun facilities including theaters and cinemas compared with the
base variable, big-box retailers. Department stores had significant influential relations in shopping destination
choices on weekdays under the influence of entertainment facilities and merchandise quality attributes.
Entertainment facilities had the biggest influential relations in complex shopping malls and department stores.

Big-box retailers showed significant influential relations in excellence in amenities attributes including
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drugstores, clinics, and banks compared with complex shopping malls. They also showed significant influential
relations in comfortable public space attributes for shopping destination choices on weekdays compared with
department stores.

As for generation variables, the senior generation chose big-box retailers over complex shopping malls as their
shopping destination on weekdays compared with the Generation Z. Entertainment facilities had significant
impacts on shopping destination choices on weekdays in complex shopping malls and department stores
compared with big-box retailers, in which excellence in amenities and comfortable public space had significant
impacts on shopping destination choices on weekdays compared with complex shopping malls and department
stores. These findings indicate differences in significant attributes influencing shopping destination choices.

Second, the study also examined attributes and generations to influence shopping destination choices including
complex shopping malls, standalone department stores, and big-box retailers on weekends and found that
complex shopping malls showed significant influential relations in entertainment facilities and assortment of fun
facilities including theaters and cinemas in shopping destination choices on weekends compared with big-box
retailers, which showed significant influential relations in omni-channel shopping environment attributes
including delivery and pickup service and variety of F&B menus compared with complex shopping malls. As for
generation variables, the millennial generation chose complex shopping malls for weekend shopping. The
Generation X and the senior generation showed significant influential relations in big-box retailers in their
weekend shopping destination choices compared with department stores. Merchandise quality and accessible

location attributes of standalone department store had significant influential relations on weekends.

<Table 1> Attributes and generations to affect shopping destination choices on weekdays

Complex Shopping malls Stand alone Department stores
Attributes, Generation (n=224) (n=75)
B S.E Exp(B) B S.E Exp(B)
Constant 2319 0.66 -2.453" 0.977
Senior -0.965™" 0.326 0.381 -0.426 0.432 0.653
Generation ' X | -0.311 0.274 0.733 -0.279 0.396 0.756
Millennial 0.304 0.268 1.356 -0.081 0.393 0.922
Za)
Merchandise of assortment -0.046 0.116 0.955 0.373" 0.189 1.451
Assortments of fun facilities 03917 0.114 1.479 0.168 0.162 1.183
Entertainment facilities 0.405™" 0.125 1.5 0.402" 0.179 1.495
Comfortable public Space 0.019 0.128 1.019 -0.564™" 0.177 0.569
Excellence in amenities -0.269" 0.116 0.764 -0.131 0.168 0.877

-2 Log likelihood (x?)=1194.365, Log likelihood (x*(1038))=1386.467
Cox & Snell R?=12.7 %, Nagelkerke R>=15.1%, Prediction accuracy = 61.6%

a): Reference group of dependent variables=Big-box retailers, n=430
* p<0.1, ** p <0.05, ***p < 0.01
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<Table 2> Attributes and generations to affect shopping destination choices on weekend

. . Complex Shopping malls Stand alone Department stores
A
ttributes, Generation (n=344) (n=54)
B se Exp(B) B se Exp(B)
Constant -0.462 0.649 -4.145™ 1.369
Senior -0.708™ 0.295 0.493 -0.995™ 0.47 0.37
, X 0.108 0.259 1.114 -0.772" 0.427 0.462
Generation .
Millennial 0.711 0.262 2.036 -0.65 0.447 0.522
Za)

Merchandise quality 0.118 0.112 1.125 0.476"" 0.239 1.61
Assortment of fun facilities 0.342"" 0.106 1.407 0.149 0.196 1.161
Entertainment facilities 0.301" 0.117 1.351 0.076 0.21 1.079
Variety of F&B menus -0.224" 0.106 0.799 -0.273 0.184 0.761
Accessible location -0.183 0.115 0.833 0.422" 0.243 1.524
Compotable Public space 0.14 0.124 1.151 -0.370° 0.218 0.691
Omni channel shopping environment -0.380™" 0.099 0.684 0.216 0.181 1.241

-2 Log likelihood (x?)= 1184.301, Log likelihood (x? (1024))= 1479.715
Cox & Snell R?*=13.9%, Negelkerke R>=16.6%, Predicton accuracy = 59.0%

a): Reference group of dependent variables=Big-box retailers, n=331
* p<0.1, ** p <0.05, ***p < 0.01

These findings had the following implications for marketing strategies:

First, there is a need to reinforce entertainment attributes, on which the Generation Z in their teens and early
twenties put value, in addition to cognitive attributes of merchandise, service, and convenience factors based on
purchase experiences. Today, cinemas and theaters provide passive entertainment experiences as they offer
chances for the millennials and the Generation Z, the main force of consumption, to have special experiences and
do more segmented and diversified experiential shopping. There is a need for merchandising composition for
diverse and broad experiential shopping such as escapist experiences, which encourage consumers' active
participation in an immersed state such as more advanced sports, VR and AR, esthetic experiences, in which they
are immersed and present such as experiential F&B, and educational experiences, which maximize intellectual
and social experiences such as culture centers and kidstainment.

Secondly, complex shopping malls on weekdays need to implement marketing strategies to increase stay time
and thus average check per person by focusing on fun attributes including cinemas and theaters, which
differentiate them from department stores, entertainment, which is the same preference attribute as department
stores, fun events to connect with popular trendy products of SPA and anchor tenant brands, and cross-shopping
marketing. Big-box retailers need to implement well-being marketing to pursue a happy and beautiful life through
the harmony of physical and mental health by developing the various attributes of products in a differentiating

manner and connecting health, well-being, and fresh products to amenities and resting facilities. In this way, they



can increase the customer loyalty of senior consumers that had significant influential relations in weekday
shopping destination choices and attract new customers on weekdays including the Generation X and millennials
that have huge interest in well-being.

Thirdly, complex shopping malls need to increase stay time and thus average check per person through
promotions of connecting fun attributes including cinemas and theaters with entertainment attributes based on
SPA brands and trendy product attributes in which they were proven to have the biggest influence as weekend
shopping destinations. In addition, they should focus on expanding their weekend customers through marketing
strategies to attract new customers among the millennials in their twenties and thirties as they were proven to have
significant influential relations with this type of weekend shopping destination. Big-box retailers need to
reinforce their omni-channel environment attributes, in which they had significant influential relations for
weekend shopping destination choices compared with complex shopping malls, and also an accurate delivery
system for weekend customers through increased investments into the downtown delivery center. They also need
marketing strategic approaches to increase customers' stay time and loyalty by reinforcing their shopping
environment, in which they connect with their location attributes with easy access and provide a fun and
convenient order and pickup service, doing promotions of connecting with well-being products and amenities for
the Generation X and senior generation in their forties, fifties or older that were proven to have significant
influential relations with this type of weekend shopping destination, and making shopping proposals to pursue a
happier and healthier life.

Finally, the study has its share of limitations and proposes future research tasks: first, It is difficult to generalize
study as a customers' choice behavior in segmented shopping destinations. Lee, Min-Young, et al. (2006) reported
that the different attributes and generations that affect the selection of US complex shopping malls and super
centers, warehouse clubs, category killers. But there is a lack of understanding about the concept of suburban and
urban complex shopping mall, and little experience of using category killers in korea. Therefore, it is necessary to
pay attention to the interpretation of the limited results of the choice behavior of complex shopping malls,
department stores, and big-box retailers. Second, there is a need to study the new attributes of entertainment and
omni channel shopping environment, which are increasingly important in the consumer's shopping destination
choice behavior by studying in detail at various points in time comparing the differences and effects. Finally, it is
needed to test more diverse moderating effects and compare and analyze the ways that customers make a choice
of shopping destinations on institutional changes due to the social change of 52 - hour work and biweekly store

holiday system, change of shopping environment due to expansion of omni channel shopping.

Key word : Shopping destinations on Weekdays and Weekend, A choice, Attributes, Generation, Complex

shopping malls, Stand alone department stores, Big-box retailers.






