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Retailing Attribute Evaluation and Satisfaction of New Silver Consumers:
Focus on Department Stores and Traditional Markets
Soo Min Kim - Seung Sin Lee

Department of Consumer Information Science, Konkuk University, Seoul, Korea

Abstract

Baby boomers who have rebuilt the Korean economy over the last half a century are now transitioning into a
silver generation who are over 65 years of age. New silver consumers are qualitatively and quantitatively different
from the previous generation and are considered to be ‘the single most consumption-leading generation.” The
number of new silver consumers using department stores and traditional markets has increased. SPSS ver. 21.0
was used with the methods of frequency analysis, ¢-test, one-way analysis of variance (ANOVA), device master
record test, and regression analysis. This research studies consumer satisfaction of new silver consumers on
department stores and traditional markets among retailing. The improvement of the parking environment is the
most urgent issue for traditional markets because the long-term assessments of parking areas indicate that it is
necessary to provide improved convenience for consumers. Salesman satisfaction has improved and consumer
satisfaction ranks salesman satisfaction high for traditional markets; however, price satisfaction is low and the
distribution system should be improved to supply products at a lower price. Salesman and price satisfaction
should be improved at depart stores. Traditional markets should also promote consumer satisfaction through
consistent management to make consumers trust information in regards to quality control and production and
distribution; in addition, department stores should increase consumer satisfaction by maintaining store systems
such as product diversification and display, cleanness, and atmosphere.

Keywords

new silver consumer, shopping value, retailing, consumer satisfaction

Mz

QI etz lsfe] 1eglo] o] AP OR QIAEHA Arliiele] Za o] Hzw
QI @A) SelUeks A9 Fwao] Aln Al Sl AnlxE olskat gl A sheick
o) A13k7|% dolsto] AL Tats] $Iek Baol A7) QleH23l, AAIE, HAIA)
AR AF8] B 4o] Skt A4 O} e A Ao uls) frAli AnAEL obgs)
A} ol Gl TR heo 2 TaRel ARS|EHE ] Holstu] 4419 ahe 2w ANFE Lot
7Me o) A0l mere ek gleH2s)

7 Aol lHRI[20], WA A U 654] oA 1ol Holslelr] thitel 1 Aol
B 6541 o1] 0le: A|Sfaha mjx|eke: Hefol 2 keelo] B 504] olAtelA] 644] 7hA12] eflu] Al

¢

=0

5
rlo

Copyright © 2015 by the Korean Home Economnics Association | 619



UESUEES

2481 - 0jsAl
fer Family and Environment Research

SR Anla 5k g AYak7] A AF A 20lake] £l Tk A
Ministry of Health and Welfare [15]o] 2|5} 45-544] T oF Al QJellE E7ste] shefel ¢z vln|gh AFolal, wilw
ol TATWF AR g ESIAL SIS SSIe, ] A g0 ATl HIS Sl e sk

19981 60,9%¢1 #of| vl&l| B|1nLZ] =° vH|-8o] AX|Z el =5 F5F Aol i HEac)
H|E sh= A0= AL E3E Park [18]9] A-Hell4] 2008 wheba] E olof A= WA LA AR 4712 8F

1o 2~

W 40-50th =RF Q15Re] 7HAI=}e] of 320rt e T =)
Ul olefet A i SR e Alle] 71 S3lo] 1A
2718 Ao| a1, o]+= FS w-ololatE: HYE 40t SHtof| A 50t
ZHEO IE7F S Qli= AxH|A} Hth= 21 ofn|gict,
LA AH|R= oA Atfels A7 . oFRo g slid) 2}
o1 Lhehla 9lo], TrIHT] ] FEZoJeh B 4 gk
Hyundai Research Institute [3]o]] w2 20024 6z 3
Qlof) el AR O] A& T 20109 22298 ol 4l
], 4= 2018 A0l 84z9lol] o5 Adrgolefar sklct, ofef 3
& oA G AxBjRpe] Blo]sABR) VRR] 8k 55 1
olslo] Mslo| W Am|zol wWalol 23| Sl Lilok
g ool 9IrH23], Kim?t Na [11k= 2 Al ekal B
RIS Hol7F Softe ARAoA] AR 7|thA] AT =

oAk AU glov] it w *%;:E} ot 5l 5

_El,

7

o e 2 Sk el et Lee [1419] Aol w2
A 50-600) 3 Zslafe] puelo] x5 sick s
HJARe] A o] smobA A Ap4loll eigh AxH|7F F7FE AL Sl
20200l GFuTE 1502o] H o= @]”%’aﬂr 3|
Shol A 20110 WS VIP 21 E0] L ES HA%
ol A 5041 o]AFS] 1915 tul} o2~ 20091 0] 2008‘515 Hr}
14.6% 59131, 20109714 EA3F A3} 2003 o] Frals &
WRke] oo 37 E7ke ACE Ueht fAv| et
AS0] AAA g H S Y] ST & 4= QLS

b AES V)= AN 2R SRSl Korea
National Council of Consumer Organizations [12]o|A] Z1EA]
S| HEE 2ARRE A 5000(36.9%)9) g E o83l
= 1-3%1(39.4%) & -2 50th AxH|X 7} A gAS Al o] 8-5F
L Ao Uepyry,

AR5 Hr e axnake] Aol whE o+l
W, A7 A R, 2okl augFel Hak AR,
20—40thE th/dow A feoll thet <357l whE whteof]
e A1RI10} 8] AlAje} 54 o
EAuAE ) v]ito] ek AFATL A, A LnjRhe

_1

ol

F

I
B
z
_‘>i
i)
-
ol
o
i
j:\_l‘
2

620 | Vol.53, No.6, December 2015: 619-628

2 Qo gk, sk A Aol it chet v
& 3 A A Wi, b, o)

of whe} AxmfA} RESEof v A= FRfie ufef

1B

ot
of,
~

A, %@ﬂ ]44 /\UHCHEHEH WGt S BlaitAlsk vl
A, A AnRpe] AufjdelH TR oJEke u)A HpSS
]_

2}7} Qrofid 1A} B},
B G S Dl 3
= ﬂﬂﬂ 1 2| A B RFE0) u}?ﬂ % ES
ok Ao}, EJF A
Q1L NN 7= A Xﬂ—‘—o}@] /\H]/l]»E ] 1 iz
! *1‘111#5 AlEbiia) SR w8-g F2a1A) gt

0|2 HiZ U MMHT &

1. SAIH AH|XIQ| Ho| 2l EM

Kim [8]:2 tfo]7} Soirtths 218 vkl 2] 24017 ui

of ol & 7]=0= gF ARt =2 o= AltjollA] A8t et
= Aas} 7|20 E|x] F5hal 519.01 ) Shin ‘3[19]4 Ao
A YRt o g bl S-S o= 3 a2 AFAY W

Sl met ki Se) AR7IEE T %é*é%}ﬂ % o) &k
02 60MIL 65MIE eidS-2] 7|1 2= Slal AR, 2
oA =52 ZIEAE ol HAF S0MI 4541714] wrolA]

= A Holal 91, =0 Eas & ul eS| A
& 554 3--te Wkt ol A &zt
o &e] eAln ARl AR Hos A5 1960—19704 ol
FE7IH 7S 2, 8 SolM 52 st vl
VR TR Aele-sit woke-s Fedl $ken, 1980
19902} An]=AI e, b Aol M= A3 A Rk 654

oo X gak 7

www.fer.or.kr



A AHIKIO) ATHEN SHTT W AHIKIDISE G MEKHT} MEANS SMo= f
Family and Environment Research er
ol wQloR Aolstn], 554 oAk EA, 50| olAlel A I AM| S Thifsh ARIAIE AR A Ao 2%}
554 Bk & IR AfE st QIeH20), A ARk A & AAAT s I aLe) 2 GOkl 17]. auide] el =
A0l wmQNchol W] AREE FHolo] AFAol, EAE A A WY, FEAvl, Sanf o BRe 4 9IrH10]
2ebdof A-gokA] Fall Yolu= B9tk A4, o4 ¢l ou|A]  Chun [2]2 &H[ARY] &40 7F7]52 Haee] tefel Swof
$ AR ST 2] A4S o] U AR A A halgel A7 mg %‘*"Pojﬂ @% Aemas 2alo

LU B -
ABIAL L FOk FARE A121H 21919} AA|A RS uko R £

Aoz ATE Y9I 5 GUeHel, fraH ks Pushe,
A Zee] AlhE Aol W %oaam wel ol 395

i l_./k]tH Aulxk_ Z],/t]_o £ 3?_ I/}U—]X]% /KO]—_{S_‘\_'E}‘}]L" E= 7]'1*
2 B4 Alslol 28 Tt ATHoHE 7% S]]
Rl Ha o] ek 71|31

=353 2% 59 &3] %]

o, e ol ShEA] o % We iR ol e 1]

oI AN Al B, A5, dulpEe] 450w
AR E7E BB 5 chasie} S FEeiA )
< Sk Sl 2 AT SABLO Az /15
WO ek o 1 654] o] wele Aofala vixek
o 3gelel 2 eslo] B 504 ool 614] 72| £ A
A Al S A sk gk,

2. AT7Ix|9] FHeo|
Ahn?} Lee [1]3= 2237} (shopping value)&t 2xH| &7} 4 4]
A, QA A o)A Q] 8 S 5ol ool A=
Lexgof| thgk AxH|ARS] A4 7 ketaL skl Kim [9] A&
7EA|eF A 7H) = el E HEke] Bre = gl

_;
ook

ox

,
odt

B $5E 5w et} SRR BASTA, 20 Aol
| A

E4 % clopst a9l ute} Zzte] AP Tk Aubt Uehd
% 93l FEajoRaheta et Ahnit Lee [1]0] Aol Al &
gl B A YFo R L}

SER
A 87 Apiek sk Az

al5t7] S15to] 23
A st s,

3. 20HHEH Holet £4E71e0!

ARl 2t QLG oIt Th g0 sk Al

www.fer.or.kr

e, A,

4. 20HAHEHO]| CHSE AH|XIREEEZ O] Ho| 3 |F

SRS = EE SR TR s AAREAR] Aol
gm0 o]3te] A Ect Westbrookd} Black [21] AH|AHS:
ofgh Fruliet 74 AlEolut Au| el A ol cisf axHAt
7F o= AgAA wkgolear itk whepA 2 dAgtoflAl= Al
Aefoll thet amxpubssest Mshy Bl A 5o 2l
£ o8t F 2| Hi= = 9 ARl HEgo ' Het, E
AP o] 8Al REEE=of] 3t AATtofl A= o] 8Nl 7HA, EA,
AlE e, /AR 2k AENERER] QYA aE/
3, FAANE SO FES TSI AL

= Oq—Loﬂf\ﬂL HHEPQHL AEAI:

ZaBlARe] el £/ 7 Bl ARk
A ET] 915} of AERARE AT 2AA S Al
HE 50-644 o1 43Rl o wiskdat
A SHPEE 2ARPIRER AR,
AN, dEet TS, dEet

¥

7V 2emlolo] AL A A B4 Aul i Table 13} 22c,

4
re
-
=
oﬁ
s
ox
1k
=
©

Ol

i)
)
N

2. SR
1) 29714 A=
£ G Sl it B st et 4

A7 Frste] AgA 71 7Y

\Vol.53, No.6, December 2015: 619-628 | 621



fer Family and Environment Research

Table 1. General Characteristics of Subjects

Department store (7=150)

Traditional market (7=150)

Variable n (%) M (50) n (%) M (sD)
Gender
Male 66 (44.0) 59 (39.3)
Female 84 (56.0) 91 (60.7)
Age (yr) 58.0 (4.64) 57.5 (4.39)
50-54 38 (25.3) 37 (24.7)
55-64 112 (74.7) 113 (75.3)
Education 14.9 (1.93) 14.3 (1.92)
High school or less 27 (18.0) 41(27.3)
College degree 26 (17.3) 46 (30.7)
University degree or more 97 (64.7) 63 (42.0)
Job
Specialized job, technical post 16 (10.7) 21 (14.0)
Office job, public official 26(17.3) 22 (14.7)
Private business, sale service 35(23.3) 28(18.7)
Housewife, unemployed, other 73 (48.7) 79 (52.7)
Average monthly income (10,000 KRW/mo) 539.9 (389.6) 368.2 (192.9)
200 or less 19 (12.7) 27 (18.0)
201-300 35(23.3) 53 (35.3)
301-400 20(13.3) 38(25.3)
401-500 25 (16.7) 13(8.7)
501 more 51 (34.0) 19 (12.7)
Expense (10,000 KRW/mo) 390.4 (321.9) 259.9 (156.1)
150 or less 25(16.7) 40 (26.7)
151-250 30 (20.0) 56 (37.3)
251 more 95 (63.3) 54 (36.0)

KRW, Korean Won.
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Table 2. Consumption Value Level Differences According to Retailing of New Silver Consumers

Department  Traditional
Factor Question store market t
M (SD)

Hedonistic shopping value  Time flies when | am shopping. 3.55 (.73) 3.67 (.86) 1.23
While | am shopping, | can have lots of fantastic ideas. 2.70 (.87) 2.77 (1.00) 68
I enjoy shopping itself not only because of the purchasing. 3.21(1.01) 3.00 (1.07) -1.77
| become interested when | come across new products. 3.51(.87) 3.38 (91) -1.30
I enjoy getting away from the daily life. 2.79 (.98) 2.77 (1.06) -1.70
| am excited looking for products while shopping. 291 (.81) 2.96 (1.04) 50
Shopping is a very pleasurable time for me. 3.31(.79) 3.41(.88) 1.03
Total 3.14 (.61) 3.14 (.73) -.05

Utilitarian shopping value | shop based on economic principles. 3.77 (.81) 3.77 (.77) 0
| go shopping to easily accessible places to save my time. 3.68 (.74) 3.79 (.81) 1.27
I 'go shopping during the sale season. 3.70 (.75) 3.75 (.84) 51
Total 3.72 (.57) 3.77 (.61) .78
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Table 3. Department Store and Traditional Markets Level Attribute Differences of New Silver Consumers
M (SD)
Factor Variable Department Traditional t
store market
Quality The quality of products are generally excellent. 3.66 (.55) 3.49 (51) -2.70°
The quality control of products is well implemented. 3.69 (.59) 3.39 (.67) -4.10"
The information of production and distribution is reliable. 3.55(.73) 3.40 (.66) -1.83
Total 3.63 (.52) 3.43 (53) -3317
Convenience  The product is appropriately arranged considering the flow of consumer traffic. 3.67 (75) 3.58 (.70) -1.19
Various kinds of payment options and systems are arranged. 3.93 (64) 3.67 (.86) -3.36"
A restroom and a lounge are arranged. 3.94(1.02) 3.33(1.45) -4.64"
Itis close to my house or work place. 3.65(.91) 373 (82) 74
Various kinds of transportation are available. 3.90 (.60) 3.66 (93) -2.69"
A parking space is well prepared. 3.96 (71) 3.20 (1.30) 625"
Total 3.78 (51) 3.54 (.64) -4.917
Store There are various products. 3.93 (.79) 3.63 (.82) -3.22"
The display of products is excellent. 3.84(75) 3.40 (.80) -490”
The display of products are conspicuous. 3.63 (.86) 3.42(81) -2.06'
The shop is clean. 3.92 (.71) 3.47 (.98) -4.66"
The atmosphere of the shop is good. 3.71 (.69) 3.63 (.86) -.96
Total 3.03 (:80) 3.51(67) -4.05"
Salesclerk Staff respond kindly. 3.86 (.59) 3.51(.83) -4.24"
Staff explain the information of products elaborately. 3.66 (.70) 3.44 (94) 229
Staff are enthusiastic to customer demands. 3.83 (.63) 3.43(82) 4817
Total 3.78(51) 3.46 (.69) -4.69"
Service It is easy to exchange or return. 3.92 (.86) 3.53 (1.01) -3.58"
It is easy to get a refund. 3.69 (.93) 3.24 (1.22) -3.56"
The after-service is quick. 3.28 (.98) 3.24 (1.08) -34
Total 3.63(.78) 3.34 (94) -2.93"
Price It is possible to purchase at a reasonable price. 11 (.89) 3.38 (:89) 267"
They implement a price discount. 3.13(.93) 3.26 (1.01) 1.28
The price of a product that you intend to purchase is reasonable. 2.80 (:99) 3.21 (.90) 385"
Total 3.03 (.80) 3.30 (.78) 296
'p<.05, p<.01, “p<.001.
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Table 4. Consumer Satisfaction Level Differences for Retailing of New
Silver Consumer

. M (D)
Variable
Department store  Traditional market
Quality 3.61(71) 357 (69) -49
Convenience 3.73(63) 3.52(82) 245
Store 3.69 (.63) 3.48 (83) 243
Salesclerk 3.75 (.64) 3.58 (.80) -2.00
Service 3.61(.69) 3.28(94) 342"
Price 2,95 (.82) 3.15(92) 1.92
Total 3.55(42) 3.42 (.60) 2212
‘<05, p<.01.
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Table 5. New Silver Consumers Satisfaction Level Differences and General Characteristics
Characteristic Department store Traditional market
M SD D’ M SD D?
Gender
Male 3.29 1.00 3.29 1.00
Female 3.05 .86 3.05 .86
t 1.471 1.471
Age (yr)
50-54 3.63 .36 324 §E5)
55-64 3.53 43 348 .60
¢ 1.25 -2.16
Job
Specialized job, technical post 3.77 41 B 3.60 61 B
Office job, public official 3.66 28 B 3.64 46 B
Private business, sale service 3.31 45 A 3.57 51 AB
Housewife, unemployed, other 3.58 40 B 3.27 62 A
F 6705 4057"
Education
High school or less 3.28 45 A 335 62
College degree 3.79 45 C 3.38 62
University degree or more 3.57 35 B 3.51 .56
F 11573" 1.113
Average income (10,000 KRW/mo)
200 or less 3.47 .51 3.37 47 AB
201-300 343 .38 3.41 .58 AB
301-400 3.60 41 3.26 .69 A
401-500 3.51 42 3.81 49 C
501 or more 3.67 38 3.64 .56 BC
F 2.208 2.969'
Expense (10,000 KRW/mo)
150 or less 3.50 44 348 .50 AB
151-250 3.52 49 3.27 .63 A
251 or more 3.58 560 3.56 .60 B
F 465 3341

KRW, Korean Won.
“Duncan’s multiple range test: A<B<C.
'p<.05, p<.01, "p<.001.
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Table 6. Influence of the Variables that Influence Consumers Satisfaction
with Retailing of New Silver Consumer

Satisfaction, B (B)

Variable Department store  Traditional market

Gender (female) -013(-.015) -.157 (-.130)
Age (yr) -.005 (-.057) .001 (.010)
Job

Office job, public official 145 (1132) .083 (.050)

Private business, sale service -150 (-.153)’ -.012 (-.008)
Education .013 (.058) -035 (-.113)
Average monthly income -8.423 (-.079) 0(.122)
Shopping values

Hedonic shopping value 048 (.070) 165 (203)"

Utilitarian shopping value -194 (-264)" 129 (133)
Attribute evaluation

Quality 047 (058) 448 (391)"

Salesclerk 077 (.094) .066 (.076)

Service 76 (328)" 101 (158)

Price 217 (414)7 223(:290)"
Constant 2.538 -.039
F 15774~ 23762
i 580 675

Standard: gender (male), job (specialized job, technical post).
'p<.05, p<.001.
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