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Abstract
China’s burgeoning consumer market has drawn increased attention from the global business community. With the Chinese
economy boasting an average growth rate of 9.9% per year
since 1981, the country’s retail sales continue to gain
momentum. In 2006, China’s retail revenue totalled about $860
billion-the seventh-largest market in the world-and this figure
is projected to grow to $2.4 trillion by 2020 (Special Report:
Ready for Warfare, 2006). The red-hot Chinese market has attracted global retailers and property developers who are keen
to seize this unprecedented opportunity. Foremost among such
retail development in China since the late 1980s is the emergence of modern regional and mega shopping centers (Li,
Zhou, and Zhuang, 2003).
While the concept of the shopping mall is quite different
from traditional retail practices in China, Chinese people have
embraced the convenience of mall shopping (Chen, 2007).
During the recent global financial crisis, Chinese consumers’
spending power has become a major driver of the country’s
economic growth, even as the developed world’s own economies continue to struggle (Cavender, 2010). Nevertheless, misconceptions about Chinese shoppers are prevalent (Cavender,
2010) and few studies focus on Chinese consumer behavior in
a shopping mall environment (Li et al., 2003). This study intends to fill the gap and to expand the understanding of
Chinese mall shoppers. Specifically, the researcher explored
segmentation of mall shoppers by fashion orientation, and examined shopping values, mall activities, expenditures, and demographic characteristics across the segments.
The researcher used an intercept survey method for data collection in a newly established mega shopping mall in Beijing
whose clientele fits middle to upper class profiles. Trained
graduate students collected data using a mall intercept survey
procedure adapted from Sudman (1980). A total of 296 completed questionnaires were included in the data analysis. The
sample consisted of 87 male (29.0%) and 209 female (69.7%)
shoppers. About 30% were between the ages of 18-25, 11%
were 41-60 years of age, and the rest (57%) were 26-40 years
of age. The majority (66.3%) had earned a Bachelor’s degree;
61.3% were employed; and about 4% were retired.
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The questionnaire included items measuring fashion orientation (Gutman and Mills, 1982), shopping value (Babin,
Darden, and Griffin, 1994), mall activities (Bloch, Ridgway,
and Dawson, 1994), as well as other demographic information
and total customer expenditures during the mall visit. The
questionnaire was translated into Chinese and back-translated
into English by bilingual experts to ensure validity. Exploratory
factor analyses using principle component extraction and varimax rotation were performed on fashion orientation and shopping value. Cluster analysis using fashion orientation as the
variable included three steps: Firstly, hierarchical cluster analysis using Ward’s method was conducted; secondly, K-means
cluster analysis was performed with the cluster centers from
the hierarchical results as the initial seed points; and finally,
ANOVA and Chi-square tests were used to compare across the
clusters.
Factor analysis on fashion orientation resulted in three factors: Fashion Interest and Leadership (alpha=.92); Importance
of Being Well-Dressed (alpha=.83); and Anti-Fashion Attitude
(alpha=.48). Factor analysis on shopping value scale yielded
two dimensions: Hedonic Value (alpha=.81) and Utilitarian
Value (alpha=.50). Items with alpha coefficients above 0.70 are
considered acceptable in reliability and they were summated into a single score; for those with alpha coefficients lower than
0.70, a single item with the highest factor loading was used to
represent the factor dimension in further analyses (Jin and
Kim, 2003).
Cluster analysis suggests three clusters: Fashion Leaders
(N=74, 26.7%); Independents (N=105, 37.9%); and Uninvolveds
(N=98, 35.4%). These groups partially matched Gutman and
Mills’s (1982) findings on clothing fashion lifestyle segments.
ANOVA and Chi-square tests show significant group differences in shopping value, mall activities, and the groups’ demographic profiles.
Results indicate that the Fashion Leaders and Independents
derived a significantly higher level of hedonic value than the
Uninvolveds. The Uninvolveds and Fashion Leaders derived a
significantly higher level of utilitarian value from shopping at
the mall than the Independents. With regards to mall activities,
the three groups were similar in consumption of the mall (e.g.,
walking in the mall for exercise), passing time, and consumption of services, but were significantly different in consumption of products; in particular, the Fashion Leaders and
Independents made more unplanned purchases than the
Uninvolveds. In terms of demographics, the Fashion Leaders
and Independents groups had larger percentages of females,
while the Uninvolveds group had nearly equal representation of
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male and female shoppers. The Fashion Leaders and
Independents were relatively younger and included more respondents with Bachelor’s degrees. The Uninvolveds were
more likely to be employed or retired. Total expenditure during the mall visit and monthly income levels were not significantly different among the three groups. Based on the findings, implications for mall developers and retailers are
discussed.
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China’s burgeoning consumer market has drawn increased attention from the global business community. With the Chinese
economy boasting an average growth rate of 9.9% per year
since 1981, the country’s retail sales continue to gain
momentum. In 2006, China’s retail revenue totalled about $860
billion-the seventh-largest market in the world-and this figure
is projected to grow to $2.4 trillion by 2020 (Special Report:
Ready for Warfare, 2006). The red-hot Chinese market has attracted global retailers and property developers who are keen
to seize this unprecedented opportunity. Foremost among such
retail development in China since the late 1980s is the emergence of modern regional and mega shopping centers (Li,
Zhou, and Zhuang, 2003).
While the concept of the shopping mall is quite different
from traditional retail practices in China, Chinese people have
embraced the convenience of mall shopping (Chen, 2007).
During the recent global financial crisis, Chinese consumers’
spending power has become a major driver of the country’s
economic growth, even as the developed world’s own economies continue to struggle (Cavender, 2010). Nevertheless, misconceptions about Chinese shoppers are prevalent (Cavender,
2010) and few studies focus on Chinese consumer behavior in
a shopping mall environment (Li et al., 2003). This study intends to fill the gap and to expand the understanding of
Chinese mall shoppers. Specifically, the researcher explored
segmentation of mall shoppers by fashion orientation, and examined shopping values, mall activities, expenditures, and demographic characteristics across the segments.
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2. Literature Review
2.1. Shopping Mall Development in China
The emergence of modern shopping centers can be traced
back to the mid 1920s in the United States as automobile usage became widespread, reducing travel costs and opening up
the possibility of a greater selection of merchandise at distant
shopping centers (Eppli and Benjamin, 1994). When the concept was introduced in China during the mid 1990s, it was
difficult to assign a Chinese equivalent for the word “mall”
and some critics doubted that Chinese would favor shopping in
a large enclosed complex over strolling along the streets
(Chen, 2007).
The mall concept is drastically different from traditional
Chinese retail formats, which had experienced a series of
transformations in its modern history. Before 1979, China’s
economy was characterized as a centralized planning system
where production and distribution of goods (as well as pricing)
were controlled by central and municipal governments, while
the retail market was monopolized primarily by state-owned
stores (Sternquist, 2007). Economic reforms in 1980s gradually
introduced market competition (Wing, 1996) and China’s retail
sector began to develop a variety of ownership formats, such
as state-owned stores, collectives, and private retail enterprises.
In 1992, China opened its doors to foreign retail joint ventures
(Sternquist, 2007). Since then, the Chinese government has
sought to transform the retail sector into a more demand-driven system, where a range of large department stores, chain
stores, small retail shops and grocers, supermarkets, and free
markets (i.e., farmers’ markets and peddlers) coexist and compete for market share (Luk, 1998).
Chinese consumers responded quickly and favorably to the
so-called American “shop till you drop” ethos that emerged
along with modern shopping malls in various cities in China
(Barboza, 2005). While growth trends for shopping malls in
the U.S. and Europe remain uncertain, this enclosed
one-stop-shopping format has found significant growth potential
in China, and the country’s shopping center development boom
has received wide coverage in international media for years.
Retail analysts estimate that more than 400 shopping malls
were built in China since the late 1990s and claim that within
the next few years, 7 of the world’s 10 largest mega shopping
malls will be in China (Barboza, 2005). Currently, some developers are focusing on mid-market shopping centers and retail
streets in response to consumers’ growing demand for buying
quality branded products in a comfortable and entertaining environment (Hawkey, 2006), while others seek to develop regional shopping centers in second- and third-tier cities in an
effort to tap into rapid urbanization trends, rising disposable
income, and a relative shortage of well-designed shopping
malls (Li, 2009).
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2.2. Chinese Fashion Shoppers
Researchers and marketers agree that consumer segmentation
is an effective method of identifying target customer groups
and developing a successful retail strategy based on the most
attractive segments. A literature review indicated that few studies on fashion consumer segmentation were carried out and
most of them involved variables such as shopping orientation,
benefits sought, and social values as a basis for consumer
segmentation. Moreover, all of these studies focused exclusively on a Western cultural context.
In 1982, Gutman and Mills conducted an integrative investigation of lifestyle, self-concept, shopping orientation, and
fashion orientation as they relate to store patronage and shopping behavior. They identified seven fashion lifestyle segments-Leaders, Followers, Independents, Neutrals, Uninvolveds,
Negatives, and Rejecters-and further analyzed the profiles and
shopping behaviors of each segment. The fashion orientation
scale developed by Gutman and Mills (1982) has been widely
adopted by other researchers studying fashion shoppers (Park
and Burns, 2005) and is also used in this research.
Shim and Kotsiopulos (1993) classified female apparel shoppers using shopping orientation and further developed profiles
of each consumer group by information used, importance of
store attributes, lifestyle activities, patronage behavior, and
demographics. In this study, three distinctive female apparel
shopper segments were identified: Highly Involved Apparel
Shoppers; Apathetic Apparel Shoppers; and ConvenienceOriented Catalogue Shoppers. The Highly Involved Apparel
Shoppers were frequent mall shoppers and serious about the
clothes-shopping process. This group was considered most important to traditional store retailing, as their expenditures on
clothing and accessories were the highest at the mall or specialty stores. The other two groups were either not interested
in clothing and clothes-shopping in general, or were more involved in shopping for clothing from mail catalogues.
In another study, Shim and Bickle (1994) segmented the female apparel market based on benefits sought by consumers
and identified three benefit segments, labelled as:
Symbolic/Instrumental Users of Clothing; Practical/Conservative
Users of Clothing; and Apathetic Users of Clothing,
respectively. The Symbolic/Instrumental Users of Clothing was
the largest group and was fashion oriented, enjoyed shopping,
and tended to shop at upscale department and specialty stores.
The other two consumer groups were not particularly engaged
in shopping and tended to be less fashion oriented; they were
more likely to shop at regular department stores and discount
stores.
Goldsmith et al. (1991) correlated social values and fashion
leadership to determine the motives underlying fashion
purchases. They reported that consumers who valued fun, enjoyment, and excitement were indeed more fashion conscious,
and indicated that fashion leaders were younger, had higher
clothing expenditures, and shopped more often for clothes than
did non-fashion leaders. In another study of female fashion
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shoppers, Michon, Yu, Smith, and Chebat (2008) found that
regional shopping centers sought only medium fashion-oriented
shoppers, which they attributed to such centers’ reduced store
selection and merchandise offerings that may not meet the
needs of shoppers in the conservative/traditional and fashion-forward segments.
Research on Chinese mall shoppers has appeared in the past
10 years but remains limited. Li et al. (2003) examined motives, mall selection factors, and purchase patterns, and reported that Chinese mall shoppers were primarily need-driven
and cautious about spending. Mall atmosphere was the most
important factor when deciding where to shop, and those who
made unplanned purchases seemed to be heavily influenced by
information acquired while at the mall.
Wu and Delong (2006) investigated Chinese consumers’ perception of Western branded denim jeans using intercept survey
in two shopping malls in Shanghai. They found that jean design and fashion were very important and Chinese consumers
were dissatisfied with Western branded jeans’ fit and price.
They also reported that Chinese consumers were able to distinguish “East vs. West” brands, but not by country of origin.
Chan et al. (2007) provided a more detailed profile of Chinese
fashion consumers, noting that mass market consumers in
China differ greatly from urban young adults aged 18-25.
Mass market consumers were characterized as having relatively
small and undifferentiated wardrobes, with 40% of respondents
claiming to wear similar outfits for various occasions (e.g.,
work, weddings, and outings with friends); they did not appear
to place a premium on foreign brands. Conversely, 50% of urban young adults (vs. 15% across all age groups) indicated a
more favorable attitude towards foreign brands; they shop more
frequently and spend more on each shopping trips. Although
inexhaustive, such consumer profiles provide valuable implications to global retailers contemplating China’s fashion
market. The current study integrates existing fashion consumer
research and applies a fashion orientation scale (Gutman and
Mills, 1982) in a Chinese context to determine if a consumer
segmentation method is effective in gaining a more in-depth
understanding of Chinese fashion shoppers in a shopping center
environment.

2.3. Mall Activities and Shopping Outcome
The shopping mall is a contemporary institution playing an
important role in consumer experiences that include economic
and social exchanges, and shopping centers have evolved into
large complexes for both shopping and entertainment (Haytko
and Baker, 2004). The scope of previous research has broadly
included three areas: shopper segmentation, shopper motivations
and experiences, and store environment (Millan and Howard,
2007). However, there is a dearth of academic research investigating Chinese mall shoppers’ experiences and activities.
Bloch et al. (1994) examined mall shoppers’ motivations and
behavioral patterns in the mall habitat and identified four dimensions of activities: consumption of the mall, consumption

of services, passing time, and consumption of products. They
also segmented shoppers as follows: Mall Enthusiasts,
Traditionalists, Grazers, and Minimalists. The current study
adapted Bloch et al.’s (1994) activity inventory to examine
Chinese shoppers’ experiences and activities at the mall.
Shopping outcome connotes the behavioral outcome of a
shopper engaged in shopping activities. In essence, it reflects a
retail establishment’s success in realizing its fundamental goals:
acquiring new customers and/or retaining patronage (Jin and
Kim, 2003). Jin and Kim (2003) define shopping outcomes according to variables such as level of excitement, shopping satisfaction, repatronage intention, and the time and money spent
during a shopping trip. Gurel-Atay et al. (2010) likewise link
shopping outcome to (re)patronage and referrals, while in this
study, shopping outcome includes shopping value and
expenditures.
Shopping value involves an interaction between a consumer
and a product or service that pertains not only to the object
itself, but also to the shopping and consumption experiences.
Shopping goes beyond functional utility and task orientation
(Bloch, Sherrell, and Ridgway, 1986) and provides other experiential benefits and gratifications (Holbrook and Corfman
1985). Perceived shopping value includes two dimensions: utilitarian and hedonic shopping values (Babin and Attaway, 2000;
Babin et al., 1994). Utilitarian value reflects task-orientation,
while hedonic value indicates enjoyment and self-expression associated with the shopping experience. Shopping value has
been found to positively influence a consumer’s consistent repeat purchase behavior (Babin and Attaway 2000). Research
found that fashion followers’ shopping experience may be
mood driven, while that of fashion leaders is triggered by
higher involvement cognitive processing (Michon, Yu, Smith,
and Chebat, 2007). This may suggest that shoppers of varied
fashion orientation derive different shopping values from their
shopping experience.

3. Research Method
3.1. Data Collection
Intercept surveys were used for data collection in a newly
established mega shopping center in Beijing. Its main clientele
fits middle to upper class profiles. The shopping center has
two anchor stores, 500 specialty stores, 100 themed restaurants,
and 360,000 square feet of entertainment areas. An average of
80,000 shoppers visit the center on weekdays, while 10,000
and 15,000 visit on weekends and holidays, respectively (New
Yansha Mall, n.d.).
Trained graduate students collected data using a mall intercept survey procedure adapted from Sudman (1980). They
worked in pairs and rotated between two mall exits (one mainly for pedestrians and the other to a parking lot), intercepting
every second shopper exiting the mall. The surveys were ad-
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ministered at different times of day during different days of
the week. A total of 296 completed questionnaires were included in the data analysis. The sample consisted of 87 male
(29.0%) and 209 female (69.7%) shoppers. About 30% were
between the ages of 18-25, 11% were 41-60 years of age, and
the rest (57%) were 26-40 years of age. The majority (66.3%)
had earned a Bachelor’s degree; 61.3% were employed; and
about 4% were retired (See table 1).
The questionnaire included items measuring fashion orientation (Gutman and Mills, 1982), shopping value (adapted
from Babin et al., 1994), and mall activities (Bloch et al.,
1994). Fashion orientation and shopping value were measured
in a 7-point Likert scale (1 indicating “strongly disagree” to 7
indicating “strongly agree”). For mall activities, a list was
adapted from Bloch et al.’s (1994) study and respondents were
asked to indicate all activities that applied to their shopping
trip. In addition, total expenditure during the mall visit and
demographic information were also collected (see table 2). The
questionnaire was translated into Chinese and back-translated
into English by bilingual experts to ensure validity.

3.2. Data Analysis and Results
Exploratory factor analysis using principle component extraction and varimax rotation were performed on fashion ori-
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Table 1. Demographic characteristics of the sample (N=300)
Variable
Sex
Male
Female
Age
18-25
26-30
31-35
36-40
41-45
46-60+
Education
High School
1-3 year technical, vocational, or college
Bachelor’s degree
Other
Employment
Employed
Unemployed
Retired
Income per month (CNY)*
Less than ¥1,000
¥1,001 to ¥3,000
¥3,001 to ¥5,000
¥5,001 to ¥7,000
¥7,001 and up

Number of
respondents

Percentage of
respondents

87
209

29%
69.7%

90
93
47
30
17
17

30%
31%
15.7%
10%
5.7%
5.7%

21
36
199
38

7%
12%
66.3%
12.7%

184
95
11

61.3%
31.7%
3.7%

53
35
73
40
49

17.7%
11.7%
24.3%
13.3%
16.3%

*CNY=0.149 USD as of September 30, 2010

Table 2. Factor analysis results
Factor Items
Fashion Orientation (from Gutman & Mills, 1982)
Fashion Interest and Leadership
I am the first to try new fashion; therefore, many people regard me as being a fashion leader.
I am aware of fashion trends and want to be one of the first to try them.
I spend a lot of time on fashion-related activities.
I am confident in my ability to recognize fashion trends.
Because of my active life style, I need a wide variety of clothes.
I always buy at least one outfit of the latest fashion.
I spend a lot of money on clothes and accessories.
Clothes are one of the most important ways I have of expressing my individuality.
Importance of Being Well-Dressed
What you think of yourself is reflected by what you wear.
Wearing good clothes is part of leading the good life.
It’s important to be well-dressed.
If you want to get ahead, you have to dress the part.
Anti-fashion Attitude
I resent being told what to wear by so-called fashion experts.
Fashion in clothing is just a way to get more money from the consumer.
I buy clothes I like, regardless of current fashion.
Shopping Value (adapted from Babin, Darden, and Griffin, 1994)
Hedonic Value
This shopping trip truly felt like an escape.
Compared with other things I could have done, the time spent shopping was truly enjoyable.
This shopping trip was truly a joy.
While shopping, I felt a sense of adventure.
I enjoyed being immersed in exciting new products.
Utilitarian Value
I couldn't buy what I really needed. (reverse-coded)
While shopping, I found just the item(s) I was looking for.
I resent being told what to wear by so-called fashion experts.

Factor Loading

Percent of Variance

Alpha coefficient

32.5%

.92

18.8%

.83

9.4%

.48

45.1%

.81

20.3%

.50

.86
.83
.77
.76
.76
.75
.74
.67
.83
.77
.76
.73
.75
.66
.66

.78
.77
.74
.71
.70
.81
.76
.75

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization.
* Derived from EFA
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Table 3. Cluster analysis of Chinese mall shoppers by fashion orientation
Variables
Fashion Interest and Leadership
Importance of Being Well-Dressed
Anti-Fashion Attitude

Total
N=277 (100%)
4.22
5.17
4.50

Cluster 1
Fashion leaders
N=74 (26.7%)
4.78Aa(1.02)b
5.67A(0.86)
2.72A(1.03)

Cluster 2
Independents
N=105 (37.9%)
4.66A(1.23)
5.83B(0.89)
6.14B(0.78)

Cluster 3
Uninvolveds
N=98 (35.4%)
3.33C(0.90)
4.09C(1.02)
4.09C(1.15)

F
F: 53.39**c
F: 103.35**
F: 273.51**

Note: a. Means with the same letter are not significantly different.
b. The numbers in the parenthesis are standard deviations.
c. * Significant at 0.05 level; ** Significant at 0.01 level

entation and shopping value. Cluster analysis using fashion orientation as the variable included three steps: Firstly, hierarchical cluster analysis with Ward’s methods was conducted;
secondly, K-means cluster analysis was performed with the
cluster centers from the hierarchical results as the initial seed
points; and finally, ANOVA and Chi-square tests were used to
compare across the clusters.
Factor analysis on fashion orientation resulted in three factors: Fashion Interest and Leadership (alpha=.92); Importance
of Being Well-Dressed (alpha=.83); and Anti-Fashion Attitude
(alpha=.48). The three factors explained 60.7% of the total
variance. The resulting factors were different from Gutman and
Mills’s (1982) study which contained four factors. With the
Chinese sample, the two factors in the original scale-fashion
interest and fashion leadership-merged into a single factor.
Factor analysis on shopping value scale (adapted from Babin
et al., 1994) yielded two dimensions: Hedonic Value
(alpha=.81) and Utilitarian Value (alpha=.50) and they explained 65.4% of the total variance. This is consistent with the
factor structure of the original scale. Those items with alpha
coefficients above 0.70 are considered acceptable in reliability
and they were summated into a single score. For those with
alpha coefficients lower than 0.70, a single item with the highest factor loading was used to represent the factor dimension
in further analyses (Jin and Kim, 2003).
Cluster analysis suggests three clusters: Fashion Leaders
(N=74, 26.7%), Independents (N=105, 37.9%), and Uninvolveds
(N=98, 35.4%). These groups partially matched Gutman and
Mills’s (1982) findings on clothing fashion lifestyle segments,
which identified seven segments: Leaders, Followers,
Independents, Neutrals, Uninvolveds, Negatives, and Rejecters.
It appears that the Chinese sample contains people skewed toward relatively moderate fashion orientation than Gutman and
Mills’s (1982) sample which included Negatives and Rejecters.
The K-means cluster analysis results are presented in Table 3.
The first segment, named Fashion Leaders, represents 26.7%
of the sample. They rated significantly higher on the fashion
leadership and fashion interest factors, and had the lowest
mean in antifashion attitude among the three segments; this is
the fashion-forward group. Members of the Independent segment constitute 37.9% of the sample. They placed the highest
emphasis on the importance of being well-dressed factor, but
also had the highest mean in antifashion attitude. Thus, this
group appeared to be more conservative/traditional among fashion adopters and assertive in choosing what to wear according

to their own taste. The Uninvolveds account for 35.4% of the
sample. They rated the lowest in fashion interest and fashion
leadership factors, as well as the importance of being
well-dressed factor. Their antifashion attitude is between the
Fashion Leaders and the Independents. This group seems to be
the least interested and involved in fashion and clothing in
general.
ANOVA and Chi-square tests show significant group differences in mall activities and shopping outcome. (Table 4 summarizes the findings.) Specifically, Fashion Leaders and
Independents derived more hedonic shopping value than the
Uninvolved (p<0.01). When comparing utilitarian shopping value, the Fashion Leaders and Uninvolveds reported significantly
higher levels attained at the mall (p<0.01). This suggests that
fashion leaders visited the mall with a shopping mission in
mind in addition to having fun during shopping. The finding
is in agreement with a previous study of Canadian female
fashion shoppers (Michon et al., 2007). Analysis of mall activities indicated that the three segments of shoppers were similar
in their consumption of the mall, consumption of services, and
passing time, and the only significant difference is that a higher percentage of Fashion Leaders and Independents claimed
that they had made unplanned purchases (p<0.01). The findings
provide more insights into the empirical results from previous
studies of Chinese mall shoppers. For example, Li, Zhou,
Nicholls, Zhuang, and Kranendonk (2004) compared the shopping behaviors of Chinese and American mall shoppers and reported that Chinese mall visitors were motivated by utilitarian
reasons, whereas the Americans were driven by diverse motivations such as browsing and eating in addition to making a
purchase. This study confirms that the Chinese shoppers engaged in a relatively larger percentage of purchase-oriented activities at the mall; however, the majority of shoppers indicated activities related to consumption of the mall itself (e.g.,
walking for exercise) and passing time (e.g., browsing and eating). This may suggest that the Chinese mall shoppers’ motivations for visiting shopping malls are diversifying. Further, this
study found that the Uninvolveds segment (about 35%) is
more efficient-outcome driven, but the Fashion Leaders and
Independents (65%) tended to derive pleasure-oriented outcomes
at the mall. Tsang et al.(2003) investigated mall shoppers in
mainland China and Hong Kong and found that mainland
Chinese shoppers made more planned purchases (48%) than
those Hong Kong shoppers (32%). About two-thirds of respondents in this study claimed to have made unplanned pur-
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Table 4. Group differences in mall activities, shopping outcome, and demographics
Variables

Cluster 1
Fashion Leaders

Cluster 2
Independents

Cluster 3
Uninvolveds

F or χ

79.7%
28.8

85.6%
22.3

87.6%
27.7

χ2:2.12
2
χ :1.15

3.4
28.6
35.5

2.4
20.7
27.1

7.5
18.5
32.1

χ2:2.78
χ2:2.24
2
χ :1.24

23.4

21.6

30.9

χ2:2.08

25.0

24.7

16.3

χ2:2.23

55.7
75.0

62
78.9

52.4
63.5

χ2:1.69
χ2:5.63

78.5
78.3

78.5
77.1

65.1
52.9

χ2:5.14
2
χ :16.29**

4.37Aa(1.04)b
4.49A(1.59)
¥1257(1478)

4.25 A(1.17)
3.69B(1.66)
¥962(2373)

3.70B (0.97)
4.56A(1.55)
¥683(1263)

F: 10.0**c
F: 8.58**
F: 2.06
F:14.45**

20.3%
79.7
29.9A(6.9)

23.1%
76.9
29.4AB(6.9)

43.8%
56.2
32.5AC(10.1)

4.1%
13.7
69.9
12.3

3.9%
7.8
80.6
7.8

9.5%
16.8
55.8
17.9

Mall Activities
Consumption of the Mall
I walked in the mall for the exercise.
I talked with other shoppers met today in the mall.
Consumption of Services
I had an appointment with the optometrist in the mall.
I went to one of the hairdressers in the mall.
I did some banking in a financial institution in the mall.
I had a medical prescription filled at the drugstore in the mall.
I had a film processed and/or bought something at the photo
counter.
Passing Time
I browsed in a mall store without planning to buy.
I bought a snack in the mall.
Consumption of Products
I shopped in a mall store to buy something today.
I made unplanned purchases.
Shopping Value
Hedonic
Utilitarian
Expenditure
Sex
Male
Female
Age
Education
High School
1-3 year technical, vocational, or college
Bachelor’s degree
Other
Employment
Employed
Unemployed
Retired
Income Per Month (CNY)
Less than ¥1,000
¥1,001 to ¥3,000
¥3,001 to ¥5,000
¥5,001 to ¥7,000
¥7,001 and up

Note: a.
b.
c.
d.

2

F: 265.45*
χ2:14.97*

χ2:12.05*
61.1%
37.0
1.4

56.9%
41.2
2.0

69.6%
22.8
7.6
χ2:8.38

17.7%
12.9
29.0
21.0
19.4

28.2%
9.4
25.9
17.6
18.8

16.0%
18.5
33.3
12.3
19.8

Means with the same letter are not significantly different.
The numbers in the parenthesis are standard deviations.
* Significant at 0.05 level; ** Significant at 0.001 level
CNY=0.149 USD as of September 30, 2010

chases, which is a higher figure than that reported in Tsang et
al.’s (2003) study. The total expenditure at the mall on the
shopping trip was not significantly different across the three
segments.
Further, ANOVA and Chi-square tests indicate significant
differences in the groups’ demographic profiles. There were
larger percentages of females in the Fashion Leaders and
Independents groups (79.9% and 76.9%), while the
Uninvolveds group had about equal representation of male and
female shoppers (p<0.01). The Fashion Leaders (Mean=29.9)
and Independents (Mean=29.4) were relatively younger (p<0.05)
and included more respondents with a Bachelor’s degree
(69.9% and 80.6%, p<0.05). The Uninvolveds were more likely

to be employed (69.9%) or retired (7.6%) (p<0.05). Income
was not significantly different among the three groups.

4. Implications and Future Research
This study empirically explored Chinese fashion shopper segmentation in a mall setting and provided profiles of the identified three clusters with regard to their fashion orientation, mall
activities, shopping value, and demographics. China’s apparel
retail market, estimated at $84 billion, is the world’s third
largest market (after the U.S. and Japan) and growing. This
represents a substantial opportunity for foreign retailers, as

18

H. Yu / Journal of Global Fashion Marketing 2-1 (2011) 11-19

70% of urban apparel shopping takes place in modern formats
(Chan et al., 2007) which include shopping malls.
Research on Chinese mall shoppers is limited. This study
provides further insight and also draws conclusions that are inconsistent with the literature. Firstly, how fashion conscious are
the Chinese mall shoppers? This study identified three clusters:
26.7% (74 out of 277) of shoppers were fashion-forward shoppers (Fashion Leaders), about 38% were conservative-traditional
fashion shoppers (Independents), and more than 35% were less
involved in fashion (Uninvolveds). The Independents are fashion conscious but they tend to choose what they buy/wear
based more on their own style than on fashion trends. This
suggests that mall managers should work strategically to provide a store mix that satisfies the fashion-forward, conservative, and less fashion-conscious segments alike.
Merchandise reflecting the latest fashion trends are necessary
for the fashion-forward shoppers; good quality apparel reflecting personal taste and status is paramount for conservative/ traditional shoppers; while basic and quality apparel merchandise
would appeal to the less fashion-conscious shoppers.
Secondly, are Chinese mall shoppers purchase-driven or
non-utilitarian? Past studies identified that mainland Chinese
shoppers were more cautious about spending and more utilitarian value oriented (Li et al., 2003). This study, however,
suggests that the majority of mall shoppers derived hedonic
shopping value from their shopping visit at the mall, and their
mall activities encompassed exercising at the mall, eating, and
making unplanned purchases. This may indicate shopping behavior change over time or a difference in shoppers’ behaviors
in different regions and types of shopping malls. For example,
several studies (Li et al., 2003; Li et al., 2004; Tsang et al.,
2003) on Chinese mall shoppers had mall intercept surveys at
regional shopping centers in Xi’an, an inland third-tiered city,
while the current study was conducted at a mega mall in
Beijing, the capital and metropolitan city of China. Further research is needed to investigate these differences.
Finally, is demographic profile a good indicator for target
marketing? This study suggests that demographic profile can be
a useful tool for mall operators to define their target market.
In general, the primary target consumers of this shopping center are female, younger shoppers with a higher level of education (Fashion Leaders and Independents). This finding is consistent with Chan et al.’s (2007) suggestion that urban young
adults in China represent a ripe market for international
retailers. Mall operators may consider bringing in a mixture of
trendy fashion retailers and niche brands that allow the young
fashion-forward shoppers to express their personality traits and
creativity. They should also include global brands and premium
local brands for the status conscious conservative/traditional
shoppers. The Independents in the study derived the least level
of utilitarian value among the three groups, and this identified
a gap in the merchandising/store mix at the mall for this particular segment. Since previous studies indicated that Chinese
shoppers are more likely influenced by the information they
acquire at the shopping venue (Li et al., 2003), shopping mall

environment, in-store promotion, and visual merchandising strategies should be effectively implemented. As the Fashion
Leaders and Independents have higher levels of education,
communications, products, brands, and store cues should be developed with a level of sophistication appropriate for the targeted groups, to allow for informed decision-making and unplanned purchases. The secondary customers of the mall are
older men and women who are more likely to be employed
(Uninvolveds). Since they are less interested in fashion and
tend to make planned purchases, further research is needed to
find out this group’s shopping preferences so that the utilitarian value of their shopping trips to the mall can be
maximized.
China’s fashion retail market is large and diverse. This
study was conducted in only one mega mall in Beijing.
Further research replication in other geographic regions and
shopping mall formats (e.g., lifestyle and power centers) would
be needed in order to generalize findings. Future research can
also employ mixed methods strategies (Creswell, 2009), for example, conducting focus group and in-depth interviews with
mall shoppers and industry experts in conjunction with surveys,
to gain more insights of Chinese mall shoppers.
(Received: October 18, 2010)
(Revised: January 5, 2011)
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