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Abstract

Malling culture, which refers to the enjoyment of shopping in multi-complex malls with shopping, cultural, and
leisure facilities, has emerged as a major trend in society. However, few studies have researched malling culture
in depth. This study classified people who go to multi-complex shopping malls as belonging to the baby-boom
generation, X-generation, or Y-generation to investigate consumer culture in malls, with an emphasis on user satisfaction
and entertainment experiences. Consumers who had shopped in a multi-complex shopping mall during the last 6
months were surveyed. Data were collected through a research company, and responses from 417 subjects were
used in the analysis. Among the 417 subjects, 130 were baby-boomers, 136 were from the X-generation, and 151
were from the Y-generation. Investigating the components of multi-complex shopping malls that stimulate entertainment
experiences, this study found that exploratory, emotional, and leisure experiences were enhanced when users were
more satisfied with the image, atmosphere, and events of shopping malls. In addition, mall image and atmosphere
contributed to the improvement of social experiences. With regard to generation, baby-boomers and subjects from
the X-generation were generally more satisfied with mall atmosphere, image, and events and had more exploratory
and leisure experiences. This study holds significance in that it examined malling culture from a wider perspective
than simply the younger generation and presented scholarly and marketing implications based on insights into
generational malling culture.
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I. Introduction
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Il. Literature Review

1. Shopping mall attributes
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4. Data analyses
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IV. Results

1. Subject characteristics and multi-complex
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(Table 1) The demographic characteristics of the sub-

jects
Variable Categories n | %
Baby boomers 130 |31.2
Generation | Generation X 136 [32.6
Generation Y 151 [36.2
Female 214 |51.3
Gender
Male 203 |48.7
Middle school 1] 02
| High school 951223
Education —
College/university 230|552
Graduate school 91 [21.8
Student 55132
Office 171 |41.0
Production 8] 1.9
| Sales 91 22
Occupation -
Professionals 44 110.6
Self-employed 37| 89
Housewife 69 [ 16.5
Others 10| 24
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{Table 1) Continued

=

=

Variable Categories n| %

Gyeonggi 1331319

Locations Seoul 148 [35.5

Kyungsang/Daegw/Busan/Woolsan| 88 |21.1

Chungchung/Daejeon 42110.1

Yes 243|583

No 174 | 41.7

Children | Unmarried 253 160.7

Married 154 {36.9

Separation 10| 24

Centum City 46 (11.0

Time Square 45 110.8

Lottemall Esiapolis 40| 9.6

D-cube City 320 77

Garden Five 28| 6.7

Lottemall Kimpo Airport 28| 6.7

Visited | Lotte Chungranglee History Mall| 27 | 6.5

multi | pARK Mall 2] 55
-complex

shopping Pentaforce 23| 55

malls | Uijeongbu History Mall 22| 53

Metapolis 22| 53

IFC Mall 17| 42

Kintex Lakins Mall 14| 34

Lesel 8| 19

Sky City 51 12

Mecenatpolis 5112

A week ago 179 (429

Last visit A month ago 155 (37.2

2~3 months ago 57 113.7

4~6 months ago 26| 6.2

Spouse 113 |27.1

Friend 108 [25.9

Alone 56 [13.4

Children 51122

Companion | Boyfriend/girlfriend 46 (119

Parents 15| 3.6

Colleague 91 22

Social gathering 8| 26

Others 11| 26

%] 121

B A 0] (A1) 10.8%, EUE o] Ao} AT
) 9.6%, YFEAE(AE) 7.7%, 7=Tto]B(A]
&) 6.7%, ZU= AEZTHAL) 6.7% 59 &=
bt A= A 42.9%, 3 & A
37.2%, 2~370Q A 13.7%, 4~671Y A 6.2%2] B
£ H9ch W Zulxls uf$-z} 27.1%, X 25.9%,
A} 13.4%, A 12.2%, A9 11.9% S9] o=z
UrERst) o] ZF HojH]E Al A st
= 7571 7P WkaL49v, 37.7%), the o R H
(287, 21.5%), A(197, 14. 6%) 218, 13.8%)
9] 07 YEhon, XAt F549%, 36.0%),
217128, 20.6%), #3269 19.1%), F2K13%
9.6%) 52 =0, Y*ﬂEHt Z17H(52, 34.4%),
1361, 23.8%), EAH25, 16.6%), (159
9.9%) S| 40 @ Ljepytct

=
97

LHI:I
-

2. Factor analyses and reliabilities

Bglan=o] TAQl gt ﬂﬂ—w A,
T 162Fo] 5719 8oloz 13l
(Table 2) 9} Zrh. A AR 2ot 29712 9
3 olRe, gde Al fael 5o yee
EFoHE 291L B ek FHetsk ok
Lee and Park(2007)2] 2 oA 203171} Park(2004)
o] M3k, Tsai(2010)9] WA} SASE B4
o, 5718 £Fo = ?WEI‘”E} HA kel e
AL aPE oJuA’ 2 FEsten, &= F

%‘ 9} RS A ) E«W‘ﬂ B 5
A 2o]ZAE 5o 8-S EFsto] 4719
2 5L ol Tsai(2010)9] Eo]m]A]
A LAk Al HA ?L*t‘l‘ﬂ% AHI AR
Fojd Ar|aet 2 A50] 2t g digh W
go7 3719 Egog -TU\*QO‘ OUi Park(2004)
Ao A uAg a0 tiRt 2% & AW L9
elE £F5Y Tsai(2010)9] A H]*Oﬂ i3t =%
3 AR oIk v Wi BgenE 7400l
‘EoHlE’Z Z2 A thoFst oMl EL} A}

2-73}0] iﬂﬂ o, Park(2004)3} Tsai

i, O Ade

1~] o]

4 o

1o

of gt

}_x]l:ﬂ— :rLH_Q_O] [e) ‘Gl—ﬂ;{']?l
é_—J JEweo] gt 22
00 & Wkl al, Park(2004),
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(Table 2) The factor analysis of multi-complex shopping mall attributes

Factor Item Fact.0r Eigen Variance | Reliability
loading value

Pleasant atmosphere .81
Excellent architectures and environmental sculptures .76

Shopping [ venient space layouts 74 3.50 21.89 89

environments

Unique interior design 71
Attractive merchandise display .60
Good reputation 78
. Highly recommended by others 73

Mall image - 2.96 18.48 .89
Favourable media reports 72
Representing a desirable lifestyle .63
Excellent service 74

Service Helpful information desk .70 2.25 14.03 .86
Friendly attitudes of shopping mall workers .70
Promotions(free gifts, giveawa .85

Special events - (free gifts, g - y) 2.14 13.38 .90
Diverse events and ceremonies .84
Reasonable prices .85

Product . 173 1077 76
arrangement | Excellent quality product managements .58

Tsai(2010), Lee and Park(2007)2] H=o]4] 458 ek 2 Re1e] A2% 435S $45) Cronbach’s
2w Aol e BT fAR BUER T4E A

(Table 3) The factor analysis of entertainment experiences

Factor Item 123;?1; Sﬁjz Variance |Reliability

When I come to the shopping mall, I become curious about
searching every nook and corner of the mall. 84

Exploration V\X)hnegerlﬁﬁo?;ien;so. the shopping mall, I am happy to see fun and 75 305 23,48 9
I visit the shopping mall to know the latest trend of products or service. .68
It is good to achieve educational information from the mall. .64
I feel strong joyfulness while shopping in the mall. .82

Exhilaration | Shopping in the mall heightens delight. .80 2.86 21.97 92
I am excited while shopping in the mall. .78
I am glad to idle around in the mall. .78

Relaxation | I like to stretch out while walking in the mall. 78 227 17.42 .86
I feel ease of body and mind while shopping in the mall. .56
The mall is a good place for hanging out with friends. .85

Socialization | I like to mingle with interesting people in the mall. 77 2.25 17.30 .86
The mall is a good place for spending time and sharing with family. Sl
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2, BE 8919 A= AEEH Uk A2 B Fole BdadEe owR(8=42),
AHHIHE Fol it 8ARMES At 5E oHIE(S=27), £B&H(F=23) UHE &
aL, F 13eRo] 4719 aclem wyHgleon, 1 4 o7 FAH S vA= AR UEhton, 2
= (Table 3)3 Aty ey zoAo FAE AA Ad ol 52 o|uX|(£=.30),
e, FE 5o B4 Fy gaA SHS = LYY (B=23), 5 oHE(S=18)°] Tt vt
dote aQls HAA Aot WSkl B ke sor SAA IS viXe AeE ey
4 EoA EAE, FEH T Bl HEt 2l o FA A Folle 5dadEe] ageH(s
& AR A, EELPENAY =327, Het =30), on]X|(5=30), §E oJHE(S=13) THE
o 252 SV e 2¥che addes FA o] &om g4 JFs Hilow, Ao s A

AR, oo 2 AH7FE/ERIE e Y Y 34 Aole 5P Eo ouA|(£=43)9F &
= ArEF Aol gHskeinh ol gt 2 liA B (B=3D)°l et HFH=7t A FFe
A= Tsai(2010)9] AEEJAUE Aol tieh 291 A= Aoz Ueiyth &, dibzoz Egtags
A AAJEh, 47119] @9lof gt Cronbach’s @ gF 9] ofm|A|9} P ehH, 5 o[l Eo] gt v
of BF 80& He Aoz sy AlF=rt 1S 7 #2555 dHEQIYE Aol FES 5
= . skt ey Aol AIEEIJINE Folol=
Folg ke ulAA e ALE Uehde. ole)
3. Multi-complex shopping mall attributes and 3t 2 3ol A= Tsai(2010)9] AGtet= HEZA
entertainment experiences o2 AXSA o2 ATE YEeRT) Tsaiol o
AFEA 12 AEH A Holl F&F= vAl T v, dE, LAEF Aol F59 4w &
€ 5dagel e 1 “%H oprz] 93t BAE e R AASHAL, 1 AW £PE0 &
Zollt). HHHsE BdagEs H48ad st HE, 58 oE, AETAo] dHEIHE 4
aclor shal, FEHEULE AHHJUE F3o o 7P IS nA= 4% addo= yebd
2 5ol JARAS AAstRlen, FAAQ A5t A, AulAas JAE 54 Aol a¥E oA
AT (Table 49} 2ok, ALEQIWE A7 5 5 23 A8ld AYol 9P 2 Ao ey
(Table 4) The effects of multi-complex shopping mall attributes on entertainment experiences
Dependent variable Independent variable Standardized # 8 ,
Entertainment experiences | Multi-shopping mall attributes
Mall image 42 A48 8.02%**
Exploration Special event 27 27 6.08***
Atmospherics .19 23 3.98%**
Mall image .30 33 4.94%%*
Exhilaration Atmospherics 23 27 4.20%%*
Special event 18 18 3.66%**
Atmospherics .30 35 5.15%**
Relaxation Mall image .30 32 4.62%**
Special event 13 13 245%
Mall image 43 A7 7.30%**
Socialization
Atmospherics 31 36 573wk

%p<.05, Fp<01, *¥4p<,001
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o 2 AZdzel vwe] B, s £AFEE o]

Lol 1AES FAEGLE o]Fo] L7l= Ayt

A3l &g E9] oju|x|et AP o i UHE

7t AHHRIHE Fgo 7MY 583 Ao= e

1}

4. Generational differences in multi-complex
shopping mall attributes

A Bgtads P20 wEzd
Aol & dolH7] 18] ANOVAS AAeHGlaL, 2t &
ol Z 20| AZL 93| AFEHZ0 Z Duncan test
= A3 ATH= (Table 5)9} et 1A 221 A}
£ AVEY, £3E59 2Pl Yt e
HofH] & A|th(M=4.97)2F XA th(M=4.88)7F YA oh
(M=4.5T)°]| vl FolsHAl A Uehetom(F=7.82,
df=2,414, p<.001), £33= oln|A|o] thgt W=
H o] B| & ATH(M=4.55)2F XA th(M=4.47)7} YA|HH
(M=4.22)] w3} Fo51A EA UEbETh(F=4.90,
df=2,414, p<.01). EJF Au]2of tfeh ghEm=of 2}
of= H|ofr|5E Alth(M=4.61)7F YAIHH(M=4.27)°] ]
o FostAl A vEb e, XA d= S 4

e wslo] B AT 24 Balel

T 9] T2 (M=4.40)5 VeI THF=4.63, df<2,414,
p<.05). S o= T A Ho]uli A=
4.27)9F XAIH(M=4.26)7} YAIH(M=3.81)] H]3|
oI5l A UrEb aL(F=8.60, df=2,414, p<.001),
AETAGl dslid e XA (M=4.47)7F YAIt(M=
4.16)0] Hlg] TZI=7} qlow, woH[E Al
(M=434)= 27} Awo] Q22 LT F=4.34,
df= 2,414, p<.05). 0|9} 22 A Ait= 7]E0
AT A S ol A o -
ARATAAE YA £BEO] 4%

E9 o[l E9] tfsf FasH J*"E?Hl ‘2151, 3
2o] §7oL} Belvlof e v

2 A5t S (Martin & Turley, 2004; Kim & Huh,
2007), .32 olok Aolat Az WojulE A
o} XA 7} dEgoHE Ay HelamE L
Haaol BEEs} 2o Ao Uehyh oyt
o= Ho]nE At dorAoln] Hagt 4]
58 She AoR AA 9ok, olf Yt
dut e, o8l olF T HE 279
877k 27k lonz, H ol ola)E
3o} glth= 9 Ao] 9JtHGuerrera & Birchall, 2007;

|

ﬂl

(Table 5) Generational differences in multi-complex shopping mall attributes

Multi-shopping Baby boomers Generation X Generation Y
mall attributes (N=130) (N=136) (N=151)
Mean 497 4.88° 457
Atmospherics SD 98 85 89
F 7 82wk
Mean 4.55° 447 422°
Mall image SD 95 95 92
F 4.90%*
Mean 4.61° 440" 427°
Service SD 97 90 98
F 4.63*
Mean 427 426" 3.81°
Special event SD 1.03 1.01 1.14
F 8.60%+*
Mean 434 44T 416°
Product arrangement SD .95 77 .94
F 4.34*

<05, *p<01, **p<001
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Ryu, 2009). & A7-Z wto] A
A ZE fﬂﬂi ded
oF &g o igt W=7} e w2
o, By EolA 9 1Hl*°ﬂ EHZ?_PE‘J =7} o}

£ Aol vl £3] =2 #Hel
&, Holn|& A
33} =t 9l

HlojHl & Aldl= 3
B4y Eo] ojulz|
-0

"ol

5. Generational differences in entertainment
experiences

A AEEIHE Aol gt Kol S o}
H7] 93] ANOVAQ} AE =2 Z Duncan test=
AAIGE Aik= (Table 6) 3 2t 414121 A&
A R, A A2 HolH|E Alth(M=4.39)2t
XA (M=4.34)7F YAIHH(M=3.98)°l| B3] {+2J51A]
= YeERt o n(F=6.15, df<2,414, p<.01), 4 7
A2 HolHE AlT(M=4.66)2F XAt (M=4.69)7}
YA eH(M=4.33)0] Blsf +oJ8tA] A UebsdThF=
530, df=2,414, p<01). A}8]2 A 9| 2toli= XAl
t(M=4.84)7} YA (M=4.49)] wl&l] F2fsHA &
A eb e, wolnl & At $3F A=) A
(M:4.73)—§— UEFHTHF=4.21, df=2,414, p<.05). ZF
A AHE AER Zol7t gle Ae® UEg
o} o]g % Ho]n|E Aol XAIthe] e E A

o
fuy

%] 125
E Zgo] YAHESY A Yeid A= 2 A
oA At EgtagE QA dig
T Zjol g Aa}t JduliAtFsls Aatoltty. I o]
= YAl B4R F=E, 44 4|, @
I} ok ©A S, AR RS mini A S A
z35kar, wolH|F At A& v} FjhAgd ) o)
MR Fo-g e AdYdAtets YA5)
2] k= Axto] 2 vkKim & Hu, 2007; Levy & Weitz,

2002; Martin & Turley, 2004), #o]H]& At} X
Aol gurst 94 SEo|u} Al EYEE SO
FA3t Ahn and Hur(2008)2] 1415 A A|gtctal
% 4= QI I3 Martin and Turley(2004)°] 2]}

W AYrl =2 Yxﬂrﬂg AL o= ﬂ{a}ﬂ A ek

[e]
7] 7} et

o
_\1
rir
o <
2
B
< i
2
_\L
o
i
o
0

qel, 08 AT Tk AUE
wo) YEE o|fo] BL Y
AolAle] YA A8 WS 3
Y 2uhe o st glom,

5
i)
ft

O =
Aelet A 2% %ZP o2 o}h Nl

o2 vehgth ol2et A3 Martin
(2004)¢] Ao} REAMow dAdh= Ao B

ek

(Table 6) Generational differences in entertainment experiences

Entertainment expetiences Baby boomers Generation X Generation Y
(N=130) (N=136) (N=151)
Mean 439° 434 3.98
Exploration SD 1.05 1.09 1.09
F 6.15%*
Mean 442 448 432
Exhilaration SD 1.14 91 1.11
F .86
Mean 4.66° 4.69" 433°
Relaxation SD 1.11 94 1.07
F 5.30%*
Mean 473 4.84° 449
Socialization SD 1.07 1.00 1.04
F 4.21*
*p<.05, **p<01
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V. Conclusions and Implications
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