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Relationship between Attributes of Utilitarian and Hedonic Shopping Values
and Customer Satisfaction from Travelers on Duty Free Shop of
Incheon International Airport:

Focused on Foreign Students in Jeonbuk Province
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ABSTRACT

Airport duty free shops provide high quality service and brands by designing eye catching
shops because travelers may perceive time pressure and are mostly one—time shoppers. This
study examined the relationship between the impacts of utilitarian and hedonic shopping values
and customer satisfaction from purchasing products at the duty free shop of Incheon international
airport by surveying foreign students in Chonbuk province. To achieve this, four hedonic shopping
values (entertainment, exploration, place attachment, and social status) and four utilitarian shopping
values (monetary saving, selection, convenience, customized products) were included to test some
of the effects on customer satisfaction via their shopping behavior. Selection, convenience,
exploration, and social status had a significant influence on shopping behavior, and shopping
behavior was then found to have a significant influence on the customer satisfaction. These
results suggest that both hedonic and utilitarian shopping values can increase the probability
of visiting duty free shops and increase the level of customer satisfaction. This may provide
useful information for managers to deliver a better retail environment that makes customers
more satisfied.
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Table 1. Measurement of the variables

Variables Measurements References

vl On a shopping trip, it is important to find affordable prices on the item
I am looking for.
v2 A mall offers me quality product at discounted rates.
v3 1 visit the mall achieve the maximum value of time spent searching for products.
v4 A mall is a good place to assess multiple brands.
Utilitarian ~ v5 A mall is a good place that offers a wide range of stores in one roof.
shopping v6 A good store visit is when it has suitable facilities
value (parking, elevators, air conditioning, etc.)
v7 1 visit a mall because of its convenient location and parking facility.
v8 Spacious retail and physical facilities attract me to visit the mall.
v9 1 purchase what I expected from stores.
v10 Customization in the products make it unique to me.

v11l T see varieties of merchandise in the mall. Kesari &
- - - Atulkar
v12 T go shopping when I want to treat myself to something special. (2016)
v13 While T go shopping, I enjoy the soft music and entertaining environment in the mall.
v14 Entertaining retail environment makes me feel relaxed from my daily stressful life
style.
v15 To me, shopping is an adventure.
Hedonic v16 Shopping from a mall is always a new experience to purchase new things.
shopping ~ v17 I enjoy the fun and fantasy of shopping process.
value v18 T go shopping to feel comfortable with the places.
v19 The mall ambience (lighting, decoration, facilities, etc.) creates an attachment
toward the store.
v20 T go shopping with my friends and family to socialize.
v21 The positive environment in the mall produces positive feeling and belief.
v22 Shopping from a mall makes me feel social status and increases my self-esteem.
v23 I am happy with the outcome of the Duty Free in Incheon International Airport.
v24 Overall, T feel satisfied about the Duty Free in Incheon International Airport.
Customer -, . . . . . Kwon et
S 5 T am satisfied with my decision to visit the Duty Free in Incheon International
satisfaction . al.(2016)
Airport.
v26 The Duty Free in Incheon International Airport is a good place to shop.
Airport shoppi
irport shopping Chung

behavior How many times did you visit at Duty Free of Incheon International Airport? 2015)
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Variables Frequency Percent (%)
Gender Female 67 447
Male 83 55.3
Studying Undergraduate 75 50.0
course Graduate 47 31.3
Language course 28 18.7
Monthly $1,000 or below 101 67.3
income $1,001-$3,000 41 27.3
$3,001-$5,000 8 5.3
Shopping products Grocery 4 2.7
Supermarket 19 12.7
Bakery 9 6.0
Liquor & tobacco 22 14.7
Drugstore 2 1.3
Hardware 2 1.3
Boutique 27 18.0
Cosmetics & perfume 47 31.3
Others 18 12.0
Visiting times of duty free Once 106 70.7
shop More than twice 44 29.3
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Table 3. Exploratory factor analysis and Cronbach’s a of constructs

Components
1 2 3 4 ps 6 7 8 g Mean(SD)
. vl4 0.944 37
Entertainment vl3 0.942 (1.04)
v12 0.908 ’
v7 0.920
Convenience v6 0.892 (?'8(2))
v8 0.870 '
. v20 0.851 393
Social status v21 0.846 0.98)
v22 0.795 ’
v15 0.864
Exploration v16 0.850 (g'gg)
v17 0.817 ’
Customized Vil 0.831 3.53
products vi0 0.804 (0.81)
vO 0.795
Monetary vl 0.869 3.82
saving v2 0811 0.73)
v3 0.754
Selection vé4 0.945 3.99
v5 0.944 0.94)
Place v18 0.910 3.54
attachment v19 0.909 (1.04)
v23  0.845
Customer v25 0.836 3.45
satisfaction v24  0.832 0.84)
v26  0.786
Eigen value 3329 2948 2719 2635 2586 2444 2395 2,000 1.977
Variance% 12,329 10917 10.071 9.760 9.578 9.053 8.870 7.407 7.323
Cumulative % 12.329 23.247 33.318 43.078 52.656 61.709 70.578 77.985 85.308
Cronbach « 0916 0.974 0931 0929 0.915 0.875 0.854 0.991 0.998
KMO 0.816
Barlette x? 4221.878"

p<0.017"
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Table 4. Confirmatory factor analysis and reliability analysis
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Factor t—value Sta§dardiz§d Variances COTI St,n,mt AVE
regression weights reliability

vl - 0.815 0.231

Monetary saving v2 10.309 0.819 0.214 0.894 0.739
v3 10.147 0.804 0.253

Selection v ) 0991 0017 0.991 0.983
v5 30.557 0.991 0.016
v6 - 0.884 0.267

Convenience v7 17.275 0.943 0.131 0.923 0.800
v8 15.669 0.890 0.216
v9 - 0.851 0.216

Customized product v10 11.215 0.805 0.298 0.895 0.740
vll 12.058 0.858 0.224
v12 - 0.930 0.150

Entertainment v13 27.584 0.987 0.031 0.970 0.917
vl4 25.603 0.969 0.070
v1l5 - 0.876 0.215

Exploration v16 15.182 0.910 0.155 0.921 0.797
v17 14,111 0.867 0.224

Place attachment Vi B 099 0.009 0.998 0.996
v19 89.746 1.001 -0.002
v20 - 0.898 0.234

Social status v21 16.872 0.913 0.162 0.923 0.801
v22 16.424 0.901 0.211
v24 - 0.850 0.143

Customer satisfaction v 14.199 0.859 0.389 0.926 0.759
v26 14.800 0.912 0.170
v27 11.532 0.783 0.235

x?=347.920 (df=280, p=0.05), CFI=0.984, TLI=0.980, IFI=0.984, RMSEA=0.040
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Monetary saving — Airport shopping behavior -0.031 0.054 -0.574 0.556 Rejected
Selection — Airport shopping behavior 0.071 0.034 2.092 0.036 Accepted
Convenience — Airport shopping behavior 0.110 0.040 2.733 0.006 Accepted
Customized product — Airport shopping behavior 0.060 0.051 1.166 0.244 Rejected
Entertainment — Airport shopping behavior -0.032 0.031 -1.043 0.297 Rejected
Exploration — Airport shopping behavior 0.101 0.047 2.135 0.033 Accepted
Place attachment — Airport shopping behavior 0.030 0.029 1.015 0.310 Rejected
Social status— Airport shopping behavior 0.100 0.043 2.344 0.019 Accepted
Airport shopping behavior — Customer satisfaction 2.013 0.586 3.348 0.000 Accepted

x?=352.954 (df=287, p=0.05), CFI=0.984, TLI=0.976, IFI=0.981, RMSEA=0.039
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