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Abstract

Purpose — Recently the importance of green consumption and corporate social responsibility has been increasing, thereby
enhancing the importance of green consumption space as well. The retail space, as a representative consumption space, is
now consuming more energy by introducing bigger retail space, 24-hour operation, cutting-edge equipment, and manless
checkout system. Especially for retailers, who are constantly interacting with consumers, not only the economic consideration
but also the consumer experience via retail service and physical retail space is crucial for their success. Therefore, this
study intends to understand the main factors of motivating consumer perception about green retail space. In addition, we
further investigate the mediating and moderating variables to encourage revisit intention and green retail space image.
Research design, data, and methodology - In order to test our hypotheses with two models, we conducted a survey using
questionnaires. In model 1, 356 respondents were surveyed to determine whether consumers’ green attitudes and behaviors
enhance environmentally friendly perception on retail space properties. In model 2, a questionnaire survey was conducted on
69 consumers who have experience in green retail space. Questionnaire surveys were conducted with on-line panels in
Korea and analyzed using regression model and Hayes’ PROCESS macro.

Results — We found that consumers with green attitude put more importance on the attributes of green retail space. Also,
the utility of the green retail space was found to be significant in emotional and social benefits. And, the consumers, who
perceived the importance of green retail space, show higher revisit intentions. The emotional and social utilities have
significant positive effects on revisit intention through green retail space image.

Conclusions — This study demonstrates that a green retail space can induce positive consumer utility, thereby increasing
green retail space image and revisit intention. Thus, in order to increase the image and revisit, retailers should communicate
green messages with consumers, enhance green attributes of retail space, and target green consumers. To do so, we
suggest that various marketing efforts such as publicity and education are needed to appeal experiential green products and
retail space to consumers.
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The Green Preferences of Commercial Tenants in Helsinki
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<Table 2> Operational Definitions of Research Constructs

73

Construct Measurement Reference

Receive green education

Media exposure to green issues
Know environment protection activities
Knowledge on recycling

Green Experience Lee et al. (2000)

Refusing disposable products
Purchase green product

Protect environment

Volunteer at green organizations

Green Behavior Huh & Park (2008)

Reducing building energy

Recycling & minimizing wastes
Reducing toxic materials

Building with green materials
Greening the space & surroundings

Importance of Green Retail

USGBC LEED
Space

Be glad to visit green space
Be emotionally rich
Show my ideal self image

Emotional Utility Voss et al. (2003)

Fit with my favorite image

Make me stand out Sweeney et al. (2001)

Symbolic Utility

Is an opportunity to interact with others

Social Utility Can make social networks Jeong (2010)
Can learn sociality
Physicall Improve physically & psychologically

Physically & psychologically comfortable Jeong (2010)

Psychological Utility Help me physically & psychologically

Design is attractive
Atmosphere is great
Atmosphere and environment are good to experience

Aesthetic Utility Lee et al. (2017)

Feel friendly
Has credibility
Is attractive
Is competitive

Green Retail Space Image Kim & Lee (2012)

Want to visit again if have opportunity
Want to revisit in the future
Want to use it with additional effort

Revisit Intention Jeong (2010)

<Table 3> Descriptive Statistics and Reliability of Measurement Variables

Construct Measurement ltem Mean Factor loading Cronbach’s a | Factor Mean Factor S.D
Green Receive green education 4.379 .760
Exoerien Exposure to green issues 5.090 .864 .765 4.761 1.003
Xperience Know green activities 4,815 .859
Refuse disposable products 4.522 767
Green Purchase green product 4.213 .874
Behavior Protect environment 4.169 .904 813 3.983 1.090
Volunteer at green agency 3.028 .692
Reducing building energy 5.563 .815
Importance of | Recycle & minimize wastes 5.801 .828
Green Retail Reducing toxic materials 5.5639 .832 .869 5.602 .875
Space Use green materials 5.455 .816
Greening surroundings 5.573 .766
Emotional Be glad to visit green space 5.188 .966
Utility Be emotionally rich 5.319 .966 929 5.254 1.282
Interact with others 4.754 .924
Social Utility Can make social networks 4.826 .935 .926 4.754 1.293
Can learn sociality 4.681 .941
Feel friendly 5.275 .948
Green Retail Has credibility 5.261 915
Space Image | Is attractive 5.304 .941 955 5.279 1.206
Is competitive 5.275 .951
Revisit Visit again if possible 5.406 .969
Intenti Want to revisit in the future 5.464 .970 .955 5.420 1.287
ntention Want to use it 5.391 934
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Classification Freq. % Classification Freq. %
Gender Male 174 48.9 16~25 71 19.9
Female 182 51.1 26~35 71 19.9
Student 24 6.7 Age 36~45 71 19.9
Office work 185 52.0 46~55 71 19.9
Government 15 4.2 over 56 72 20.2
Occupation Self-employed 16 4.5 below 100 30 8.4
Professional 54 15.2 101~200 9% 26.4
Sales 18 5.1 (Momh"“fgggo won) 201~300 87 24.4
Etc 44 124 301~400 55 15.4
Total 356 100 above 400 90 253
<Table 5> Hypothesis Test of Model 1
Hypothesis Path Standardized coefficient SE P Result
H 1-1 Green Experience — Green Retail Space Importance .2089 .052 .0001 accept
H 1-2 Green Behavior — Green Retail Space Importance 2751 .200 .1698 reject
Green Retail Space Visit — Green Retail Space Importance -.4447 .6121 4680
H 1-3 Experience*Visit — Green Retail Space Importance .0684 1276 .5922 reject
Behavior*Visit — Green Retail Space Importance -.0687 .1085 .5268
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<Table 6> Result of Testing <Hypothesis 2>, <Hypothesis 3> and
<Hypothesis 4>

. Standardized
Hypothesis Path ficient S.E| P |[Result
Green Retail Space
Importance
H 2 — Green Retail Space 3771 .1164{.0019|accept
Image
Emotional Utility —
H 3-1 Green Retail Space 3670  |.1073(.0011|accept
Image
H 33 | Socal Utilty = Green [ 5045 | 5895|0012/ accept
Retail Space Image
Green Retail Space
H4 Image — Reuvisit .8640  |.1008|.0000|accept
Intention

<Table 7> Result of Total and Indirect Effects

Standardized Effect

Path ficient LLCI | ULCI Type

Green Retail Space 4505 1848 | 7342 Total
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Green Retail Space Effect
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Intention 3171 1538 | 5199 | Lo
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Appendix
Explanation on Green Retail Space in the Questionnaire
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