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Abstract

Purpose - The purpose of this study is to clarify the difference of store attributes of Korean consumers and to analyze it's
influence on consumer satisfaction in duty free stores which gain ground inch by inch in the distribution chanel. And it is to
find discriminative result as compared with foreign consumer.

Research design, data, and methodology - Subjects for the quantitative study, quota sampling was adopted in the Lotte,
Shilla downtown and airport duty free stores from the first to 15" December 2016 and 177 questionnaires from Koreans
who had purchasing experience in off line duty free store were analyzed. The data was analyzed by using factor and
reliability analysis, descriptive statistics analysis, the independent sample t-test and multiple regression analysis. To test
consistency, Cronbach’s alpha was used.

Results - The result were as follows; 1. Korean consumers consider the importance of store attributes in duty free stores in
order Product, Economic Feasibility, Convenience, Promotion, and Accessibility. 2. The meaningful impactive factors of duty
free store attributes on consumer satisfaction turned out Product and Promotion. 3. These results show meaningful
distinction between Koreans and foreigners in terms of consumer satisfaction in duty free stores.

Conclusions — A marketer who is working for duty free store consider now that price benefit can not give strong impact to
Korean consumers more and should concentrate on various brand assortment even including private brand. In terms of
promotion, most duty free shops put special stress on foreign consumer’s wants now as highly increasing of Chinese travelers
but Korean consumer’s sales portion and number of visitor also are steadily increasing. Therefore, a duty free marketer should
prepare the Korean-oriented services with more enhanced promotion strategies for individual and group travellers, for example,
a mileage service, VIP room and social network system to satisfy Korean consumers. In order to get satisfaction from Korean
consumers, it makes effort on product and promotion than accessibility, price and convenience. Due to high level influence,
further study is needed to enlarge to on-line market and to develop private brands for duty free stores.
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<Table 2> Ranking of Sales Amount & Market Share in Duty
Free Business

unit: %
Ranking Country Market Share
1 Korea South 10.4
2 UK 6.8
3 USA 6.2
4 China 54
5 HongKong 4.6
6 Arab Emirates 42
7 Singapore 35
8 Germany 3.2
9 France 29
10 Brazil 23

Source: Choi(2013).

<Table 3> Sales Amount of Duty Free Store in Korea
Unit: Billion, Kwon

2011 2012 2013 2014 2015

Sales of DFS| 5,372 6,329 6,833 8,308 | 9,198

GDP 1,332,681 1,377,457 | 1,429,445 |1,486,07911,558,592

DFS 2014 2015 2016 2017
downtown 17 19 21 32
airport 20 22 22 23
diplomat 1 1 1 1
appointment 5 5 5 4
total 43 47 49 60

Source: Lee et al.(2017).

Source: Korea Duty Free Shops Association(2017).
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Foreigner
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Source: Korea Duty Free Shops Association(2017).
unit: thousand

<Figure 1> Visitors by Nationality at Duty Free Shops
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<Table 4> Importance of Store Attribute (Korean)

n=30
Store Frequency

Attribute AR (%)

I Convenient Transportation 10(5.8)
Accessibility Near Location from Home 2(1.2)

Wide dimension and convenient facilities| 12(7.0)
Connection with other stores 6(3.5)

Convenience Warm Service 9(5.2)

A/S 10(5.8)

Money back and Exchange 8(4.7)

Lower Price against Local market 15(8.8)

Price Discount 10(5.8)

Economy Discount Coupon 7(4.1)
GWP(Gift with Purchasing) 6(3.5)

Foreign Famous Brand 17(9.9)

Korean Famous Brand 10(5.8)

Product Various assortment 11(6.4)
Good Quality 5(2.9)

Mileage Service 12(7.0)

) VIP room 2(1.2)
Promotion DM(Direct mail) 8(4.7)

SNS Marketing 10(5.8)

Source: Lyu(2013).
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<Table 5> Satisfaction on Duty Free Store Attributes for Korean

Attribute 1 2 3 4 5 6
Product Assortment ©) 0] 0]
Price o

Physical Element ] 0}
Benefit by Purchasing 0] 0]
Service of Sales People o} o}
Convenience o) ©) o

Communication o

Product Quality o} o} [0} [0} [0}

Speed for Purchasing o}

Source: 1: Kim & Yhang(2008), 2: Seo & Lee(2004),
3: Kim(2004), 4: Lee(1996), 5: Kim(2013), 6: Lee & Ku(2011).
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<Table 6> Demographic Information of Respondents
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Result

Gender

M 75(42%) / F 102(58%)

Age 20s 48(27%) / 30s 54(31%) / 40s 41(23%) / 50s 34(19%)

Residence

Capital area 93(53%) / Province 84(47%)

Family Income |less 30million 20(11%) / less 50million 55(31%) / less 70million 57(32%) / less 90million 30(17%) / over 90million 15(9%)

Purchasing
Experience

one time 34(19%) / two times 58(33%) / three times 53(30%) / four times 22(12%) / more than four times 10(6%)
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<Table 7> Factor Analysis of Duty Free Store Attributes

77

Question N Accessibility Promotion Product Economy Convenience Community
19 0.922 0.028 -0.086 -0.085 0.211 0.909
20 0.908 0.000 -0.064 -0.150 0.215 0.898
10 0.571 0.278 -0.170 -0.217 0.280 0.558
01 0.538 -0.273 -0.096 -0.003 -0.164 0.400
04 0.039 0.785 -0.095 -0.258 0.032 0.695
16 0.101 0.774 0.022 0.005 -0.119 0.624
18 0.049 0.724 -0.025 0.163 0.100 0.564
06 -0.031 0.648 0.099 -0.191 0.268 0.538
13 0.071 0.150 0.804 -0.060 0.227 0.729
11 0.050 0.054 0.700 0.116 0.034 0.509
07 -0.130 -0.079 0.525 0.255 0.037 0.365
03 -0.043 -0.128 0.510 0.243 0.170 0.366
17 -0.063 -0.095 0.231 0.825 -0.097 0.756
15 -0.107 -0.025 0.184 0.775 0.184 0.680
09 -0.262 -0.173 0.341 0.488 0.304 0.546
12 0.290 0.148 0.172 0.020 0.714 0.646
14 0.275 0.105 0.157 0.036 0.679 0.574
21 0.013 0.102 0.089 0.064 0.587 0.367
08 0.286 0.213 0.252 -0.139 0.499 0.459
Eigenvalue 2.657 2.489 2.070 1.891 2.077 11.184
Dispersion % 13.98% 13.10% 10.90% 9.95% 10.93% 58.86%
Si‘;‘;’g’gitei 13.98% 27.08% 37.98% 47.93% 58.86%

<Table 8> Reliability Analysis of Duty Free Store Attribute

Factor Question Number |Question Pcs| Cronbach's Alpha
Accessibility | 1, 10, 19, 20 4 .844
Convenience | 8, 12, 14, 21 4 731

Economy 9, 15, 17 3 734
Product 3,7, 11,13 4 732
Promotion 4, 6, 16, 18 4 .816

Total 19 732
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<Table 9> Duty Free Store Attributes Importance on Korean

Factor M SD Skewness | Kurtosis
Accessibility 2.92 0.762 -0.151 -0.686
Convenience 3.79 0.499 0.180 -0.534

Economy 3.88 0.678 -0.325 0.076
Product 4.08 0.575 -0.090 -0.869
Promotion 3.33 0.764 0.560 -0.180
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<Table 10> Impact of Duty Free Store Attributes Importance on Consumer’s Shopping Satisfaction

Independent variable I;onslandand CoefﬁclesthE Standard ;;oefﬁclent t p VIF
(Constant) 3.180 0.199 15.953** 0.000
Accessibility 0.001 0.031 0.001 0.034 0.973 1.676
Convenience -0.004 0.049 -0.004 -0.084 0.933 1.789
Economy 0.008 0.032 0.010 0.247 0.805 1.388
Product 0.167 0.038 0.172 4.435** 0.000 1.392
Promotion -0.088 0.026 -0.120 -3.445** 0.001 1.126

F=8.441**, R®=0.046, adj. R*=0.040 , p<0.01:**, p<0.05:*
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