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{Abstract)

I . Introduction

Retallers in the 21st century are being told that future retailers are those who can
execute seamless multi-channdl access. The reason is that retailers should be where
shoppers want them, when they want them anytime, anywhere and in multiple formats.
Multi-channel access is considered one of the top 10 trends of all business in the next
decade (Patricia T. Warrington, et d., 2007) And most firms use both direct and indirect
channds in their markets.

Given this trend, we need to evduate a channel equity more systematically than before
as this issue is expected to get more atention to consumers as wel as to brand
managers. Consumers are becoming very much confused concerning the choice of place
where they shop for durable goods as there are at least 6-7 retail options. On the other
hand, manufacturers have to deal with category killers, their deders network, Internet
shopping mdls, and other avenue of didtribution channels and they hope their retail
channd behave like extensions of their own companies. They would like their products to
be foremost in the retailer's mind-the first to be proposed and effectively communicated
to potential customers. To enable this hope to come redity, they should know each
channd's advantages and disadvantages from consumer perspectives. In addition, customer
satisfaction is the key determinant of retail customer loydty. However, there are only a
few researches regarding the effects of shopping satisfaction and perceptions on
consumers channel choices and channels.

The purpose of this study was to assess Korean consumers channd choice and
satisfaction towards channels they prefer to use in the case of dectronic goods shopping.
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Korean electronic goods retal market is one of good example of multi-channel shopping
environments. As the Korea retall market has been undergoing sSignificant structura
changes since it had opened to globa retailers in 1996, new formats such as
hypermarkets, Internet shopping malls and category killers have arrived for the last
decade. Korean dectronic goods shoppers have seven major channels : (1)category killers
(2) hypermarket (3) manufacturer dedler shop (4) Internet shopping malls (5) department
store (6) TV home-shopping (7) specidity shopping arcade.

Korean retail sector has been modernized with amazing speed for the last decade.
Overdl summary of mgor retail channels is as follows. Hypermarket has been number 1
retailer type in saes volume from 2003 ; non-sore retailing has been number 2 from
2007 ; department store is now number 3 ; smal scae category killers are growing
rapidly in the area of dectronics and office products in particular.

We try to evaluate each channd's equity using a consumer survey. The survey was
done by telephone interview with 1000 housewife who lives nationwide. Sampling was
done according to 2005 nationad census and average interview time was 10 to 15
minutes.

Il. Research Summary

We have found that seven mgor retail channels compete with each other within
Korean consumers minds in terms of price and service. Each channel seem to have its
unique sdling points. Department stores were perceived as the best eectronic goods
shopping degtinations due to after service. Internet shopping malls were perceived as the
convenient channel owing to price checking. Category killers and hypermarkets were more
atractive in both price merits and location conveniences. On the other hand,
manufacturers deder networks were pulling customers mainly by location and after
sarvice.

Category killers and hypermarkets were most beloved retail channd for Korean
consumers. However category killers compete mainly with department stores and shopping
arcades while hypermarkets tend to compete with Internet and TV home shopping
channels. Regarding channd satisfaction, the top 3 channels were service-driven retailers:
department stores (4.27); deder shop (4.21); and Internet shopping malls (4.21). Specidity
shopping arcade(3.98) were the least satisfied channels among Korean consumers.



An Exploratory Study on Channel Equity of Electronic Goods 3

<Channd Satisfaction Scores>

5 Point

Scale > 1427 . 4.21 : ‘4.21 4.07 ' 4.05 i 3.99' 3.98 .
B I I I
3>
18.4
1~2 L 60 13 |0 122 |14 _ !
Department Dealer Intemet Hypemarkets TV Home Category Shopping
Stores Shops Shopping Shopping Killer Arcade
Ranking » o @ ©) @ ©) (6) Q)

Il. Implications

We try to identify the whole picture of multi-channel retail shopping environments and
its implications in the context of Korean eectronic goods. From manufacturers
perspectives, multi-channel may cause channel conflicts. Furthermore, inter-channel
competition draws much more attention as hypermarkets and category killers have grown
rapidly in recent years. At the same time, from consumers perspectives, 'buy where' is
becoming an important buying decison as it would decide the leve of shopping
satisfaction. We need to develop the concept of ‘channel equity’ to manage multi-channel
distribution effectively. Firms should measure and monitor their prime channd equity in
regular basis to maximize their channel potentias. Prototype channe equity positioning
map has been developed as follows. We expect more studies to develop the concept of
‘channd equity' in the future.
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<Channd Equity Positioning Map>
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(Table 2) Frequency of Shopping Experience by Channels
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. Air Washing Vacuum
Products TV Fridge itioner Machine a Motor Fan
Tota 14.6% 13.8% 11.2% 10.1% 9.2% 9.1%
Category Killers 178 164 119 10.6 8.0 9.5
Hypermarkets 129 10.7 104 8.2 8.8 174
Deder Shops 233 20.3 16.3 145 84 75
Internet Shopping 55 177 8.8 82 115 6.0
Department Stores 176 20.2 101 134 50 59
TV Home 155 124 82 103 72 31
Shopping
Shopping Arcade 25 5.0 83 42 183 17
Kitchen ) Kimchi Digita :
Products terms Rice-Cooker PC Fritie a Audio
Total 9.1% 8.7% 8.3% 8.2% 4.7% 3.4%
Category Killers 6.1 11.1 8.2 95 32 40
Hypermarkets 114 10.1 32 8.2 25 4.4
Dedler Shops 31 40 119 6.2 04 35
Internet Shopping 11.0 6.6 7.7 9.3 115 27
Department Stores 176 84 50 6.7 4.2 25
TV Home 41 8.2 155 21 113 31
Shopping
Shopping Arcade 158 10 14.2 125 83 0.8
422 M2 7 HZ2 (7829991 W BFo] A7 Aoz FAHA
e 2e s AT =z WAl o =3 AAAE g2l Bshbge] 9ol
(695%) > B bA@desw) > TAE s WAZREE SA7Hd] Algel FEed
- X 3 3 ol
(0409 AF FHsn Qe Aog o AoE B AWE Rz
thion] fa welge] Agos wappg VA A7 geln HAEridel =
aE FER S-S ¢ 5 AL AEU

- 15 -



16 Journd of Globd Academy of Marketing Science, Vol.18 No.3, September 2008

&P EY TVERY Zoe 50%He] H2 ‘oS Astal 25 A 71H4o] Tt
H &2 WA7bHe] 8 AFTom Y F FEIY B0 F Yelgth ol HAMAF
ATt AN FAE ALtaie 1 VTS Fukeke
A THAAIES A7 SA47EA, o Z47ke] BRE 275 B o 7HAH<Q
A9 7HoE e AL Y AFS] A WS o AEse Hez B 4 Qi
AAZFAZ F/7E o]Fi 7] wEelH FHHY A A, AF O, AF
Al 7HA] 7He R BRStY FEAETC] F o] HlarFsAE e 3

RAYA 2B E dopr it otk e 2 = oA
HAaybde Agrbdolgtas s FE 3 AIS oItk Bl £dES AF
AE7], B3I, oot ZksdlA] Fo] o] WAl Zheo] F& g ARl shgler
of &sla FAZRdol} sk A2 FE 5 e AS A R AE FE v T
F7I71EA TV, He), vige, eHeE 5 o7 s FAT Aom A 53
F ok w3 OA" b WA 2oln AAAFE #eve] AeE 7HFo]l ARs)
Je e EFAFoRA FE YUY te olfE o Wl dis) uestA] o
A3, TVERL, AEYFIE HIEs o 3 S ¢ 4 Atk
A@7pE, MP3, FHiE Eo] ol &3t A oAl e AL 7 Ade]
A E g ok ol ERe 3N FEH 2w 9 7%l t2r] wioln od o
AFFEZ RS o2 M AE P 7= Sutslm Q)
ok =g AlFe e oAl el we &
423 MEE O AR AEz oAl oA FHE FAEE
A ARAE Tl olfrRe s A FEE T Le ARlEE AR @

(Table 3) Core Products by Channels

Electronic Goods White Black D'g'thS)deg"O”'C
Total 66.3 44.0 224
Category Killers 69.5 495 204
Hypermarkets 78.2 375 12.9
Deder Shops 595 57.7 19.8
Internet Shopping 58.2 36.8 324
Department Stores 70.6 52.1 16.8
Shopping Arcade 54.6 33.0 505
TV HomeShopping 54.2 30.0 258
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1. Price 3. Broad “
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of Brands
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Category 466 279 16.3 138 21 14
Killers
Hypermarkets 495 279 36 54 23 23
Dedler Shops 17.7 29 37 24 134 12
I e 769 26 26 145 09 103
Shopping
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Shopping
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(E b) Competition Between Channels

Chaneis CK | HM | Intemet | Deders | DIS gopH;i":ge Avcacks L\I:anort\r:; N/A
Totd 146|139 | 92 | 89 | 41| 24 23 | 18 | 266
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Shopping Arcades | 241 | 130 | 74 | 130 | 37 | 19 0o | 111 | 259
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