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Abstract

Outstanding service quality is a crucial factor to increase customer revisits, to increase customer revisits,
to create new customers through positive word-of-mouth marketing and increase profits; in conjunction,
the physical environment of department stores have a firsthand impact on customer purchasing behavior.
This study examines the physical environment dimensions of department stores in China and the causal re-
lationship with the physical environment, service environment, internal responses and store loyalty. The
subjects in this study were male and female adults who finished the shopping the Lotte and Wangfujing
Department Store located in Beijing. All participants were over the age of 20 and a one-on-one survey was
conducted to gather data from October to November 2011. Data from 424 respondents were analyzed: in
addition, AMOS factor analysis and path analysis were used. The results were as follows. First, physical
environment factors consist of exterior aesthetic attraction, convenience, cleanliness and an interior aesthetic
attraction. Second, exterior aesthetic attraction, convenience and cleanliness affect the overall service envir-
onment perception. Third, the service environment exercised an influence on internal responses, and internal
responses impacted store loyalty. Fourth, a comparative analysis was made over Korean and Chinese de-
partment stores in China to check the research model. In Wangfujing Department Store, exterior aesthetic
attraction, cleanliness and convenience had a statistically significant impact on service environment percep-
tions. In Lotte Department Store, the perception of service environment was under the statistically significant
influence of all physical factors (exterior aesthetic attraction, interior aesthetic attraction, convenience and
cleanliness). The findings of this study are helpful for Korean Department stores that plan to make inroads
into China to formulate efficient service environment strategies tailored to local consumer characteristics.
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Table 1. Information on the objects of study

Dept. Store Lotte

Wangfujing

Exterior image

8.8 Billion yuan (¥, 2007)

Total sales of 17 Wangfujing Department Stores in China

Sales - 106 Billion yuan (¥, 2007)
¥ bl
12.3 Billion yuan (¥, 2008) 132 Billion yuan (¥, 2009)
82600m” (Total) 2 .
Space 42900m> (Business area) 50000m” (Business area)
Location 88 Wangfujing Street, Beijing 255 Wangfujing Street, Beijing
Home page www.intimelotte.com www.wfj.com.cn

Source: Information retrieved from the web site of the each department stores and rearranged by the researcher
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Table 2. Factor analysis of physical environment variables
Factor Eigen % of |Cronbach's
Factor Item . .
loading value variance o
The building of this department store is distinctive. 75
Exterior The exterior and interior designs of this department store are trendy. 73
aesthetic | The exterior views of the department store are appealing, .69 4.98 16.64 76
attractiveness — - - -
In contrast to other buildings, this department store has its own unique 65
image. '
It provides easy access to assistants (or clerks at information desk) if 7
required. ’
It does not have a long wait at the store checkout. .68
Convenience Guidelines and signs are well-placed within the department store. .65 177 1550 73
Price tag for merchandises are well-placed. .64
Facilities such as resting areas, playrooms and cafes are easily utilized. .59
The department store is kept clean overall. .80
. The inside of the department store is kept tidy. 72
Cleanliness — 1.31 14.82 5
Restrooms of the department store are hygienic. .66
Resting areas and its articles are kept clean. .63
The color of exterior and interior of the department store are in har- 75
Interior mony. .
aesthetlc The interior color of the department store is appealing. .68 114 1052 61
attractiveness
Overall facilities are appealing. .60
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gk SRl 7F A= o] Fo AL QU] 7] whiol 2} 3, Wi mE] v g o] Mu 2 Azt FEE T
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Fig. 2. Structural equation model results (Wangfujing).
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Fig. 3. Structural equation model results (Lotte).
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Table 3. Comparative analysis of Wangfujing and Lotte Department stores

. Coefficient t-value p:tt}?rifgzie;t
W. IL, W. L. W. L.
E;‘rt:;gof??:g:vfctg‘;‘zf;‘nelfegs 209 172 6318%*+ | 67924+ | 350 326
ge"r‘é‘e’;gisgcjf;mce environments 216 261 7212%%% | 10.676%%* 394 518
Cleanliness — perception of service environments 130 177 4.825%** | 6.016%** 266 294
ir bl s
f:igiﬁi‘r’;;;f:?ice environments — 603 728 10.945%%% | 16.596%** | 592 761
Internal response — revisit intention 721 883 12.005%** | 13.276%** .627 .684
Internal response — word-of-mouth intention 1.047 935 16.439%** | 15.452%%%* 741 738
W.: Wangfujing, L.: Lotte
Aol E F=oll 21E3 2| wishie] el LA} SigiTh 2 Ae] AR me Aol AAL
= 2pdshe v Healdel tiate] A8ttt A& Av R o3 Ak
olglgt AE Foal £ i, v|F vz Add AR, F= Wzt el 227 SFHTFE QBT
=213 e alun Hedat o] el AFA < Azt o5 w2 wiE A, Ao, FAg, Wi v A v
o] = 28lE0] 2RAE A deh= E8lE 84 ‘de] 47kA] a8le] =& H U ole3 AAE Sl g
o] MulA FHdle H & 92 MAE a0l AL = s o] Myl s @7 SAH =T S Wkl =
2 AgdET A& 7hs stk 2 #ld ¢ A0
ZAREA Rl AR & SR ko] 4R} WA wk-g-of 1] A, AFEFl e T W s Wk vl
A= FFE2 Zvl W5k o] 2-9-(B=0.761, p=.001)7} A AV, 7P 2 Aol oz g Wi 9
S S0 A9 B-0592 pm00DHT & A0 A% Y vl hege el 8 e B o
2 Uehstth, Zu Wsh o] B¢ A F48 H W 24| Gkethe Zloltt. ole 7 wishy o] 1955L=10ﬂ
Al AgeE A Aol g A] vho] 24 AYE (e 7 Ful Ysng S5 anbs
3lEE HJErt ARl Ao 2 Ak T3 uke ANA B &smrt 3L HRl ﬂ?ﬂr@ o= Bl = o]n
& AR w(FEd Wb p=0.684, p=0.001, L+ A2 7HAL ol A AR ST =AM A F
s B=0.627, p=0.001)¢} o = (Fu| Wk p= A& Hristed Ao 2ok A = vt F5HET
0.738, p=.001, %7 W3} B=0.741, p=.001)° 33 i FH2 2 d Eet s AEe] Y, 2L, =8,
= HAAL e Ao® Yt oA x| FRET 2L 7k T AR 28k Gl wek
AAA, A A B s Yehl = WA R-go] ApgEe = 2HAkE o] g HAllsd gt 7|tiarEe] EokA|
ot FHo e Yehe HEFA = 932 vA AL o] el &S ekl ek S5 nlAke]
te e AgdTE AR T At & 5 v 7ol = 288 AE shue] o] fd Zlem &
(Park & Bae, 20006). Ak 3 g3t S5 Wk o] A W, oA
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v. 242 g X Th=7] wjigoll 7 ] Mu| 2 FAH 7L Al 3lolA
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