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Abstract

Purpose: As one of the continuous studies on the offline distribution industry, the purpose of this study is to find ways for offline
stores to respond to the growth of online shopping by identifying research trends on department stores. Research design, data
and methodology: To this end, this study conducted word frequency analysis, word co-occurrence frequency analysis, BERTopic,
LDA, and dynamic topic modeling using Python 3.7 on a total of 551 English abstracts searched with the keyword 'department
store' in scienceON as of October 10, 2022. Results: The results of word frequency analysis and co-occurrence frequency analysis
revealed that research related to department stores frequently focuses on factors such as customers, consumers, products,
satisfaction, services, and quality. BERTopic and LDA analyses identified five topics, including 'store image,' with 'shopping
information' showing relatively high interest, while 'sales systems' were observed to have relatively lower interest. Conclusions:
Based on the results of this study, it was concluded that research related to department stores has so far been conducted in a limited
scope, and it is insufficient to provide clues for department stores to secure competitiveness against online platforms. Therefore,
it is suggested that additional research be conducted on topics such as the true role of department stores in the retail industry,
consumer reinterpretation, customer value and lifetime value, department stores as future retail spaces, ethical management, and

transparent ESG management.
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2. Theoretical Background

2.1. Department Store
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Figure 1: Comparison of wholesale and retail gross
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2018 to 2020
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Figure 2: Department store sales change rate by year
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2.2. BERTopic & LDA (Latent Dirichlet allocation)

XtSIOJX2|(NLP: Natural language processingy= HE 2|,
CIELS SO 21zt 2tof
ME|2E2EH o0E A48 £ 9 S HIE Tpsto| ERE QI
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3. Research Procedure

dold drsd =MS Y @TERAE <Figure 3>0f

Pre-processing

Data Collection

English Abstract of Papers
from ScienceON

Tokenization
Removing Stopwords
« Noun Extraction

l

Data Analysis

Word Frequency Analysis
Word Co-occurrence Analysis
BERTopic an LDA

Trend Analysis using linear
regression

Results and
suggestions

« s e e

Figure 3: Research Procedure
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3.1. Data Collection

2022 4 10 € 10 X IJ|FE  scienceON
(https.//scienceonkistirekn2 Sl 7||E “HiplE' R M
Zut F 1,152 Ho| =20| EEL(QUCH 0| T =S MAT
1112 ® & FEXE 551 HES 2SSIQUCL HAXES Lt
H-E =Qloh 2t 47| 2 FLETh 2005~2009 H, 2010~2014 &

7 ) =

= o
1T o
7|12 3ot B2 S0l EE As &+ UANUCL

Table 1: Number of papers published on traditional markets by year

Division 1985~ | 2000~ | 2005~ | 2010~ | 2015~ 2020~
1999 | 2004 | 2009 | 2014 | 2019
Num. 35 100 147 136 102 31

3.2. Data Preprocessing

%@.% Ll CIolE Xz &

2713, AR B SaEE A20f HIHS SHBHE aim,
research, purpose St regression, coefficient, correlaton =
780 St ‘ot (department store)2 =802 At
O|& HMAs}RICE

4. Empirical analysis results

4.1. Results of Word Frequency Analysis

M| GloE{o] CHet ol HI=gAM ZAdb ‘customer (621),
‘consumer’ (543), ‘service' (421), ‘product’ (411), ‘space’ (372) &2 =¢!
Ao2 ZCIF|UCE A2l 20 7§ THojeb fEZ2IRY Zite=
<Table 2>t <Figure 4>0i K|A|SFRALCE,

Table 2: Top 20 keywords as a result of word frequency analysis

Rank Keyword Freq.
1 customer 621
2 consumer 543
3 service 421
4 product 411
5 space 372
6 brand 342
7 satisfaction 316
8 market 297
9 image 294
10 sale 287
11 quality 280
12 design 272
13 shopping 234
14 relationship 218
15 value 215
16 type 204

17 area 202
18 system 186
19 company 184
20 characteristic 182

ent Sa 18

tior

1mage
relat ion;mp”@' ket

customer

consumer
space

DI andgroup

Figure 4: Results of Word Clouding

4.2. Results of Word Co-occurrence Frequency
Analysis

THo] 7to 1._*74| 2olg 2ol ¢ SoY, ol Sod, 28
Y A A4y FTHUHEE TIHRE o] IAEWHIZE
=48k Z1t consumer, customer, marketing 52

=
service strategy, satisfaction 2| EHO|ER FE AREY U=
AoR LIEIHCE SAIESHEIE &2 10 7§ THo{= <Appendix
2>0] HA[SIYCoD, HAARE 40 3| O|42& o] HESYIE
AlZtslst Zab= <Figure 5> 01 MIASHACE

r

Figure 4: Results of Word Co-occurrence Network Visualization
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<Figure 5>01 A 2= Hiet 20| Sshgut #HE A4S2 04
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4.3. Results of Topic Modeling

BERTopic Z1t EO0| 2 JHE EFEQCH OMX XtE&
FEE|X| UQUCE O] HAS 1ZF Yang(2022), Yang and
Yang(2022)°| AT duetes ChA CHE ZATtE R ARE sijA0|
28ict efiListH BERTopic 2 Ao A= '301 '3:' =% “—*151
og dddsts A2E RARH HIAET Y
O HAEQ| o0& QALY [[H—.-_—Oﬂ(Grootendorst, 2022),

B2 HAEE O|SKIEMZ 2/ W20lct 27

S T—— o =

1> et

>
<
>

% customer, consumer, service, product, brand &
4 gIHsIA £ HO{S0|H & 538 H(976%)7t
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LIEFL} BERTopic Ol A1 1 72t SPH| & 5740] ETS SYstiCt
ED 12

A

observation, image, space, feature S2| EHOZ

TMHE0] FZEOol 2Etut OJ|OjX|] E1f 2HHOo| g AHoe=z
mCstD 0|2 X 0|0|X|(shop image)2tn FHESIRACE <=
2>E product, shopping, sale, information, system S2| THO{Z
O|RO0|N Tojet ZAHE 4% FEQL THO| UAS A=
EHEFSED 0|2 ‘2% X H (shopping information) 2t HHSIALCE

<EH 352 senice, satisfaction, quality S2| THO{Z2 O|F0{H
““ﬂm MH|AOIN  QlASHE EXNF e

o

=]

o g

r

Hu
|'l=I

R
o 1§

<E™ 4>+ brand, design, product, type =2 EtO{2 O|F0{X

HS0| QAX|S= MZFL| EHME, C|XIQ & FEL=FD 30|
A2 Ao WLt 0| 'ME PHH(product satisfaction) 22
HHSIAUCE <ET 5>= market, sale, system, level S2| THO2
20| 0|5 '=off A|AE(sale system) S =2 HHSISULCE

Table 2: Top 20 keywords as a result of word frequency analysis

Topic Topic Name Keywords
Shop image observation, image, space,
1 (Em o|o|X|) feature, attention, intensity, time,
= section, characteristics, shop

Shopping
2 information
(238 &)

Service quality

space, product, shopping, sale,
consumer, customer, characteristic,
good, information, system

service, customer, satisfaction,

3 == quality, product, image, shopping,
(MHI= =37) sale, area, relationship
Product satisfaction consumer, customer, brand,
4 (F= o) design, satisfaction, product,
= quality, value, type, service
Sale system product, market, consumer, sale,
5 customer, system, life, space,

(O Al

design, level

4.4. Trend Analysis Results of Each Topic
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=4 At 95% ME[E LM <EH 250 ‘AT ™ (coeff. =
00097, p<00N)= SAHHRE {[ol5tH HME7L =OHK|&=
ELOR LIEIGOM, <ET 559 ‘HEf A|AH(coeff = -00120,
p<00)2 AOFo=E FHEI HoiX|le ETQ o=

2IQIE| UL, FM A= <Table 3>01 H|AISHAULE

Table 3: Results of Regression Analysis

Topic Topic Name Coefficient | t-value | p-value
1 Shop image -0.0015 -1.942 0.061
2 Shopping information 0.0097 3079 0.004
3 Service quality -0.0012 0403 0.689
4 Product satisfaction -0.0010 -0.562 0578
5 Sale system -0.0120 -3465 0.002

5. Conclusions
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Appendix 1: Development process of Korean department stores

Division

Period

Characteristics of growth process

Embryonic period
E=71)

1930~1945

-Japanese occupation( A 74 71)

-Opened Misskosi Gyeongseong branch (1930) and Georgia Gyeongseong branch (1931)
(Pl2z A 74274 (1930), =A1oF 7424 (1931) M)

- Opened Kored's first Hwashin Department Store (1931) (=] = 319311931 W) 71%)

Period of confusion
Ea2t7))

1946~1961

- Absence of national commercial capital and the Korean War(?1Z A A2 B2 ¢} 324 A)
- Opened Midopa Department Store (1945), Dongwha Department Store (1955), efc.
(M =h519(1945 ), 5381955 W) 5 71F)

Period of dawn

370

1962~1972

- Development of domestic industry and distribution system through the 1st and 2nd economic
development plans (1,22F AANLZAZ o2 Fu 4 L FEAI=H T$x)

- Direct operation of Shinsegae Department Store (acquisition of Donghwa Department Store)
AAAMSLE A GA LI (s A)

- Acquired Midopa Department Store (Daenong Group)(71 =3} #3114t 18))

Period of leap
(=2%70)

1974~1979

- Export-led high economic growth and distribution industry development policy
(FEFEY 1= AAREH F5d 4 A
- Lotte Department Store opens(ZHl ¥ s 71 4)
- Increase in middle class consumers with purchasing power(7-m 8 zt& F4k& &H|zF F71)

1O
- Vitalization of regional supermarkets (department store assistance) (X715} w7 ulAl A3 (N3 1 %)

(Period of growing up)

4371

1980~1995

- Rapid economic growth due to the Asian Games, Olympics, etc.
(CHIRMIY, &Y T2 A3 F&53 AALA)
- Convenience stores (1980s) and discount stores (1990s) appeared
(He]H (1980 ), T (1990 M) )
- Department stores expand in size, diversify and spread multi-store strategy
(st e dys, oz HE A &)
- Expansion of customer convenience facilities such as cultural centers (Z3HIE] 5 12 H A 815

Transition period
@)

1996~2004

- Diversification and diversification of competitive businesses due to full opening of the
distribution market (&A1 AW AP = A AA vl =229 thsl.thd )

- Decreased consumption and high growth of hypermarkets due to IMF foreign exchange crisis
(IMF &J2712 A3 4H] A5 9 HFE 147

- Local department store closures and mergers and acquisitions between department stores
Agsky Ay 2 sy 3t JAs-E)

- Implementation of department store operation efficiency and differentiation strategy
(s &Y 5est % ApEs A +)

- Establishment of specialty store and conversion to complex shopping mall(AE# A9 2 BE4gE2 A3

Period of maturity

(4=70)

2005~2014

- Strengthening promotional activities due to increase in foreign tourists

(A=2 #FA ZVIE A% BE5SF 23
- Market stagnation due to late economic recession (¥4t 7] H A2 Q3 Al A A)
- Accelerated entry of brands into the luxury goods market

(BEAE AR ¥- BhE A 7HE3h
- CRM introduction and operation(CRM =% &%)
- Intensifying competition with other retailers for key product groups

(8 ol ik el avigelele] A 4ls)

(period of infinite
competition)

7o Bd

2014~present

- Improved presence of offline businesses such as convenience stores, discount stores, and
complex shopping malls (4813, &3, EF4£FE 5 Lz JA 4A F)

- Expansion of online and mobile platforms, etc. (£2}¢l. wuld ZURWE 5 3Hf)

- Changes in consumer lifestyle and consumption tendencies due to COVID-19
(ZEU192 QA7 &¥A go]lZ2etd 3 AR E W)

- Retaliatory consumption has recently spread after the consumption downturn caused by the pandemic.
@AYoz Qg ARFA F T BEAH] g




Appendix 2: Top 20 keywords as a results of Word Co-occurrence Analysis
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Rank Word Frequency Rank Word Frequency
consumer customer 54
1 72 6 - -
product relationship
customer customer 53
2 - 68 7 -
service marketing
marketin consumer
3 g 57 8 . 53
strategy quality
customer ualit
4 s 54 9 quality 51
satisfaction service
customer satisfaction 51
5 54 10 -
product service




