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Abstract This study aims to find new attributes by analyzing Korea and China duty free store online
reviews and examine the influence of these attributes on star ratings(satisfaction)of duty free store. For
study, we used Dazhong Dianping that largest online review site in China. Using R, we analyzed 5,659
reviews of Korea duty free store and 4,051 reviews of China duty free store. According to the analysis,
Sale, Food and Membership attributes had a positive effect on star rating of Korea duty free store. Sale,
Product, Airport, Food and Membership had a positive effect on star rating of China duty free store.
This study has identified new factors such as food that showed the importance of providing space of
restaurants while shopping at duty free store. This study has contributed to the existing literature by
finding new attribute such as food. Practically, this finding will help to duty free industry workers better
understand the impact of providing space of restaurants on duty free store.
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Fig. 1. Statistics of Duty Free Store
(Korea Duty Free Shop Association, 2019)
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