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Abstract: The objective of this study is to identify the role of Chinese tourists’ shopping values in the
formation of their outcome variables. This study more specifically proposes that two dimensions
of shopping values, which include utilitarian and hedonic shopping values, positively affect brand
prestige. In addition, it was hypothesized that brand prestige helps in regard to enhancing well-
being perceptions and brand preference. It was also proposed that well-being perceptions and
brand preference have a positive influence on word-of-mouth. This study also hypothesized the
moderating role of country image in the proposed model. The survey responses were collected from
634 Chinese duty-free tourists. The data analysis results showed that both utilitarian and hedonic
shopping values significantly affect brand prestige. Moreover, brand prestige was found to be a
significant determinant of well-being perceptions, and well-being perceptions positively affect brand
preference. Brand preference is a critical factor affecting word-of-mouth. Lastly, country image played
a moderating role in the relationship between brand prestige and well-being perceptions and brand
preference and word-of-mouth.

Keywords: shopping value; country image; brand prestige; brand preference; well-being perception

1. Introduction

Shopping plays an important role in the tourism industry because many tourists travel
mainly for shopping [1,2]. The importance of shopping is no exception in the Korean
tourism industry. Chinese tourists who shop in duty-free shops in Korea are, in particular,
currently drawing a lot of attention. Korean tourism statistics reported that Chinese tourists
accounted for 35.6% of foreign tourists who visited Korea in January 2019, which is up
28.7% on a year-on-year basis [3]. Duty-free shops highly rely on Chinese tourists because
more than approximately 70% to 80% of purchases in duty-free shops come from Chinese
tourists [4]. More than 60 duty-free shops in Korea are trying hard to attract Chinese
shopping tourists for this reason [5].

It is widely accepted that shopping value is the key factor that enhances the tourists’
overall satisfaction [6–8], and the concept of value has been consistently applied in the
context of shopping tourism for this reason [9–11]. Value can be defined as an overall
assessment of the benefits that the consumers receive for the costs that are paid by the
consumer [12,13]. This means that the overall value would be low if the benefits were not
large enough for the payments that were made. Understanding value is important and
meaningful because it has a significant impact on a company’s success [14,15]. Very few
studies have examined Chinese shopping value in the context of duty-free shops from a
duty-free shop’s point of view, even though it is important to understand Chinese shopping
value. Thus, this study was designed in order to examine the shopping values in the context
of a duty-free shop.
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The current study was also designed to, firstly, explore the moderating role of country
image in the field of duty-free shops. It is widely accepted that country image has an
important effect on consumer behavior [16,17]. Lee and Lockshin [18] also suggested that a
country’s image as a tourism destination positively affects the consumer’s perception of
a certain product, which is made at a particular destination. This means that consumer
buying behavior depends on the country of origin of a product. For example, if tourists
have a positive image of a country, they tend to judge that the quality of the products
that are sold in that country is also good. It is therefore significant to identify that tourist
behavior depends on what tourists think of the image of the country that they visit.

In summary, this study was designed in order to examine the importance of shopping
value in the context of duty-free shops. This study more specifically proposes the effect of
two sub-dimensions of shopping value, which include utilitarian and hedonic shopping
values, on brand prestige. In addition, it was hypothesized that brand prestige helps to
increase well-being perceptions and brand preference, which has a positive influence on
word-of-mouth. Lastly, the current study investigated the moderating role of country image
in the proposed model. It is expected that the results of the current study will help the
managers of duty-free shops in order to develop marketing strategies that are based on the
shopping values of Chinese tourists.

2. Literature Review
2.1. Shopping Value

Shopping value has been consistently examined by many researchers in the tourism
industry because it is deemed to be a significant factor that affects tourists’ overall satisfac-
tion [6–8]. Value can be defined as “the customer’s overall appraisal of the net worth of the
service that is based on the customer’s assessment of what is received, which is the benefits
that are provided by the service, and what is given, which is the costs or sacrifice in regard
to acquiring and utilizing the service” [19] (p. 1765). This means a trade-off between the
overall benefits that are received and the sacrifices that are made by the consumer [12]. The
scholars applied values to consumer behavior in the early days based on one dimension [20].
However, many researchers pointed out that one dimension has limitations in regard to
explaining consumer behavior because consumers consider other values when they buy
products/services [21,22]. Many scholars have tried to identify the multidimensional val-
ues in shopping tourism for this reason. The following two multidimensional values are
widely accepted and employed in shopping tourism and include (1) utilitarian shopping
value and (2) hedonic shopping value.

Utilitarian value is more specifically associated with functional, practical, and task-
related aspects, whereas hedonic value is related to pleasure-seeking and experiential and
emotional arousal [6,23]. Thus, if consumers prefer utilitarian value, they will consider mon-
etary value, convenience, and time-saving first when purchasing products/ services [13,24].
On the other hand, if consumers consider hedonic value to be important, they are more
likely to focus more on fun and playfulness when they buy products/services [6,25]. In
addition, Kesari and Atulkar [26] also suggested that monetary saving and convenience
play an important role in the formation of utilitarian value, whereas entertainment and
exploration help in order to enhance hedonic value. Moreover, hedonic value is evaluated
according to a more subjective perspective when compared with utilitarian value because
hedonic value is a more affective inclination [6,27].

Lai [28] suggests that customers evaluate the benefits of products based on their
consumption behaviors in order to attain the desired consumption values. Satisfaction is a
crucial aspect of consumer behavior research, and it is impacted by the shopping values
of tourists [29]. These values, which include utilitarian and hedonic values, also influence
shopping experiences and can shape the shopping attitudes and purchase intentions of
tourists [30]. The previously conducted studies categorized shopping values into two
dimensions that include utilitarian values, which comprise functional and task-related
values, and hedonic values, which include pleasure-seeking values [6,31]. Utilitarian values
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are linked to the effortless procurement of necessary goods, whereas hedonic values arise
from exciting and enjoyable shopping experiences [6,32]. The prior research confirmed that
both utilitarian and hedonic shopping values significantly influence consumer behavior and
decisions [6,33]. For instance, Kesari and Atulkar [26] investigated the factors that influence
utilitarian and hedonic values, and they discovered that monetary savings, selection, and
convenience have a substantial positive impact on utilitarian value, whereas entertainment,
exploration, and place attachment have a significant positive impact on hedonic value.

2.2. Effect of Shopping Value on Brand Prestige

The concept of brand prestige has been studied in diverse fields, such as luxury cruises,
first-class flights, private country clubs, casinos, and coffee shops [34–38]. Brand prestige is
defined as the products/services, which are related to the brand, being positioned higher
than other brands [39,40]. The intrinsic, superior, and exclusive know-how factors are
known as the important factors in regard to evaluating the level of brand prestige [41]. In
addition, consumers who buy a prestigious brand in order to show that they are different
from others are called prestige-brand seekers [36,40].

This study proposed the relationship between shopping values and brand prestige.
First, the relationship can be supported by the Value–Attitude–Behavior (VAB) model.
The VAB model has been widely applied in various fields in order to explain consumer
behavior. The VAB model can be defined by the following sentence: “The influence should
theoretically flow from abstract values to mid-range attitudes to specific behavior” [42]
(p. 638), which suggests that values play an important role in the formation of attitude
and behavior. This means that if tourists have a high level of value at a duty-free shop,
they would feel that the duty-free shop has a high status. In addition, consumers more
importantly judge the level of brand prestige based on the value that the brand gives
them [43], which suggests that perceived value is an important predictor of brand prestige.
The empirical studies also showed a significant relationship between shopping value and
brand prestige. For example, Ok, Choi, and Hyun [44] developed a research model in
order to find the influence of perceived value on brand prestige in the coffee industry.
Their results showed that hedonic value is a critical factor that affects brand prestige.
Furthermore, Hwang and Han [36] found that cruise tourists perceive a high level of brand
prestige when they receive a convenient and fun service. The following hypotheses are
proposed, which are based on the following theoretical and empirical backgrounds.

Hypothesis 1 (H1). Utilitarian shopping value has a positive influence on brand prestige.

Hypothesis 2 (H2). Hedonic shopping value has a positive influence on brand prestige.

2.3. Effect of Brand Prestige on Well-being Perceptions and Brand Preference

This study proposes next how brand prestige affects well-being perceptions and brand
preference. First, well-being perception refers to “the extent that a particular consumer
good or service creates the overall perception of the quality of life” [45] (p. 289). The concept
of well-being perceptions is very important in the tourism industry because travelers want
to improve their quality of life via travel [46,47]. In addition, this study proposed the effect
of brand prestige on well-being perceptions. Buying products or services from a prestigious
brand is considered a means of improving one’s quality of life because it reflects a certain
level of affluence and social status. As such, it is associated with a higher subjective quality
of life [34,48]. According to Ahn et al. [34], customers who have a high level of prestige
from a certain brand would think that the brand met their overall well-being needs in
regard to the airline industry. Moreover, Hwang and Lee [46] also showed that brand
prestige aids in regard to forming well-being perceptions in the tourism industry. Therefore,
the following hypothesis can be proposed.
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Hypothesis 3 (H3). Brand prestige has a positive influence on well-being perceptions.

Brand preference can be defined as “the extent that the customer favors the designated
service that is provided by a certain company compared to the designated service that is
provided by other companies in his or her consideration set” [19] (p. 1765). Consumers
have difficulty selecting products because they are exposed to various brands when they
buy a product [49]. The consumers in this situation put their preferred brands first in
order to reduce risk [50]. It is therefore very important for companies to imprint their
brand on the consumers and cause them to have high levels of brand preference. It is more
importantly widely accepted that brand prestige is a key predictor of brand preference.
For instance, Hwang [51] examined the effect of brand prestige on brand preference in the
fine-dining restaurant industry. They analyzed 293 restaurant patrons and suggested that
brand prestige positively affects brand preference. Hwang and Han [37] also investigated
the relationship between brand prestige and brand preference using 228 casino players.
They discovered that when casino players perceive a high level of brand prestige from
a certain casino brand, they tend to prefer that casino brand. Consumers buy products
that are from a prestigious brand because they believe that the brand’s image aligns with
their self-concept [40]. In addition, individuals seeking prestige are inclined to associate
a prestigious brand image with their own identity [52]. Hence, if tourists perceive that a
duty-free shop has a strong sense of prestige, they would prefer the duty-free shop.

Hypothesis 4 (H4). Brand prestige has a positive influence on brand preference.

2.4. Effect of Well-Being Perceptions on Brand Preference and Word-of-Mouth

Customers want to have a high level of quality of life with their consumption [53],
so they would prefer a duty-free brand when the tourists perceive that their quality of
life is enhanced via shopping at the duty-free shop. According to Hwang and Hyun [54],
airline passengers perceive that flying in first class is considered a significant factor in
enhancing their quality of life, so they would be interested in what other passengers think
about taking a first-class flight. Hwang and Lee [46] also suggested that tourists are more
likely to be passionate about a travel agency when they perceive that the package tour met
their overall well-being needs. The following hypothesis is proposed, which is a result of
the arguments above.

Hypothesis 5 (H5). Well-being perceptions have a positive influence on brand preference.

The concept of word-of-mouth means “informal communication directed at other
consumers about the ownership, usage, or characteristics of particular goods and services
and/or their sellers” [55] (p. 261). Word of mouth plays a very important role in regard
to consumer behavior because people tend to trust more information from people such
as family or friends as opposed to commercial advertising [15,56,57]. It is significant and
meaningful to identify how to form word-of-mouth for this reason.

Hwang and Hyun [54] also investigated how well-being perceptions affect loyalty
using 202 first-class airline travelers in the USA. They indicated that well-being perceptions
are an important factor influencing loyalty. Hwang and Lee [46] proposed a research model
in order to find the positive relationship between well-being perceptions and brand loyalty
using 331 senior tourists in Korea. They showed that when the tourists feel that their
quality of life is enhanced during a tour, they would have a high level of brand loyalty. If a
person who is seeking prestige believes that consuming a particular brand improves their
quality of life, they are more likely to have a strong inclination toward the brand [58,59].
It can be argued that having a positive perception of well-being has a positive impact on
word-of-mouth recommendations.
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Hypothesis 6 (H6). Well-being perceptions have a positive influence on word-of-mouth.

2.5. Effect of Brand Preference on Word-of-Mouth

Many previous studies have confirmed the relationship between brand preference
and word-of-mouth. For instance, Jin et al. [60] suggested that brand preference is a critical
factor affecting word-of-mouth in the restaurant industry. This means that when customers
have a high level of brand preference, they would recommend a restaurant to their friends
or others. Hwang et al. [32] discovered that if customers have a high level of preference for
a certain coffee brand, they would say positive things about the coffee brand to others.

Hypothesis 7 (H7). Brand preference has a positive influence on word-of-mouth.

2.6. Moderating Role of Country Image

Many studies were conducted on country image because it significantly affects con-
sumer behavior [61,62]. Country image refers to “the total of all descriptive, inferential,
and informational beliefs that a person has about a particular country” [63] (p. 193). Roth
and Diamantopoulos [62] (p. 727) more specifically defined country image as “a generic
construct that consists of generalized images that are created not only by representative
products but also by the degree of economic and political maturity, historical events and
relationships, culture and traditions, and the degree of technological virtuosity and industri-
alization”. It is widely known that country image consists of affective and cognitive image,
which has a significant influence on product attitudes and destination beliefs [17,62]. First,
cognitive image is created by the individual’s beliefs and knowledge that he/she already
has about an object [64,65]. On the other hand, affective image is formed by a connection
with the emotions of an object [65,66]. These types of images serve as an important extrinsic
cue when consumers purchase their products [67].

The moderating role of country image can be explained by the halo effect. The halo
effect refers to a phenomenon in which the salient characteristics of an object affect the
evaluation of other characteristics of the object [68]. The halo effect also plays an important
role in regard to explaining consumer behavior. Consumers tend to be somewhat hesitant
when they purchase an unfamiliar product, and they are more likely to evaluate the quality
of the product at this time, based on the image of the country it is produced in [69,70].
Country image is an important aspect of shopping tourism because it has a significant
impact on the tourists’ perception and decision-making regarding the destination [71].
This means that the image of a country plays a crucial role in regard to creating a positive
impression of the destination and enhancing the tourists’ experiences. A favorable country
image can contribute to attracting tourists, which increases the length of their stay and
boosts their spending [72]. Tourists are more likely to choose a destination that aligns
with their preferences and expectations, which are heavily influenced by country image.
Empirical studies also support this argument. Wang et al. [73] discovered that consumer
behavior varies depending on the image of the country. Vijaranakorn and Shannon [74]
showed that national image plays a role in regard to increasing the value of the product and
consumer purchase intention. Islam and Hussain [75] more recently revealed that the image
of the country decreases consumer uncertainty and increases product purchase intention.
The following hypotheses are proposed, which are based on the theoretical backgrounds.

Hypothesis 8a (H8a). Country image moderates the relationship between utilitarian shopping
value and brand prestige.

Hypothesis 8b (H8b). Country image moderates the relationship between hedonic shopping value
and brand prestige.

Hypothesis 8c (H8c). Country image moderates the relationship between brand prestige and
well-being perceptions.
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Hypothesis 8d (H8d). Country image moderates the relationship between brand prestige and
brand preference.

Hypothesis 8e (H8e). Country image moderates the relationship between well-being perceptions
and brand preference.

Hypothesis 8f (H8f). Country image moderates the relationship between well-being perceptions
and word-of-mouth.

Hypothesis 8g (H8g). Country image moderates the relationship between brand preference and
word-of-mouth.

2.7. Proposed Model

The current study suggests the following research model with 14 hypotheses (Figure 1).
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Figure 1. Proposed conceptual model.

3. Methodology
3.1. Measurement

The validated measurement items were cited from the existing literature, and they
were slightly modified to ensure their appropriateness in the shopping industry in order to
empirically measure the seven constructs in the proposed model. First, two dimensions
of shopping values, which included utilitarian and hedonic values, were measured using
six items from Sirakaya-Turk et al. [8] and Han et al. [76]. Second, brand prestige was
measured using three items that were adapted from Baek et al. [43] and Hwang and Lee [46].
Third, well-being perceptions were measured using three items that were borrowed from
Grzeskowiak and Sirgy [45] and also Hwang and Lee [46]. Fourth, brand preference
was measured using six items that were cited from Hellier et al. [19] and Kim, Ok, and
Canter [77]. Fifth, word-of-mouth was measured using three items that were adapted from
Hennig-Thurau, Gwinner, and Gremler [78] and Hwang and Choi [25]. Lastly, country
image was measured using six items that were adapted from Lee, Lee, and Lee [79] and San
Martín and Del Bosque [80], which included economically developed, high living standards,
advanced science and technology, peace-loving, friendly, cooperative, and likable. The
items in the questionnaire were evaluated using a five-point Likert scale, which ranged
from (1) strongly disagree to (5) strongly agree.
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3.2. Data Collection

An online survey was performed in China to evaluate the proposed hypotheses in
the proposed model. First, the respondents answered a screening question before they
started the survey: “Have you shopped at duty-free shops in Korea within one year?” If
a respondent responded “no”, the survey was terminated. However, if the respondent
replied yes, the respondents were then given the second question in order to select a
duty-free shop that they had most recently visited and were then asked to answer all the
questions. The data were collected from 634 Chinese duty-free tourists via an online survey
company’s system, and the data were employed for the statistical analysis.

4. Data Analysis
4.1. Descriptive Statistics

Table 1 indicates the profile of the survey respondents. Of all the respondents, 47.3%
were male tourists, and 52.7% of them were female tourists. Their mean age was 32.63
years old. A total of 64% of the respondents held a bachelor’s degree in regard to education
level. In addition, 84.4% of the respondents (n = 535) were married. Furthermore, 65% of
the respondents were company employees, which is followed by 17.2% having professional
employment (n = 109). Lastly, 34.6%, which is the highest percentage of the respondents
(n = 156), indicated an income that ranged between US$ 27,771 and US$ 37,000.

Table 1. Profile of survey respondents (n = 634).

Variable n Percentage

Gender
Male 300 47.3
Female 334 52.7

Education Level
High school diploma 126 19.9
Associate’s degree 37 5.8
Bachelor’s degree 406 64.0
Graduate degree 65 10.3

Marital Status
Single 99 15.6
Married (including divorced and

widow/widower) 535 84.4

Occupation
Company employee 412 65.0
Self-employed 37 5.8
Sales/service 14 2.2
Student 14 2.2
Civil servant 40 6.3
Professional 109 17.2
Other 8 1.3

Yearly income
Less than US$ 16,600 118 18.7
US$ 16,601~US$ 21,600 116 18.3
US$ 21,601~US$ 27,770 142 22.3
US$ 27,771~US$ 37,000 156 24.6

More than US$ 37,001 102 16.1
Mean Age = 32.63 years old
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4.2. Confirmatory Factor Analysis (CFA)

The results revealed that the CFA model has a reasonable fit (χ2 = 238.290, df = 118, p <
0.001; NFI = 0.968, IFI = 0.984, CFI = 0.984, TLI = 0.979, and RMSEA = 0.040) (Tables 2 and 3).
All the factor loadings were equal to or higher than 0.785 (p < 0.001). The values for the
composite reliability ranged from 0.853 to 0.887. These values exceed the suggested level of
0.7, which suggests a satisfactory level of internal consistency [81]. In addition, the values
of the average variance extracted (AVE) for all of the constructs were higher than the 0.5
threshold value [82], which indicates that convergent validity was statistically supported.
Lastly, the AVE value for each construct was greater than the square correlation between
all the possible pairs of constructs, which suggests an acceptable level of discriminant
validity [83].

Table 2. Confirmatory factor analysis: items and loadings.

Construct and Scale Items Standardized
Loading a

Shopping Value
Utilitarian Shopping Value

I accomplished just what I wanted during this shopping experience. 0.830
I could buy what I really needed. 0.785
While shopping, I found just the item(s) I was looking for. 0.821

Hedonic Shopping Value
This shopping experience was truly pleasurable. 0.821
Compared to other things I could have done, the time I spent shopping was truly enjoyable. 0.861
This shopping was a very nice time out. 0.794

Brand Prestige
This duty-free shop was very prestigious. 0.824
This duty-free shop had high status. 0.865
This duty-free shop was very upscale. 0.844

Well-Being Perceptions
This duty-free shop played an important role in my well-being. 0.849
This duty-free shop met my overall well-being needs. 0.882
This duty-free shop played an important role in enhancing my quality of life. 0.807

Brand preference
When I want to shop, I consider this duty-free shop a viable choice very often. 0.878
This duty-free shop meets my needs of shopping better than other comparable duty-free shops. 0.865
I am interested in this duty-free shop more than in other comparable duty-free shops. 0.807

Word-of-Mouth
I said positive things about this duty-free shop to others. 0.811
I recommended this duty-free shop to others. 0.862
I encouraged others to visit this duty-free shop. 0.847

Note: a All factors loadings are significant at p < 0.001.

Table 3. Descriptive statistics and associated measures.

No. of Items Mean (S.D) AVE (1) (2) (3) (4) (5) (6)

(1) Utilitarian shopping value 3 4.11 (0.83) 0.660 0.853 a 0.746 b 0.772 0.784 0.810 0.754
(2) Hedonic shopping value 3 4.15 (0.84) 0.682 0.557 c 0.865 0.728 0.774 0.775 0.741
(3) Brand prestige 3 4.19 (0.75) 0.713 0.596 0.530 0.882 0.827 0.815 0.752
(4) Well-being perceptions 3 4.11 (0.92) 0.715 0.615 0.599 0.684 0.883 0.792 0.732
(5) Brand preference 3 4.12 (0.87) 0.723 0.656 0.601 0.664 0.627 0.887 0.721
(6) Word-of-mouth 3 4.19 (0.87) 0.706 0.569 0.549 0.566 0.536 0.520 0.878

Goodness-of-fit statistics: χ2 = 238.290, df = 118, χ2/df = 2.019, p < 0.001, NFI = 0.968, IFI = 0.984,
CFI = 0.984, TLI = 0.979, RMSEA = 0.040. Notes: AVE = average variance extracted; IFI = incremental fit in-
dex; CFI = comparative fit index; TLI = Tucker-Lewis index; RMSEA = root mean square error of approximation;
a composite reliabilities are along the diagonal; b correlations are above the diagonal; and c squared correlations
are below the diagonal.
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4.3. Structural Equation Modeling (SEM)

SEM was performed in order to check whether the proposed hypotheses are statisti-
cally significant or not. The overall evaluation of the model fit indicated an adequate fit
of the model (χ2 = 278.511, df = 124, and p < 0.001; NFI = 0.963, IFI = 0.979, CFI = 0.979,
TLI = 0.974, and RMSEA = 0.044). The data analysis results, which include the path-
standardized parameters and the correspondent t-values, are shown in Table 4. The results
of the SEM analysis statistically supported five of the seven hypotheses.

Table 4. Standardized parameter estimates for the structural model.

Independent Variable Dependent Variable Standardized
Estimate t-Value Hypothesis

H1 Utilitarian shopping value → Brand prestige 0.606 3.509 Supported
H2 Hedonic shopping value → Brand prestige 0.388 2.297 Supported
H3 Brand prestige → Well-being perceptions 0.908 13.840 Supported
H4 Brand prestige → Brand preference 0.012 0.067 Not supported
H5 Well-being perceptions → Brand preference 0.915 14.776 Supported
H6 Well-being perceptions → Word-of-mouth 0.035 0.597 Not supported
H7 Brand preference → Word-of-mouth 0.926 15.479 Supported

Goodness-of-fit statistics: χ2 = 278.511, df = 124, χ2/df = 2.246, p < 0.001, NFI = 0.963, IFI = 0.979,
CFI = 0.979, TLI = 0.974, RMSEA = 0.044. Notes: AVE = average variance extracted, IFI = incremental fit index,
CFI = comparative fit index, TLI = Tucker-Lewis index, and RMSEA = root mean square error of approximation.

4.4. Moderating Role of Country Image

A multiple-group analysis was used in order to check the moderating role of country
image, which is based on the comparison of the chi-square difference between the uncon-
strained and constrained models in regard to the difference in the degrees of freedom.

The results of the data analysis indicated that country image plays an important
moderating role in the relationship between brand prestige and well-being perceptions
(∆χ2 = 4.784 > χ2 = 0.5(1) = 3.84, df = 1), which supports Hypothesis 8c. The path coefficient
for the high-country-image group (β = 0.952) was more specifically higher than it was for
the low-country-image group (β = 0.841). Second, the moderating role of country image in
the relationship between brand preference and word-of-mouth was confirmed (∆χ2 = 5.720
> χ2 = 0.5(1) = 3.84, and df = 1). This result showed that the effect of brand preference on
word-of-mouth is significantly different across the level of country image, which supported
Hypothesis 8g. The path coefficient between brand preference and word-of-mouth was
0.948 (p < 0.05), which is in regard to the high-country-image group. On the other hand,
the path coefficient was 0.851 (p < 0.05) for the low-country-image group.

However, Hypotheses 8a (∆χ2 = 0.421 < χ2 = 0.5(1) = 3.84 and df = 1), 8b (∆χ2 = 1.255
< χ2 = 0.5(1) = 3.84 and df = 1), and 8e (∆χ2 = 0.453 < χ2 = 0.5(1) = 3.84 and df = 1) were not
statistically supported, which is contrary to expectations. Figure 2 provides the results of
the multiple-group analyses.

In addition, the R2 values for brand prestige, well-being perceptions, brand preference,
and word-of-mouth in the proposed model were 0.572, 0.682, 0.701, and 0.697, respectively.
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5. Discussion and Implications
5.1. Theoretical Implications

First, this study examined tourists’ perceived shopping values and their outcomes.
The concept of shopping value in the tourism industry refers to the customers’ overall
appraisal of the net worth of a shopping experience, which includes its utilitarian and
hedonic value [6,8,23]. The study focused on the concept of brand prestige as an outcome of
perceived shopping values. Brand prestige refers to the products/services that are related
to the brand being positioned higher than other brands [39,40]. Customers judge the level
of brand prestige based on the value that the brand gives them [43,44], so the present study
proposed H1 and H2. The results revealed that these two hypotheses were statistically
supported. The path coefficient of H1 was higher than H2, which is unlike previous studies
in the food service context [35,44]. It can be interpreted that utilitarian value is more
important than hedonic value in regard to forming brand prestige because duty-free shops
should accomplish the shoppers’ needs about what they need and what they are looking
for, which is unlike the hall-service context. This study presents a theoretical contribution
as the first finding that identifies the predictors of a duty-free shop’s brand prestige.

Second, the study investigated the outcomes of the brand prestige of a duty-free
shop. The study adopted the concept of well-being perceptions and brand preference as
the outcomes of brand prestige. Well-being perception is the extent to which a particular
product/service creates the overall perception of quality of life [45], and brand preference
is the extent to which a customer favors the designated product/service that is provided by
a specific company compared to other companies [19]. The extant studies supported the
effect of brand prestige on well-being perceptions and brand preference [34,37]. The result
of the hypothesis tests revealed that H3, H5, and H7 were statistically supported. However,
H4 was not statistically supported. It is not in line with the study about fine-dining
restaurants’ customers [51] or the study about casino players [37]. Using a high-prestige
brand can reflect the customer’s social status, so they might prefer those brands. The
duty-free shops have high-prestige brands, so if it is a brand without a specific product
that travelers want, they may not prefer the brand. In other words, travelers have to
meet a specific experience in order to prefer the high-prestige brand, which is a well-
being perception that was found in this study. In addition, H6 was also not statistically
supported. Travelers experiencing a well-being perception with first-class airlines can
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recommend it as a memorable experience [54]. Travelers may perceive a sense of well-being
at duty-free shops, but it would be remembered as just one of the good experiences of
their trip. Nevertheless, the travelers’ well-being perception of duty-free shops influenced
brand preference, which led to word-of-mouth. This study found an essential role of
brand preferences in regard to forming word-of-mouth in the context of the shopping
experience at duty-free shops, which is unlike the previous studies on travelers’ well-
being perceptions [46,54]. These findings present a theoretical extension that identified
the sequential relationship, which included brand prestige, well-being perceptions, brand
preference, and word-of-mouth intentions, in the context of tourists’ shopping behavior in
a duty-free shop.

Third, the present study investigated the moderating role of a country’s image. Coun-
try image is an individual’s total of all the informational, descriptive, and inferential beliefs
about a particular country [62,63]. The study proposed the moderating role of country
image, which is grounded in the halo effect theory [68,70]. The result revealed that H8c and
H8g were statistically supported. Both paths showed that the high-country-image group’s
path coefficient is stronger than the low-country-image group. However, the moderating
role of country image was not statistically supported in regard to forming brand factors,
such as H8a, H8b, and H8e. Travelers can experience a brand in the country that they
traveled to as well as also in their own or other countries. It can be interpreted that country
image might not be important in regard to preferring duty-free shop brands and evaluating
a brand’s prestige. The present study consequently has a theoretical extension that found
the halo effect in the travelers’ shopping experience in duty-free shops by identifying the
moderating role of country image.

5.2. Managerial Implications

First, utilitarian shopping value is the most positive factor in regard to forming the
brand prestige of a duty-free shop. This study measured utilitarian shopping value as
an assessment of whether the customers are buying what they want and really need
during their shopping experience. The managers of duty-free shops can conduct customer
research in order to understand their needs, such as focus group interviews. They should
continuously gather customer feedback and use it in order to improve the utilitarian value
by listening to what the customers need and want and by making changes to products. In
addition, marketers should consider in-depth visual merchandising methods in order to
easily find the products that shoppers are looking for. The customer research and interview
suggested above should also be reflected in the product display.

Second, hedonic shopping value also influences the brand prestige of a duty-free
shop. The marketers of duty-free brands can improve brand prestige by providing hedonic
shopping value. For instance, the cosmetic brand Lancôme hosted its inaugural Blooming
Rose Spring Festival event, which was in partnership with a China Duty-Free Group [84]. The
duty-free store space was transformed into a digital rose wonderland, which incorporated
the existing art and light installation. Lancôme provided a pleasant and happy experience
for duty-free shoppers via this event. The marketers of duty-free brands should also break
away from typical duty-free brand managing and host events via partnerships with brands
that are located in duty-free shops in order to provide hedonic shopping value to tourists.

Third, country image strengthens the effect of brand prestige on well-being perceptions
and the effect of brand preference on word-of-mouth intentions. The marketers can leverage
country image in order to enhance the tourists’ well-being perceptions and word-of-mouth
intent. For example, the color red symbolizes China. Red paper cuts and couplets, which
are used when decorating for the Chinese Lunar New Year, include red flowers and red
lanterns. Lancôme gave the shoppers a feeling of being in China by dyeing the shopping
mall red via the event that is explained above [84]. The marketers can improve country
image with colors or symbols by reflecting the national characteristics of the duty-free shop
brand. For instance, the managers at duty-free shops in Korea can consider the Hanbok



Sustainability 2023, 15, 5304 12 of 15

uniform, which is the Korean traditional dress. It would enhance the travelers’ perception
of the country image of Korea.

6. Conclusions

This study successfully identified the tourists’ shopping values and their consequences
in the context of a duty-free shop. The study proved H1, H2, H3, H5, and H7, which
included utilitarian and hedonic value, brand prestige, well-being perceptions, brand
preference, and word-of-mouth intentions. The study also partially found the moderating
roles of the country image, H8c and H8g, in which paths were strengthened by the country
image. These findings present theoretical contributions and managerial suggestions in the
context of duty-free shop brands. It is the first finding that identifies the predictors of a
duty-free shop’s brand prestige. The present study also proved the halo effect of country
image in the context of the tourists’ shopping behavior in a duty-free shop. In addition,
the study suggested focus group interviews and visual merchandising methods in order
to enhance the utilitarian shopping value. The study also suggests event marketing via
partnerships with brands that are located in duty-free shops in order to enhance hedonic
shopping value and country image.

Nevertheless, the current study has some research limitations. First, the data that
were used in this study were measured in one survey, which might be the reason for the
likelihood of a common method bias [85]. Future studies should devise data collection
methods that reduce the likelihood of a common method bias, such as observing shopping
tourists’ mobility [86]. Second, the findings of this study are difficult to generalize in
other countries because the study only involved Chinese tourists. There may, in particular,
be differences in customer responses depending on the cultural dimensions [87]. This
leads to a low level of external validity, so the study suggests future research that applies
cross-cultural differences. Third, social values can also influence the tourists’ responses and
behavior in addition to utilitarian and hedonic values [15,88,89]. It is recommended to use
a comprehensive framework that includes social values or other values in future research.
Lastly, the demographic factors, which include gender, age, marital status, occupation,
education level, and income, can be considered as control variables, but the present study
overlooked them. The study suggests future research about travelers’ shopping behavior
by considering these demographic factors.
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