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I. INTRODUCTION

Shopping trips are evaluated on numerous intangtble and
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emotional benefits as well as the merit of any goods or
services acquired, in particular, consurmers evaluate shopping
experiences along utilitarian and hedonic dimensions!. We
need to recognize the diverse sides across consumer's
evaluations of shopping experience to understand their
buying activity and intention for next visit.



Given a growing recognition that intention is
closely related with forecasting consumer behavior,
companies are concerned with intention in many
situations and mall developers and operators would
pay attention to mall shopping intention.

Minority consumers may be outnumbered at the
shopping mall, but their buying power should not be
underestimated. In 1990, whites represented 87
percent of the total consumer marketplace, but by
2007, analysts expect white consumer’s share to
shrink to 80 percent of all US consumer spending?
As the buying power of African American,
Hispanics and Asians increase, mall operators need
to observe the differences of shopping behavior
oriented from ethnicity. Some researchers34)
asserted that gender appears to be a more important
attribute than age in determining a number of
shopping traits, particularly, actual shop choice and
the expressed motives for shop choice. But limited
research has been undertaken to compare factors of
shopping value and intention in relation their
ethnicity and gender.

This study conceptualized those relationships,
especially focused on the shopping intention related
to shopping experience and demographic variables
in the mall shopping context. In detail, this study
designed to investigate the relationships of
perceived shopping value and shopping intention in
the context of shopping mall. In addition to the
relationship, we assessed the influence of
demographic variables such as ethnicity and gender.
The structural model was tested to verify the
relationships of variables.

1. THEORETICAL BACKGROUND
1. Mall shopping value
Today's consumers fac;e a multitude of choices in

selecting where and how they shop and most likely
choose an alternative in which they perceive that
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shopping will be done most efficiently and
satisfactorily. In many instances, the shopping mall
is a social and recreation meeting place. Mall
operators have turned shopping centers into halls for
special events, exhibitions, exercising, shows, and
amusement parks.

Mall shopping has become an expression of
personal value due to the important role the
perceived value plays in predicting purchase
behavior and achieving sustainable competitive
advantage. Consumer researchers’ growing interest
in consumer experience has revealed that many
consumption activities produce both hedonic and
utilitarian outcomes.®) Babin, Darden, Griffin?)
developed a scale measuring both values obtained
from the pervasive consumption experience of
shopping and validate the scale using a multistep
process. The study demonstrated that there were
distinct hedonic and utilitarian dimensions of
shopping value and those dimensions related to a
number of consumption variables.

The hedonic value reflects the experiential value
consumers derive from the shopping process itself,
by means of social interaction, personal security and
entertainment®. Eroglu, Machleit and Davis®
showed that the feelings of pleasure and arousal had
a significant effect on consumer behaviors.
Moreover, if shoppers have had their moods
improved by visiting a shopping environment, they
may reciprocate in the form of a small purchase!0.
Thus, it is expected that perceived hedonic shopping
value is positively associated with shopping
intention.

Perceived utilitarian shopping value depend on
whether the particular consumption need
stimulating the shopping trip was accomplished!D
and relates to usefulness and prudence of the
purchases from a specific store!?, informativeness,
ease of use, saving time and effort and finding the
right high-quality product. In this respect,
consumers are more concerned with efficient and
economic value. To improve utilitarian shopping



value, consumers must save time and/or reduce
effort by engaging in goal-directed behavior that is
instrumental, purposive, and task-specific!3.

Utilitarian shopping value reflects shopping with
a work mentality, while hedonic shopping value is
more subjective and personal than its utilitarian
counterpart!¥. Thus, both shopping value may be
useful in encompassing explanation of shopping
value.

2. Mall shopping Intention

Intention is the cognitive representation of a
person’ s readiness to conduct a specified behavior,
and considered to be the immediate antecedent of
behavior!). Thus identifying shopping intension
may provide an important base to understand local
consumers’ needs and segment target markets.

In the shopping mall context, shopping intention
refers to the strength of willingness to visit mall for
shopping. Some researches!®!D1®)19) studied the
shopping intention on the Web and most of them
assessed the general shopping intention for next
time. But there is very little research on dimensions
of shopping intention. Several empirical studies
have examined that the shopping motives of
consumers to shop at the mall. In one of the studies
on this subject,2® the researchers identified five
motivation factors of mall shoppers: economic,
service, diversion, eating-out, and social shopping
motivation. Mall shoppers have different
motivations when they visit shopping mall. In
similar vein that consumers are incited to go
shopping by different motivations, they intend to
visit shopping mall for a variety of reasons.
Therefore, shopping intention is expected to retain
similar dimensions with shopping motive in the
mall context.

Perceived value reflects consumers’ net gain
obtained from their consumption behavior; thus it is
likely to be used as an indicator of purchase
intention2D. Empirical evidence showed that
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shopping value are strong predictors of the
shopping intention. In one study??, the researchers
investigated the structural interrelationships among
internet shopping value, beliefs about the web site,
shopping attitude, and shopping intention.
Consumers who shop for cultural products on the
internet have both hedonic and utilitarian shopping
values and both these values must be addressed by
internet retailers.

3. Ethnicity and shopping behavior

Ethnic identification is an integral part of a
person's social identity and is a composite of
subjective feelings, attitudes, knowledge, and
behaviors in regards to one's ethnicity. As culture
and ethnicity have an effect on values?, perceived
shopping value of consumer’ s is expected to be
under the influence of ethnicity.

A study?® showed a possible difference in
shopping value between ethnicity. In the study,
Russian consumers experience levels of utilitarian
shopping value lower than US consumers while
they experience levels of hedonic shopping value
comparable to the US consumers. Also the positive
correlation between hedonic and utilitarian
shopping value is greater among Russian consumers
than US consumers. They conclude that habituation
is more likely to affect hedonic values as compared
to utilitarian. The results also imply that the
measures of pleasure or satisfaction for consumers
may need to be examined for evidence of the
habituation effect.

In 1990, whites represented 87 percent of the total
consumer marketplace. By 2007, analysts expect
white consumers'’ share to shrink to 80 percent of all
US consumer spending.2> Although whites occupy
the majority of buying power, their market share
tends to decrease. Census data of the US in 2004
showed that the majority of US population was
White American, who account for 77.1% in total
286 million population and that the second



dominant population was African American
(12.4%).26 To find out relationship between
ethnicity and perceived shopping value, this study
investigated the differences between two dominant
ethnicity groups in US-White and African
American.

4. Gender and shopping behavior

Gender is another important variable which show
difference in shopping behavior or trait.27282930 The
characteristics of male and female shoppers seem to
be certainly different. Women report more frequent
shopping trips; rate 'shopping as pleasure’ and
'shopping as utilitarian’ as being more important.
They seem to enjoy going shopping to the mall
more than men.?" In terms of personality
attributions, the female shopper seemed to be less
technical, less spontaneous, and more reliable32,

It may be expected that "real" men will avoid
shopping, try to minimize any time and effort
expended when shopping becomes necessary, and
will not enjoy any aspect of the shopping process
and experience. But it appears that cultural and
socialization conditions create distinct approaches

for shopping willingness of men's. Otnes and

McGrath3® found through observations and
interviews that some men who are not tied to
traditional notions of masculinity are able to
become willing shoppers, and deliberately and
pragmatically pursue this activity. Realities of male
shopping behavior during the shopping process
were more active than conventionally explained.
The type of products may influence the shopping
behavior of both sexes. Dholakia and Chiang34
found that shopping is generally considered a
"female typed" activity but the stereotype reverses
when the product purchased is technical and
expensive.

Burt and Gabbott35 suggest that gender appears to
be a more important attribute than age in
determining a number of shopping traits, in
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particular, actual shop choice and the expressed
motives for shop choice. Dholakia3® also asserted
that despite the influence of individual variables
such as age, education and occupation, it is the
respondent’s sex that makes a tremendous impact on
shopping behaviors.

m. METHOD

1. Measurements

Measures consisted of three main constructs:
shopping value, shopping intention, and
demographic information. Scales for the exogenous
and the endogenous variables were adopted from
the extant literature due to their relevance to the
study's context. Hedonic and utilitarian shopping
value were based on the scales in Babin et al.'s
study. 6 items to measure consumer's perceived
hedonic value and 4 items to measure utilitarian
value were used for the analysis. Items measuring
shopping intention were adopted from the former
studies in the shopping mall context373839404, '12
items were used for the final analysis. All items of
shopping value and intention were measured on
seven-point Likert-type scales. Demographic
information included 2 items asking the
respondent’s ethnicity and gender.

2. Sampling and Data Collection

The data were collected via survey in shopping
malls located in metropolitan cities. Interviewers
intercepted shoppers as they were exiting the malls
to ask for their participation in the survey. A total of
1316 questionnaires were used for data analysis and
the total effective sample size was 1078. The
samples of this study were consumers aged between
16 and 85. The group of respondents consisted of
two ethnic groups-White American (64.7%) and
African American (35.3%). Male respondents were
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37.8% and females were 62.2%.
3. Data Analysis

The measurement model and structural model
using asymptotic covariance matrix of polychoric
correlations with weighted least squares (WLS)
were estimated via LISREL 8.534. Overall fit of
the model was assessed by various statistic indexes:
Goodness of Fit Index (GFI), Adjusted Goodness of
Fit Index (AGFI), Normed Fit Index (NFI), Root
Mean Square Error of Approximation (RMSEA).
The x? statistic is known to be strongly dependent
on sample size*® and, although reported, was not
used in the evaluations of model fit or comparison.

4, Structural model tested

This study seeks to find relationships shopping
experience and shopping intention as well as to
investigate the effect of ethnicity and gender on
consumer’ s evaluations of shopping experience.
As indicated in the theoretical background, the
relationships of variables-consumer s ethnicity and
gender, hedonic and utilitarian shopping values, and
each dimension of shopping intention-were
proposed in <FIGURE1>,
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<FIGURE1> Structural Model of Ethnicity, Gender,
Shopping value, and Shopping intention
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V. RESULTS AND DISCUSSION

1. Shopping value and shopping intention
factors

A confirmatory factor analysis was conducted to
verify the tactor structure of mall shopping value
and intention. As recommended by Bollen* and
Joreskog®, we computed a polychoric correlation
matrix of their asymptotic covariance using
PRELIS. Once PRELIS generated these matrices,
we used weighted least squares (WLS) estimation
implemented by LISREL 8.53.

Since the sample size was large (n = 1078), x°
value couldn’t assess overall fit of the model. GFI,
AGFI, NFI, and RMSEA were used to evaluate the
goodness of model fit. The GFI, AGFI, NFI, and
RMSEA were .98, .98, .97, and .06, respectively.
The GFI, AGFI, and NFI should be equal to or
greater than .90 threshold level to accept the model
and there is adequate fit if RMSEA is less than or
equal to .08. as recommended by Hair et al.46. The
GFI, AGFI, NFI, and RMSEA of the model showed
a good fit of the model. As illustrated in Table 1,
the factor loadings of those indicators raged from
.69 to 92, and Cronbach’s as of the factors raged
from .71 to .97. Also, the variance extracted were
above the threshold value of .05 and each of the
mall shopping value and intention items had
significant and positive coefficients on the
predefined six factors. These results showed that the
endogenous constructs are highly reliable and valid,
indicating that the mall shopping value and
intention survey might provide a valid
measurement.

Shopping value was confirmed to have two
constructs: hedonic shopping value and utilitarian
shopping value. The construct of hedonic shopping
value consisted of six observed indicators. The
mean of utilitarian shopping value (M = 4.75) was
higher than that of hedonic shopping value (M =
3.88).



Shopping intention was classified into four
constructs: economic intention, eating-out
intention, diversion intention, and service intention.
The first factor of shopping intention, economic
imtention, consisted of three observed indicators: ‘to
hunt for a real bargain’, ‘to comparison shop to find
the best value for my money’, and ‘to find good
prices’. The mean of this factor was highest (M =
5.10) of all shopping intention, which means that
consumers on this study were concerned about the
price of products and had the intention to visit
shopping mall for economic reason than for any
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other reason.

The second factor, eating-out intention, included
three observed indicators: ‘to have a meal at a
restaurant’, ‘to have a meal at the food court’, and
‘when I want get a snack’.

The third factor, diversion intention, contained
three observed indicators: ‘when I'm trying to
forget my problems’, ‘when I bored’, ‘just so that I
to get out of the house’. The eating-out intention
and diversion intention received similar mean score
M = 3.63, M = 3.70, respectively), indicating that
consumers wanted to enjoy eating and a sense of

<TABLE 1> Confirmatory Factor Analysis of Shopping Value and Intention

Factor Items Loadine  tValue  Reliability Varance oy o
Qi) (@) Extracted
 Hedonic Shopping valwe 8 8 38
During this trip, I felt the excitement of the hunt .93 93.36 3.84 (1.76)
This shopping trip truly felt like an escape .93 108.24 3.90 (1.85)
1 enjoyed being immersed in exciting new products 90 89.06 4.14 (1.79)
While shopping, I was able to forget my problems 91 84.69 4.13 (1.86)
While shopping, I felt a sense of adventure 91 101.02 3.7 6(1.86)
1 was able to do a lot of fantasizing during this trip 84 54.08 3.50 (1.95)
Utilitarian Shopping value 89 87 475
1 accomplished just what I wanted to on this shopping trip .89 83.86 4.81 (1.86)
I bought what I really needed .94 99.28 4.69 (1.89)
1 felt this shopping trip was successful 97 140.04 4.95 (1.77)
I felt really smart about this shopping tri 93 79.94 4.54(1.79)
Economic Intention 85 .80 5.10
To hunt for a real bargain .90 78.32 5.13 (1.87)
To compare shop to find the best value for my money 92 87.83 5.07 (1.82)
To find good prices .92 98.05 5.11(1.84)
Eating-out Intention .83 .82 3.63
To have a meal at a restaurant .89 69.06 3.88 (2.08)
To have a meal at the food court 93 90.23 3.73 (2.06)
When [ want get a snack 93 89.81 3,28 (2.07)
Diversion Intention .83 83 3.70
When I' m trying to forget my problems 96 92.99 3.35(2.07)
When I bored 92 93.65 3.68 (2.16)
Just so that [ to get out of the house 91 89.79 4.07 (2.09)
Service Intention 1 .64 2.54
To use hair salon services g1 33.16 2.48 (1.97)
To use banking services 82 44.64 2.69 (1.98)
To visit medical/dental/vision care office(s) 93 64.46 2.45 (1.93)

Goodness of Fit Statistics

2 =835.11 (df = 194, p = 0.0)
GFI = 0.98, AGFI = 0.98

NFI =0.97

RMSEA = 0.055

-150—



diversion as a secondary purpose of the mall visit.

The fourth factor, service intention, consisted of
three observed indicators: ‘to use hair salon
services’, ‘to use banking services’, ‘to visit
medical/dental/vision care office (s)’. The mean of
this factor was lowest (M = 2.54) of all shopping
intention, suggesting that consumers were less
likely to intend to go shopping mall for visiting
service providers than for other reason.

2. Structural Model Testing

The structural model tested causative relationship
among latent variables (i.e. shopping value and
shopping intentions). There are two exogenous
variables-ethnicity(¢,) and gender(&,)-and six
endogenous variables-hedonic shopping value (37,),
utilitarian shopping value (r),), economic intention (),
eating-out intention (7)), diversion intention (y)), and
service intention (7). The GFI, AGFI, NFI, and
RMSEA were .96, .95, 91, and .087, respectively.
which were approximately fitted the criterion. The
results indicate an acceptable overall fit between the
model and the observed data. <see FIGURE2>

Ethnicity had a significant positive effect on
hedonic shopping value (y;; = .17, p < .001),

AT
(_ Eating-out )

J

 Diversion

7
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Service o

<FIGURE2> Tested Results of Structural Mode!

whereas no effect on utilitarian shopping value.
Since the value of ethnicity was coded White as 0
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and African American as 1, the positive relationship
suggests that African American felt hedonic
shopping value after their shopping trip more than
White did.

Gender showed significant relationships with
hedonic (y, = .10, p < .001) and utilitarian (yy, =
.07, p < .01). The positive relationship between
gender and hedonic shopping value suggests that
females felt hedonic shopping value after their
shopping trip more than male did. The utilitarian
aspect indicated similar findings with hedonic
shopping value. These results are consistent with
findings of Dholakia’s (1999) who found that
women rated ‘shopping as pleasure’ and ‘shopping
as utilitarian’ and enjoyed going shopping to the
mall more than men.

Perceived shopping values are positively
associated with shopping intentions. Hedonic
shopping value was positively related to economic
(851=.34, p<.001), eating-out shopping intentions
(841=-68, p <.001), diversion shopping intentions
(851=.85, p <.001), and service shopping intentions
(Bg1=-67, p<.001). This finding suggests that
consumers who had pleasant feelings at the
shopping trip intend to visit the shopping mall again
with any reasons. Hedonic shopping value seemed
to have a strong effect on the diversion aspect of
shopping intension (85, = .85, p < .001) more than
other aspect, which suggested that the more
consumers felt the shopping as a pleasant trip, the
consumer intended to come back the mall for
diversion. Clearly, it was supported that hedonic
side of shopping experience was related to
diversion. Also hedonic shopping value was less
related to the economic than other dimensions of
shopping intension.

Although the effects differed with the results in
hedonic shopping value, utilitarian also had
significant positive effects on all the dimensions of
shopping intension; economic (33, = .40, p < .001),
eating-out (84, = .45, p < .001), diversion (85, = .22,
p < .001), and service shopping intentions (B¢, =



.29, p < .001). To contrast with the result of
hedonic shopping value, utilitarian shopping value
had weaker relationship with diversion compared to
other aspects of shopping intension.

V. CONCLUSION

This study developed a model that conceptualized
the relationships on the shopping intention,
shopping experience, and demographic variables in
the shopping mall context. The conceptual model
aims to provide insights on the construction of
perceived shopping value and shopping intention as
well as the consequences of ethnicity and gender.
By applying this issue, mall operators and
researchers can gain valuable insights to understand
consumer’s shopping behavior. To analyze the
proposed relationships, we adopted a structural
equation modeling approach.

It was verified that shopping value grouped into
hedonic and utilitarian shopping value. This study
proposed a multidimensional approach on shopping
intention, differently with former researches, thus
shopping intention was classified into four
constructs: economic intention, eating-out intention,
diversion intention, and service intention. Hedonic
and utilitarian shopping value had significant
positive effects on all the dimensions of shopping
intension. Consequently, perceived shopping value
identified to have close relationship with shopping
intention. :

There was no difference between the perception
of African American and White American toward
utilitarian shopping value. But African American
felt hedonic shopping value after their shopping trip
more than White did. Females seem to exhibit
more hedonic and utilitarian value about shopping,
relative to males. Knowledge of distinct shopper
segments is useful for retailers in constructing
marketing communication strategy and designing
appealing mall environments. For future research, it
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is necessary to explore how other personal traits of
shoppers, such as age, household income, and
personality. More research findings on those issues
may contribute to offer straightforward application.
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