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I 1 Objectives of the study
]

o FMEIEYIRHEERGE P H ST MEREA
e To evaluate the level of satisfaction of shoppers towards
shop-mix in LML’s shopping centres

o

o [RIEYIRHEMEEGETEGHIINE
e To understand shoppers’ expectation of shop-mix in LML’s
shopping centres




e HE Survex Methodolo%

AT H
Survey Instrument

o [HIRKRARY

e Face-to-face interviews

DZRERE ZN

Sample

Eﬁnﬂﬁfiﬁ%%i@%fiﬂﬁbﬁﬁﬁ%ﬁf D500+ kB ELLEEE

FEGES

(F— S 5e im0 25 BRI A

e The targeted sample was at least 500 Cantonese-speaker shoppers
aged 18 or above from 4 LML’s shopping centres

(at least 125 from each shopping centre)



SRS AR A Survex Methodolo%

b 7k
Sampling Method

o BT RBEWUEE M R R AERM, it &R
S RUE RS TR A A R B H R
R

e To minimize over-representation of any gender or age, the
SSRC targeted equal nhumber of respondents from specific
gender and age groups in each shopping centre




SRS AR A Survex Methodolo%

SE R

Selection of Respondents

o HaABER BRI it Hany s e batsahtk 7k
e Respondents were selected by the stratified random

sampling method according to the population age-sex
distribution



MigkahE] Face-to-face interview
.

EERE

Questionnaire Design

o EEERIGHILERIZHFEPLEGET (PR HEHLHER)
e A bilingual questionnaire was designhed by the SSRC (using a
computer readable survey form)

o MY TITRAMRRIGREto#
e The average administration time was about 7 minutes for
questionnaire

o J{EtHIRIEEHSEH, fEE H It B2 7 s hiEaRd, CUSH R
A EH

e A pilot study of 27 cases in Kai Tin Shopping Centre to pretest
the questionnaire



MigkahE] Face-to-face interview

B

All

i=ieldwork

o 1E BELAEZ[ |
e 14th— 17" March 2007

all

B s
e

A HIRFH R H 5
e > DAECRER AR

TR

U HET

=
=

] H 25— RAES

e The schedule covered one weekday and one
weekend in each shopping centre to ensure that
the sample is representative of all shoppers



MigkahE Face-to-face interview
.

AR A

Sample Error

o {EPUMBERGEHI A IDIE IR 1579 IEYIA T
e A total of 579 shoppers were interviewed in the entrance
areas of the four shopping centres

o RKARRAERT41%
e The sample error is at most +/- 4.1%



—

pa——

—

LN TS
Survey Findings

Opinion Survey on Shop-Mix
Enhancement

Undertaken by

Social Sciences Research Centre of
The University of Hong Kong



# The four shopping centres

#2([|[df» Tsz Wan Shan

o
Shopping Centre 25.4%

MG Kai Tin Shopping

c 25.4%

entre

B Po Tat Shopping 24.7%
Centre

# UGS Choi Ming Shopping
Centre

24.5%

0% 10% 20% 30%

(F) ErmERERTS [ AR P AGIE AR EAR - 390510 DR % B A= PR A — Ak

(Note) More than 10% of Indoor Floor Area in these four shopping centres is occupied by new
tenants introduced by The Link Management.
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Survey Findings — Profile of All
Surveyed Shoppers
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Enhancement
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R IEEI N LRI R 4

Gender distribution of all surveyed shoppers




BRHEIN B

Age distribution of all surveyed shoppers
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Occupation of all surveyed shoppers

Eﬁ Blue callars ’+

N H Clerks I 10.2%

Professionals/Associate Professionals [

& x/EH{THRAR —

Employers/Administrators/Managers

FEFERE A 1 Not in the labour force

B E Refuse to answer 1.0%

0% 20% 40% 60%

FEAERR AT RFE11.1% 2245, 18.7% ZKEE Tl 7120.9% KEMFEAL

No in labour force including 11.1% students, 18.7% housewives and 20.9% unemployed/retired per
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Marital status of all surveyed shoppers

B HE% T Married with
child (ren)

96.3%

I
M Never married | 34.2%

ERHEEE T Married wom 4.7%
without child — O

4JE /88 Divorced or

—_—
Separated s 2:9%
{8 Widowed :1.4%

o4& Refused to answer | 0.5%

0% 20% 40% 60%



PRSI A THEELT &

Education background of all surveyed shoppers

—h

H | Tertiary 8.7%

##l Martriculation 9.0%

&  Secondary 51.5%

/NBHLIT  Primary or
below

20.7%

{E#BEIE Refused to answer | 0.2%

0% 20% 40% 60%



Wl A Ly HEAA R
Personal monthly income of all surveyed shoppers

$ 20,000 =L _|F orabove [__ 7.5%

$ 16,000-19,999
$ 12,000-15,999
$ 8,000-11,999
$ 4,000-7,999

$ 4,000 LAF
JEME AMCA $0

WERIE/fEAE R

Don’t know/Refuse to answer

s 3.6%

I 9.5%

ey 20.0%

IS 11.2%

L 10.9%

B ——————————] 34.0%

3.1%

0% 10% 20% 30% 40%
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Household monthly income of all surveyed shoppers

$40,0005.2, |- or above [T 8.2%

$30,000-39,999 = 8.5%
$20,000-20,.999 | 13.5%
$16,000-19,999 =8.3%
$12,000-15,999 =13.6°A
$8,000-11,999 =15.0%
$4,000-7,999 =8.1%
/B $ 4,000 or below = 5.5%

G E /e A _ 5.8%

Don’t know/Refuse to answer !

0% 10%
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65.1%3Z5EM ATFAIE » BiRFF—4
Z v RS X OTAL
.

65.1% of surveyed shoppers agreed that variety of the consumer products
and food has improved in this shopping centre comparing now with one
and half years ago

RS Strongly agree

FE  Agree

—f#  Neutral

FHEE Disagree

{BFET Strongly disagree

EERETHSS Don't know/hard

to say

SRATLLER - RS

e 6-7%

N 24.2%
s 8.5%
N 1.9%

0.3%

58.4%

0% 20%

40% 60%



66% ~Za/lF I N LRSS [ AR P YIS HT b =
_

66% agreed that the newly introduced shops met the general
consumption needs of the nearby residents.

BEIE Strongly agree t7.3%

R Agree T 58.7%
—t Newtral [ 21.9%
AEE Disagree =10.4%

BAREE Stuongly disagree !0.5%

uﬁﬁ%’ ﬁﬁ% Don't 1.2%
know/hard to say

0% 20% 40% 60%

=
N



63.3% ~Zafil I A LB s | ARYR P RTEIEE M EY)
B L EEfE ) <N

63.3% surveyed shoppers agreed that the choice of goods and food
selling in the newly introduced shops was affordable for them
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72.7% agreed that the newly introduced shops brought more
convenience to them
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The overall average ratings of the shopping centres now and 1.5
years ago were 6.8 and 5.78 respectively. This is a 17.65% increase

of rating from now to 1.5 years ago.
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88.1% agreed with the direction of introducing more choices of goods
and restaurants
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Surveyed shoppers wanted Restaurant, Fashion and accessory,
and Entertainments included in the shopping centre
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#r)# Restaurants 46.5%
FEHTFS% / BF98F% Fashion and accessory 24.0%
%580 Eatertainments [ 12.0%
5 / ETH& Electronic appliance | 11.1%
BHE/AH Department store 10.5%
=L / 3 BHIE Bookstores/stationery 8.7%
77 Bank [ 7.6%
BEATB/ERIE Supermarkets/Convenience stores [ 6.5%
HAf Others * [ 14.7%
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* All responses mentioned by less than 5% of survey shoppers were grouped into “Others”
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Surveyed shoppers wanted Chinese restaurant, fast food, HK-style café
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and Japanese/Korean restaurants included in the shopping centre

iz, Chinese food

g [E Fast food

FERE HK-style café

H§ Japanese/Korean food

P Westem food

H A Others *#
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No opinion/Don't know/
Hard to say
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Comparing now with one and half years ago
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The overall average rating for each shopping centre
increased
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e Overall, about two-thirds of all surveyed shoppers agreed
that the variety of consumer products to choose has
improved in these four shopping centres
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Shops and Eateries

o KiElWEhB R ELERIENT | AESHE KRN T A
o Most surveyed shoppers agreed with the direction of introducing
more choices of goods and food & beverage

o EGINIEIRIEZ U RSN EIEEEE R, K
o Restaurants, fashion and accessory were the most popular types
of shop that should certainly be included in shopping centres
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O For restaurants, Chinese restaurants, fast food, HK-style café and
galalagege/Korean style were the most popular kinds to be
include
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The newly introduced shops during the past one and a half
years

oT =71 WA FIEE S R T G i K IRAIRE R
eAlmost two-thirds of all surveyed shoppers agreed the shops
meet the general consumption needs of the nearby residents
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e About two-thirds of all surveyed shoppers agreed that the price
were affordable to them while the newly introduced shops were
convenient to them
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e As a high proportion of surveyed shoppers are satisfied
with the newly introduced shops, this suggests that The
Link should consider a similar practice in other shopping
centres

o FHREFEFREA HAMRESAS A E A ARE RIS - R
EUREE - PRESE - REEE M HERRRE - FERIL T 0 QIS K
< K iR

e The Link should consider introducing Chinese restaurants,
Fast food, HK-style café, and Japanese/Korean style
restaurants to other shopping centres. Shops of fashion
and accessories can also be introduced.
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Thank you!

Opinion Survey on Shop-Mix
Enhancement

Undertaken by
Social Sciences Research Centre of
The University of Hong Kong






