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Analysis of Duty-Free Shopping Attributes and Shopping Satisfaction
of Chinese Tourists : Focusing on duty free shops in Busan
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Abstract The purpose of this study is to suggest the measures to measure the shopping satisfaction and to
increase the shopping satisfaction. We conducted surveys and conducted empirical analysis on Chinese tourists
visiting duty free shops in Busan using direct survey method. The results of this study are as follows. First,
factor analysis for subdividing the duty - free choice attribute was analyzed as store attribute, product attribute,
and service attribute. Second, based on this analysis, the effect of each attribute on shopping satisfaction
showed statistically significant positive results. Third, the analysis of the relative size of the effects of analytic
attributes on satisfaction showed that store attributes were the highest. That is, the quality of duty-free shops,
services, and products increases overall shopping satisfaction. Therefore, it can be said that the strategy
implementation that improves the quality of the attributes affecting the satisfaction is expected to contribute to
the improvement of the management performance, and suggests the management implications for the activation
of the operation of the duty - free shop. Future studies will be more meaningful if more variety of shopping
places are studied.
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atellites, proximity proper | inquiry, recomm
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attributes

Demographics
of respondents

Product
attributes

Service
attributes

Additional
Service
attributes

Demographics of
respondents

[Fig. 2] Research Model
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<Table 3> Demographics of respondents

Index Detail Frequency Percent
Male 42 22.8
Sex Female 142 712
Total 184 100
10~19 2 1.1
20~29 78 42.4
Age 30~39 32 174
40~49 54 29.3
50~59 18 9.8
Total 184 100
Shopping 8 43
Tourism 7?2 39.1
Shoppmg& 5 15
Purpose of visit Toul“lsm
Medical
tourism 0 0
Etc 46 25.0
Total 134 100
L-shop 132 7.7
Visit store S-shop 52 28.3
Total 184 100
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<Table 4> Criteria for key indicators

KMO |Bartlett's Test FacFor Eigenvalue | Communality
Loadings
>05 p<0.05 >0.6 >1 >0.4

<Table 5> Factor Analysis and Reliability

Extracti Vana.nce Cronbach’ | Commun
Items Explained .
on (06) s a ality
Componentl : Duty-Free Shop(store) Factors
Store 1 0.862 0.79%
Store 2 0.763 15826 0601 0.719
Component?2 : Product Factors
Product 1 0.894 0.818
Product 2 0.888 20.191 0813 0.79%
Component3 : Service Factors
Service 1 0.769 0613
Service 2 0.751 0.604
Service 3 0.731 29.248 0.762 0.547
Service 4 0.634 0.536
Service 5 0.630 0.446

1)Extraction Method : Principal Component Analysis
Rotation Method : Varimax with Kaiser Normalization
2) KMO : 0.712

3) Bartlett's Test : 432404 (P-value : 0.000)

4) Total Cronbach’s Alpha : 0.734

5) Total Variance Explained : 65.265%

<Variable definition>

Store 1 = Cleanliness

Store 2 = Interior

Product 1 = Diversity

Product 2 = Price

Service 1 = Product knowledge

Service 2 = Communication

Service 3 = Convenience of acquisition

Service 4 = Convenience of settlement

Service 5 =! Kindness of Staff

£43) 0601, 2302(A1%F £49)7F 0813, £.213(An
)o] 076291 A 0.2 ERgT). o= A A7} 06

NFoR #e W Agshn e
5 hya
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AL Fae] Aol SRS

<Table 6> Correlation Analysis

Service  |Product Store Satisfaction

Service 1.000
Product (82?)?)) 1.000
Soe | ey | oo | 1
o] 02| O
“p <0.05, “p<0.01

T Ak 7 24 PEEo] BYH ARus
2 B g dvka s b S5l WA vk
Ere SYAR Auls, A 1E 3 34 3
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