Chapter 4

Findings of the Questionnaire

4.1 Introduction


It has been argued in the previous chapter that the provision of shopping facilities in TKO is poor, while this setting will undoubtedly induce outshopping intention. Whether it will actually take place depends on individual consumer behaviour. This chapter aims at examining how different respondents’ characteristics affect their needs and in turn, how the latter are conceived as having little opportunity of being satisfied in TKO shopping centres. The second section will summarize the respondents’ personal backgrounds from the questionnaires. The third section discusses the relative importance of different factors in affecting outshopping behaviour.

4.2 Respondent Characteristics


A total of 120 questionnaires were successfully completed at the two sample points in TKO. The personal backgrounds of the respondents can be divided into two parts. They are the demographic characteristics and other relevant background information.


In demographic characteristics, since stratified sampling method was employed, the number of interviewee in each age group is the same and they carry the same proportion of male and female in each age group. In the 120 samples, 62.5% of interviewee are married and the others are single. Moreover, 53.3% of interviewee household income ranges from $10,000 to $24,999, 24.2% of them are having less than $10,000 and 22.5% of them are having income over $24,999 per month (Figure 4.1). The occupations of the interviewee are in a big variation. Less than 10% of respondents fall into the high rank occupation and nearly 40% of them fall into the low rank, the rest are economically inactive (Figure 4.2).
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Apart from demographic characteristics, some other relevant background information is also considered. This background information includes workplace, residential area and the living duration in TKO. 40% of respondents are working in TKO and the next common workplaces are Yau Tsim Mong, Kowloon City and Kwun Tong where they occupy 13.3%, 10% and 10% respectively. Only few respondents are working in other places such as Wan Chai, Sha Tin and Eastern (Table 4.1). It is noteworthy that among the 40% of respondents work in TKO, lots of them are housewives and retires. It does not mean TKO offering high working opportunity for local residents.

Table 4.1: Workplaces of the Respondents

Workplace
% of Case
No. of Case

Yau Tsim Mong
13.3
16

Kowloon City
10
12

Sham Shui Po
5.8
7

Kwun Tong
10
12

Wong Tai Sin
2.2
3

Central and Western District
5
6

Wan Chai
0.8
1

Eastern
2.5
3

Southern District
0.8
1

Tsuen Wan
2.5
3

Sha Tin
3.3
4

Kwai Tsing
3.3
4

TKO
40
48

Total
100
120


There are more than 40% of respondents living near Hau Tak Estate and some others are living near King Lam Estate and Po Lam Estate. Only few respondents are living in Tsui Lam and Metro City (Figure 4.3). Furthermore, 90.8% of interviewee have been living in TKO more than three years and only 9.2% of them have been living in it less than three years.
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4.3 Analysis of Factors Influencing Outshopping


This section is going to analyze the results of the questionnaire. The presentation is divided into seven parts in accordance with the individual variables. Each part first describes the relationship between different variables and then try to identify the need of different groups in each demographic characteristic. Afterwards, we will discuss how their needs can or cannot be satisfied in the current retail provision of the shopping centres and thus initiate outshopping. Other than need cannot be satisfied, some other major factors that causing outshopping will also be discussed (Figure 4.4). The relationship between different variables is summarized in tables (Appendix 6).
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Figure 4.4: Analytic Logic of Chapter 4
4.3.1 Demographic Characteristics (Age)


After the ANOVA test has been completed, it is discovered that there is significant effect of age on the shopping frequency. The Pearson’s correlation coefficient shows that they are in negative relationship and the strength of association is moderate for shopping time each month and low for outshopping frequency. This suggests that the elders spend fewer time on shopping and their probability of buying outside the town is relative small comparing with the youth. It may because the shopping motivation of the elders are not as strong as the youth. They don’t have so many things to buy. When they go shopping, they are more likely to shop locally because of transportation problem. They find it trouble to go outside. Furthermore, elderly have built their loyalties to the community. They may think that everything in the town is good and suitable for them.


The result shows a positive relationship between age and the frequency on buying some goods and services. The strength of associations between food and age, entertainment and age are low and the strength of association between clothing and age is moderate. It suggests that youth shopping frequency on such goods and service is more than the elders. The reasons may due to the studying and working environment of the youth and middle age group. They meet friends, classmates and colleagues at their workplaces or elsewhere and they have to participate on the social activities with them. Thus, they have higher opportunity to eat and entertain outside. In addition, they care about their physical appearance to others because they want to give a good impression to the people that they meet through their dressing. Therefore, clothing is also a major goods that youth and middle age want to purchase outside.

It is also supported from the analysis that youth and middle age are more dissatisfy with the limited selection, quality of products and the absence of some products and brands in TKO shopping centres. Inconvenience is also a factor pushing the two age groups to shop outside. All these drawbacks are positively related to age. The strength of association between brand requirement and age is moderate and the strengths of association between the other three drawbacks and age are low. It is clearly owing to the poor provision of retail facilities in TKO.


As discussed in chapter 3, the selections of clothing are extremely limited and many of them are in poor quality. Many clothes are sold in low price and brand is often unknown. Only East Point City is selling some popular fashion wear but most of them are also in low class. It is not enough to satisfy the needs of youth and middle age groups. Regarding to the provision of entertainment, it is obvious that there is no entertainment such as cinema, TV game centre and karaoke provide for group activities in the town. In order to obtain a wider choice and higher quality goods and services, the two age groups have to travel to other shopping centres elsewhere in Hong Kong to satisfy their needs. During those activities outside the town, it is inevitable to consume foods and drinks and gradually youth and middle age group tend to consume food retail outside the town more frequently. Moreover, their activities are usually hold outside the town and it is more convenience for them to buy products outside the town.


Shopping districts such as Causeway Bay and Tsim Sha Tsui serve the territory as the main comparison retailing centres. These shopping districts basically have more than four shopping centres agglomerate. For instance, Daimaru Department Store, Mitusukoshi, Jumbo Sogo Department Store, Yue Hwa Chinese Products Emporium and Time Square are all very famous shopping centres located at Causeway Bay. They provide a wide variety of goods and services rank from low to high order including restaurants. Apart from the wide selection and better quality of goods and services, the design of those shopping centres are becoming more sophisticated. In addition to the provision of products, many of them also provide entertainment in order to maximize their pedestrian flow. They have cinemas, exhibitions, shows, demonstration, TV games centres and many others leisure activities. Some of the centres even develop above the MTR station and provide direct link to the centres. It makes the shopping activities more convenience, easy and comfortable.


If we compare the shopping centres inside and outside the town, it would be hard to deny that youth and middle age group are more preferring outshopping than inshopping. For this reason, it is hoped that the elderly should be more satisfy with the shopping facilities in the town than the youth but it is not. It is surprising that ANOVA test does not show significant effect of age on the satisfactory level. That means all age groups have similar satisfactory level on the shopping facilities in TKO. The elderly may satisfy their needs in the town and the youth and middle age group may only expect the town can satisfy their basic needs and the centres in TKO have achieved it already. Thus, they all satisfy to the shopping facilities in TKO.

4.3.2 Demographic Characteristics (Gender)


In general, there are not much different between male and female when come to the frequency of outshopping. However, particular products such as jewellery, accessory, health and beauty products show obvious different purchasing frequency between male and female outside the town. The strengths of association between them are low and they are negatively related. These results suggest that female obtain those goods and services more frequently outside the town. They may more eager to buy some accessories such as rings, necklaces and earrings than male. In TKO, this kind of goods can be found in jewellery shops. However, they are mostly made in gold and stereotype. It is too expensive especially for the youth and it cannot satisfy various styles of female. Besides, they care more about their physical appearance to others. They always patronize the health and beauty service such as facial treatment, lose weight program and fitness. In TKO, these health and beauty centres do exist but each of them only operates in a small scale. They occupy very little spaces and there are only few little simple equipment with one or two staffs working in it. It seems to the customers that those health and beauty centres are not trustworthy. All these reasons possibly are the main reasons contributing outshopping behaviour in the analysis on gender.


According to the results, there is no significant effect of gender over the drawbacks they dissatisfactory and the satisfactory level of the shopping facilities. Since there is no difference between male and female, gender is not a factors to determine those variables.

4.3.3 Demographic Characteristics (Marital Status)

Respecting marital status, anova test and Pearson’s correlation coefficient show significant difference between single and married in the outshopping behaviour. Basically, it is not improper to say that the finding is similar to the analysis of age. It is because people who are single usually younger and most of them are in youth group. Thus, marital status has significant effect on the outshopping frequency and their strengths of association are low. Single respondents tend to shop outside the town intentionally because they are usually free from housework and have more time to outshopping. However, married couples always have to do housework and they have to take care of their children or babies. This may lessen the time that free to outshopping.


Frequency on patronizing clothing and entertainment outside the town shows negative relationship from marital status and their strengths of association are low. That means respondents who are still single would shop clothing and entertainment outside more frequently than the married respondents. It is clear that single respondents may get more time and money to buy clothes and seek entertainment to kill time whereas married respondents have to take time to finish housework after work and they usually have financial difficulties to do so many shopping. The results also show that marital status has significant difference on the drawbacks that respondents dissatisfy with. Limited selection, absence of some brands, habit and inconvenience are four disadvantages that are negatively related to marital status. That means single respondents are more sensitive to these disadvantages. Absence of some of the brands and products has moderate association with marital status but other three disadvantages only have low association with it. Again, the reasons are similar to age. Single respondents are young and they are more critical on the clothing that they dress. They require famous high-class brands and wider selection when choosing their dressings. However, TKO can not satisfy their needs and they gradually used to shop outside. Moreover, married respondents always stay in home after work and they may find that it is inconvenience to outshopping whereas single respondents have more spare time to stay outside, they may find convenience to shop outside.

4.3.4 Demographic Characteristics (Household Income)


In ANOVA test, it is found that there is significant effect of household income on the shopping frequency. The Pearson’s correlation coefficient shows that they are positively related and the strength of association is low. That means respondents with higher income tend to have more shopping activities and they tend to shop outside more than the respondents with lower income. Moreover, the outshopping behaviours of higher income groups are tend to be intentional. That means they are not shopping occasionally. It can be concluded that higher income groups tend to enjoy the shopping facilities outside the town whereas lower income groups are more dependent upon the shopping facilities inside the town.


The results show significant difference in the frequency of obtaining clothing, household products, jewellery and financial services from different household income groups. All of them are negatively related to household income and the strengths of associations are all categorized as low. That means respondents with higher household income will purchase those goods and services more frequent than the respondents with lower household income. It is because high-income group has better consumption power than the low-income group. They can afford higher quality goods and services more than low-income group. High-income group also requires more financial services because they have investment activities and they have to manage their money better.


From the analysis, it is discovered that there are significant effect of household income on the reasons for outshopping. The limited selection of goods and services, the absence of some brands and the respondents’ habits are negatively related to household income and their associations are low. That means middle-income and high-income group tend to be more sensitive to those disadvantages. They definitely want to do the things that most people do and buy the things that are most popular. They always concern with fashion and follow the recommendations in print media in order to catch up the fashion. They think that it would be more socially secure. However, shopping facilities in TKO are unable to provide these fashion products for them. The provision of furniture is poor as well. For higher income households, home appearance is also important because guests may visit and give judgment to their taste. Nevertheless, most of the stores which sounds provide household products in the town are only selling something like cooking utilities and tableware. Only few furniture stores concentrate in Metro City Plaza and they are often in poor quality and unknown companies. In order to obtain high-quality and special design furniture, they have to go to some big shopping centres such as Time Square in Causeway Bay and Pionneer Centre in Mong Kok. These shopping centres have famous furniture companies such as IKEA. Higher income groups may find it more suitable for them.

From the findings, it is surprising that jewellery and accessories are one of the categories that higher income groups will like to shop outside. Well-known jewellery companies and well-known optical company are also available in East Point City. They all operate in a quite large scale in the centre and can provide goods that quality are as same as the other centres. Since provision of jewellery and accessories products are quite sufficient, the only reason for them to buy outside is that they want to buy all goods at once. That means they buy such goods when they are shopping for others goods outside the town. Moreover, respondents with higher household income tend to use more special financial services such as safe and currency exchange but these services are not widely available in each bank in TKO. Residents have to go outside to enjoy those services. In addition, high-income group usually build up their loyalties towards some deluxe brands and these brands are not provided in the community. Thus, they have to purchase outside.


Conversely, price problem is positively related to the household income and their strength of association is low. It reflects that the outshopping behaviour of low-income group is mainly motivated by the price. They may find some stores selling the same goods with a lower price elsewhere.


Lastly, there is significant different of household income on the satisfactory level towards shopping centres in TKO. The Pearson’s correlation coefficient shows that they are positively related and the strength of association is low. That means respondents with higher household income are more dissatisfory to the shopping facilities in TKO. It may imply that rich people have higher requirement on the retail provision in their residential area. They hope all goods and services are provided near their home and they need not to travel to outside for it.

4.3.5 Demographic Characteristics (Occupation)


In the ANOVA test, there is a significant effect of occupations on the shopping frequency. They are positively related and the strength of association is low. This means that respondents with high-rank occupation shop more frequently than the middle-rank and economically inactive group and they are more likely to shop outside the town. The analysis of the satisfactory level towards the shopping facilities in TKO also has same finding. It may because high-rank group eager to buy high-order goods than the other two groups. As they have higher socio-economic status, they may think that they should go to shop in some high-order centres.


Occupation also has significant effect on the frequency of obtaining clothing, health and beauty service and financial service outside TKO. Respondents with high-rank occupations usually have different requirement on clothing. They have to buy more suits for work but there are only two or three shops in the town available for them. In the need of health and beauty service, since clinic in TKO does not open all the time, they may found it inconvenience to see doctor in the town. Doctors in the town are also not trustworthy enough because most of them only have relative low qualification compared to the doctors outside the town. Moreover, respondents with high-rank occupations often have higher income than the low-rank group, they may require more special financial service. This is consistence to the discussion on the high-income group at section 4.2.3.
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According to the analysis, inconvenience is the only disadvantage that found significant difference between different occupations. The direction of association is negative and the strength of association is low. That means inconvenience is a crucial factor causing outshopping for respondents with high-rank and low-rank occupation. It may because they have to work outside and found it convenience to outshopping whereas respondents in economically inactive group are mostly housewives or have retired and they do not need to work outside (Figure 4.5). They find it convenience to obtain goods and services in TKO rather than taking a long shopping trip to shopping centres outside TKO. Hence, inconvenience for them is not a factor causing outshopping.

4.3.6 The Other Background (Duration of Living, Workplace)

In ANOVA test, it discovers that there is no significant effect of living duration on the shopping frequency and satisfactory level towards TKO shopping centres. That means their behaviour are not much different no matter how long the respondents have been living in TKO.


In the analysis on the workplace variable, it is assumed that the places that respondents work and go to school outside the community will affect the places they shop and it is proved in this study. Quite a lot of residents chooses their workplaces as their first priority to shop especially some shopping districts such as Yau Tsim Mong and Tsuen Wan. The places that are not shopping district such as Kowloon City, Sham Shui Po and Wong Tai Sin only have few respondents who work there and choose them as their first priority to shop (Table 4.2).

Table 4.2: Respondents Who Shop at the Workplace Most

Workplace
Respondents work at the workplace
Respondents shop at the workplace most frequently
% of Respondent who shop in their workplace most frequently

Yau Tsim Mong
16
15
93.8

Kowloon City
12
3
25

Sham Shui Po
7
1
14.3

Kwun Tong
12
10
83.3

Wong Tai Sin
3
1
33.3

Central and Western District
6
2
33.3

Wan Chai
1
1
100

Eastern
3
1
33.3

Southern District
1
0
0

Tsuen Wan
3
3
100

Sha Tin
4
2
50

Kwai Tsing
4
2
50

Remarks:
Those places where are no people work there will not be shown on the table

Those cases which were work in TKO will not be considered because their outshopping behavior were not affected by workplace


After analyzing all three districts that respondents have chosen in their choices, we can conclude that Yau Tsim Mong and Kwun Tong are the two most popular 

Table 4.3: First Three Districts that Respondents Perfer to Shop (%)

Districts
First
Second
Third
Average

Yau Tsim Mong
24.2
29.2
30
27.80

Kowloon City
5
12.5
18.3
11.93

Sham Shui Po
1.7
12.5
8.3
7.50

Kwun Tong
47.5
23.3
12.5
27.77

Wong Tai Sin
0.8
5
5.8
3.87

Central and Western District
2.5
5
1.7
3.07

Wan Chai
5
5.8
16.7
9.17

Eastern
0.8
4.2
0.8
1.93

Tai Po
0
0
0.8
0.27

Tsuen Wan
8.3
0.8
2.5
3.87

Sha Tin
2.5
0.8
0.8
1.37

Kwai Tsing
1.7
0.8
1.7
1.40

Total
100
100
100
100

districts for TKO residents to shop (Table 4.3). Yau Tsim Mong is a famous shopping district in Hong Kong. Different kinds of shopping centre agglomerate in the district and they provide a wide variety of goods and services for customers rank from high, medium and low order. The remarkable finding have to point out here is that nearly half of the respondents chose Kwun Tong as their first priority district to shop no matter whether they work there or not. Actually, Kwun Tong is not a famous shopping district but many respondents still chose it as the place to shop. Whereas famous shopping district such as Wan Chai, Sha Tin and Kwai Tsing only have few residents shop there. There should be some reasons. It suggests that the districts respondents chose to shop is highly affected by the transportation because Wan Chai, Sha Tin and Kwai Tsing are far away from TKO but Kwun Tong is the closest town form TKO. It is hard to deny that Kwun Tong is the town that TKO residents can access most easily. Many public transportation in TKO have chosen Kwun Tong as their terminal or one of the stop on their route. Thus, residents in TKO always pass Kwun Tong and find it convenience to shop.

4.3.7 Other Findings in the Questionnaire

Beside the above findings on outshopping behaviors, there are two more findings that are discovered from questionnaire survey. First, it is discovered that residents always shop in the nearest shopping centres (Table 4.4) rather than go to the other shopping centres in TKO (Table 4.5).

Table 4.4: Shopping Centre in Each Residential Area

Residential Area
Nearest shopping centres

Hau Tak
Hau Tak Shopping Centre, East Point City

King Lam
King Lam Shopping Centre

Po Lam
Po Lam Shopping Centre

Tsui Lam
Tsui Lam Shopping Centre

Metro City
Metro City Shopping Centre

Table 4.5: Residents Who Shop at the Nearest Shopping Centre

Residential Area
Respondents who live in the area
Respondents who shop in the neartest shopping cetre
% of residents who shop at the nearest shopping centre

Hau Tak
52
45
86.5

King Lam
29
14
48.3

Po Lam
23
13
56.5

Tsui Lam
10
6
60

Metro City
6
5
83.3


Hau Tak and Metro City Plaza have more than 80% of respondents who live in it and shop at its nearest shopping centres. It is because Metro City Plaza is the biggest shopping centre in TKO up to present while Hau Tak has the connection with East Point City and East Point City can provide better products and shopping environment for the shoppers. In short, if residents have to shop within the town, they will always choose the nearest shopping centre to shop. However, as discussed in Chapter 3, the retail facilities in TKO are not sufficient and thus residents are unlikely can buy the things that they want in the nearest shopping centre. In that case, residents are likely to make a trip to shopping centre outside the town rather than make a trip to other shopping centres in TKO. There are two reasons. First, the time that take to travel to some shopping districts such as Kwan Tong does not much more than that to other shopping centre in TKO. Second, they can shop for other products at the same time and have a wider choice when outshopping.


The second finding is that, the results show that residents like to shop outside at their leisure time especially with their friends, colleagues or families (Table 4.6 and Table 4.7). It suggests that the leisure facilities in TKO shopping centres are not enough. As a result, respondents are unlikely to stay in the town when they are free. It will affect the shopping demand in the town because shoppers rarely split purchases among two or more districts. If they go outside to buy one thing, they normally will buy others as well because it will be more convenience for them.

Table 4.6: Date to Outshopping

Date
No. of Case
% of Respondents

Weekday
35
29.2

Weekend
85
70.8

Total
120
100

Table 4.7: People that Accompany With When Outshopping

Date
No. of Case
%of Respondents

Family
49
40.8

Friend / colleagues
55
45.8

Alone
16
13.3

Total
120
100


This two findings go back to support the discussion at Chapter 3 that the markets of each centre are really limited to their surrounded residents and it will lower the viability of high order stores to operate in the shopping centre.

4.4 Summary

We can draw a summary from the above analyses (Table 4.8). If the criterion is that an independent variable with the strongest Pearson’s correlation coefficient is the most effective factor to affect outshopping behaviour, then household income is one in mind. It is the most effective variable to affect the overall outshopping frequency. Moreover, the independent variable that determines the types of goods or services brought outside is different. However, age is more important amount others. The types detremined by age include food retail, clothes, fashion wear, entertainment and leisure product. It is found that age is equally important in affecting the reason for outshopping. Age is sensitive to the selection of product, the quality of products and the brand of product. Finally, workplace is the most important variables that determine the location choice for outshopping.
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Figure 4.3 : Live Region of Interviewees



		



Figure 4.5 : The Occupations of the Economically Inactive Group



		





		






_982102979.xls
Chart4

		Retire

		Student

		Housewife



Figure 4.5 : Occupations of the Economically Inactive Group

24

25

16



Sheet1

		Income

		>9,999		29

		10,000-24,999		64

		>24,999		27

		Occupation

		High Rank		10

		Low Rank		45

		Economically Inactive		65

		Where to Work

		TKO		48		40.0%						Live Region

		Yau Tsim Mong		16		13.3%						Hau Tak		52

		Kowloon City		12		10.0%						King Lam		29

		Kwun Tong		12		10.0%						Po Lam		23

		Sham Shui Po		7		5.8%						Tsui Lam		10

		Central & Western		6		5.0%						Metro City		6

		Sha Tin		4		3.3%

		Kwai Tsing		4		3.3%								120

		Wong Tai Sin		3		2.5%

		Eastern		3		2.5%

		Tsuen Wan		3		2.5%

		Wan Chai		1		0.8%

		South		1		0.8%

				120

		Econ. Inactive

		Retire		24

		Student		25

		Housewife		16





Sheet1

		0

		0

		0



Figure 4.1: The Household Income of Interviewees



Sheet2

		0

		0

		0



Figure 4.2: Occupation of Interviewees



Sheet3

		0

		0

		0

		0

		0



Figure 4.3 : Live Region of Interviewees



		0

		0

		0



Figure 4.5 : The Occupations of the Economically Inactive Group



		





		






