Chapter 1
Introduction
1.1 The Research Problem


In 1972, the Governor-in–Council launched a major housing programme in new towns in the New Territories in order to provide housing for 1.8 million people. The introduction of new towns has successfully reallocated population to the New Territories. This huge population has generated large demand for goods and services in the region. Once the threshold has been reached, different kinds of retailer have moved in to capture the market. With better urban design and planning, these retailers usually occupy premises housed in shopping centres.


A developer has to take into account many considerations in developing a shopping centre. It is to his/her/its interest to maximize the patronage to a shopping centre. In a shopping centre in a new town in particular, it matters a lot if the centre can attract new town residents to shop within rather than without the town. The extent to which this can be achieved depends on the level of provision of retail facilities and services in in-town centres. Accordingly, developers would have to figure out an optimum retail mix in their shopping centres. Different groups of people have different needs. For example, the youth are anxious to catch up with the fashion whereas the elderlies are more conservative on dressing. In short, the kinds of goods and services to be provided, the sizes and the numbers of different kinds of store become important concerns of developers. They would have tremendous effects on shopping behaviour.


According to Study on Shopping Habits and Revision of Chapter 6 of Hong Kong Planning Standard and Guideline (Roger TYM and Partners, 1998), people who are living and shopping in new towns are generally more discontented with their shopping experience than their Hong Kong Island, Kowloon and New Kowloon counterparts. An interesting question is then: why are residents in new towns not contented with their shopping facilities? It would be enlightening to answer this question by investigating one particular new town.


There are a few new towns in Hong Kong, with Tseung Kwan O (TKO) being the newest. There are three major characteristics of this new town. The first relates to its isolated location. It is located at the southern part of Sai Kung District in the south-eastern New Territories (Appendix 1). Although it only is approximately 3km from the Kwun Tong MTR station, it is separated by a 140-200m high ridge. TKO is also segregated from the Clearwater Bay Peninsula due to the hillslopes at the northern and eastern sides of the town. As a result, the new town is fairly isolated from the Sai Kung Peninsula. It is not intended to be dependent upon the hinterland for facilities and infrastructures. Instead, it aims at satisfying the needs of local residents locally including housing, shopping, community and recreation services. It is also planned to provide sufficient employment opportunities for local residents so that some of the residents can work in the region, thus reducing the traffic burden and, conversely, increasing the level of self-containment of the town.


Second, TKO mainly consists of low-income, young households. According to the 1996 By-Census, its total population is 143,032. The lion’s share more than 40% falls into the age group between 30-54. The second largest, around 25%, is that under 15 (Table 1.1). More than 65% of the population are married (Table 1.2). Most residents are economically inactive. The rest occupies mostly low rank occupations (Table 1.3).
Table 1.1: Population by Age and Gender in TKO

Age
Male
Female
Total
Total by Group





No.
%

0-4
5,238
4,477
9,715
36,933
25.82

5-9
6,838
6,595
13,433



10-14
7,129
6,656
13,785



15-19
4,643
4,377
9,020
27,299
19.09

20-24
4,098
4,086
8,184



25-29
4,380
5,715
10,095



30-34
7,241
8,631
15,872
60,255
42.13

35-39
9,246
9,181
18,427



40-44
6,597
5,579
12,176



45-49
5,109
3,671
8,780



50-54
2,751
2,249
5,000



55-59
2,361
2,114
4,475
18,545
12.97

60-64
2,105
2,132
4,237



65-69
1,856
1,706
3,562



70-74
1,056
1,489
2,545



75+
1,425
2,301
3,726



Total
72,073
70,959
143,032
100

Source: 1996 By-Census

Table 1.2: Population by Marital Status in TKO

Marital Status
Male
Female
Total %

Now married
35,539
34,895
66.39

Never married,
15,657
12,635
26.67

Widowed
1,120
4,613
5.40

Divorced / Separated
552
1,088
1.55

NA (Person under age 15)
19,205
17,728
---

Total
72,073
70,959



Note: ---age under 15 is not considered


Source: 1996 By-Census


Among the 39,246 households in TKO, they are mostly of the sizes of two to five persons (Table 1.4). Nearly 50% of households have income between 10,000 to 24,999. The rest are almostly shared by the other two income groups (Table 1.5). The isolatedness of the new town, together with its young population, have made TKO a site of special interest in retail provision.
Table 1.3: Population by Occupation in TKO
Occupation
Population
Population by group



No.
%

Manager and administrators
4,271
11,993
8.38

Professionals
1,783



Associate professionals
5,939



Clerks
11,894
52,268
36.54

Service workers and shop sales workers
10,271



Craft and related workers
10,163



Plant and machine operators and assemblers
73,17



Elementary occupations
12,385



Others: Skilled agricultural and fishery workers; armed forces and occupation not classifiable
238



NA (Persons unemployed or economically inactive)
78,771
78,771
55.07

Total
143,032
100

Source: 1996 By-Census

Table 1.4: Population by Household Size in TKO
Household Size
Household
%

1
3,905
9.95

2
5,099
12.99

3
7,920
20.18

4
12,489
31.82

5
6,472
16.49

6+
3,361
8.56

Total
39,246
100

Source: 1996 By-Census

Table 1.5: Population by Household Income in TKO
Household Income
Household
Household By group



No.
%

<2,000
673
9,775
24.91

2,000-3,999
1,520



4,0000-5,999
1,359



6,000-7,999
2,500



8,000-9,999
3,723



10,000-14,999
8,627
19,411
49.46

15,000-19,999
6,182



20,000-24,999
4,602



25,000-29,999
3,369
10,060
25.63

30,000-39,999
3,470



40,000-59,999
2,342



60,000+
879



Total
39,246
100

Source: 1996 By-Census


Third, as it was only first designated as a new town in September 1982, TKO is one that was built with the latest retail provision strategy of the Hong Kong Government. According to the Outline Zoning Plan (OZP) No. S/TKO/5, approved in 1998, there is a total of 211.73 hectares of residential areas
, about 12.19% of the total area. In order to provide enough retail facilities for the residents, the town has reserved 27.79 hectares land for R/C uses. Most of them have been developed as shopping centres. There are six shopping centres, namely, Metro City Plaza, East Point City, Hau Tak, King Lam, Po Lam and Tsui Lam. The first two were developed by private developers and the rest by Housing Department. If the retail strategy underpinning the provision of these retail facilities is right, discontent with retail facilities among new town residents, as documented in Study on Shopping Habits and Revision of Chapter 6 of Hong Kong Planning Standard and Guideline, should not have happened. It is the contradiction between theory and practice that has rendered TKO the most interesting new town to understand the shopping behaviour of new town residents.

1.2 Research Objective


It is the main objective of this study to identify the reasons why new town residents have to shop outside the town with TKO as the case study. If a goods or service is not offered in shopping centres within the town, it is not unreasonable for the residents to purchase it outside. However, if there is such provision, why did they shop outside the town? What kinds of goods would they most likely purchase outside and what are the factors motivating this behaviour? All these questions are imperative to the understanding of out-of-town shopping behavior. To achieve it, we need to investigate two related issues.


The first is consumer behaviour. It includes the study on what consumers buy, why they buy it, when they buy it, where they buy it and how often they buy it. Consumer behaviour is very subjective; once a consumer perceives that two goods are different, these two goods are no longer the same although they are really identical. Different consumers have different needs. Thus, the first concern of this project is to find out the factors affecting new town residents’ shopping behaviour.


The second examines the where question of consumer behaviour from the supply side. Among others, the retail mix of a centre is the key determinant. If a consumer wants to buy a good but existing retail facilities cannot satisfy his/her need, he/she has to obtain it outside the town. A retail mix controls the kind of shops, the number of each shop, the type of store operating in the shopping centre. Accordingly, by examining the retail mix of a shopping centre, we can have a rough idea of the quantity and quality of retail provision.


It is based on a study of these two aspects, consumer behaviour of residents and the retail mix in shopping centres, that our objective of unravelling the reason behind out-of-town behaviour of TKO residents will be achieved.

1.3 Research Methodology


Two types of survey are proposed for this study. As similar study about consumer behavior of TKO is absent, an original study has to be launched. Since it is our objective to provide an answer to the shopping behaviour, an extensive approach has been adapted. Information on shopping behaviour will be collected through a questionnaire survey. Besides, a field study will be conducted to get the retail mix of TKO’s shopping centres. All shopping centres in TKO will be visited and the number and types of store in each centre enumerated. These two surveys constitute the main primary data sources to understand shopping behaviour of new town residents.


In order to get a fully understanding of the development of TKO, both in the past and in the future, maps such as Outline Development Plans (ODPs), Outline Zonning Plans (OZPs) and planning statements from Planning Department, population data from the Census, past newspapers and books from library will be consulted. Information on the planning process of shopping centres in TKO by the developers is also requested. It can unravel the current retail provision pattern of shopping centres in TKO.

1.4 Significance of the Research


By doing the questionnaire and field surveys, this study will be in a position to document the shopping behaviour of new town residents and tell why they behaved the way they did. This account will undoubtedly supplement the literature of shopping behaviour in Hong Kong.


Besides, being the newest new town in Hong Kong, TKO can help reflect the latest retail provision strategy of the Hong Kong Government towards new town and the kinds of good and service that are available in new town under this strategy. Accordingly, this study would be able to put the findings mentioned in Honk Kong Planning Standard and Guideline in perspective.


In practice, this study can be a reference for planners and developers to evaluate their policy or strategy in the planning and provision of shopping facilities in new towns. It also helps retailers and developers to establish targets for particular ranges of retail products and/or marketing methods in TKO and adjust their product mix or retail mix within their stores or shopping centres to the tastes and preferences of the local catchment population in the coming years.

1.5 Organization of the Thesis


The rest of the thesis is organized as follow. Chapter 2 is literature review and methodology. The literature review focuses on the consumer behaviour and retail mix. It explains why these two issues are important in achieving the objective of this paper. Then it goes into the detail of the methodology and explains the analytical framework in this study. Chapter 3 briefs us on the main shopping centres in TKO. Base on information from field survey, it will evaluate the retail provision in these centres. The end of this chapter tries to figure out the causes of such retail provision pattern and see whether it is reasonable or not to have such pattern in those centres. Consumer behaviour of TKO residents is analyzed in Chapter 4. This chapter, making use of the data collected in the questionnaire survey, tries to find out the relationship between demographic characteristics of the residents and the reasons for shopping outside the town. Finally, Chapter 5 summarizes the above arguments and discusses the development trends of shopping provision in TKO in the coming year.

� The residential area include RA,RB,RC, and R/C
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