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Z2HHiY Objectives of the study
c

o LBV ANHEEREEFHSHNWEER

e To evaluate the level of satisfaction of shoppers towards
shop-mix in LML’s shopping centres

o TEBYIAHFHEREREFHESHINHE

e To understand shoppers’ expectation of shop-mix in LML’s
shopping centres
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2 Survex Methodologx
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Survey Instrument

o THRKFIA

e Face-to-face interviews

EEREREZN

Sample

H ERaA S bk A VU AR Y s RE R S A 21500 UL LA
S e Sl BRIHERSEARD cZR AN 17 B

(B—TE B 5e 1 25(E B IRAH R AR)

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)
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Sampling Method

o BTHREBERE I REMERBRIFRN, it eI
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e To minimize over-representation of any gender or age, the
SSRC targeted equal number of respondents from specific
gender and age groups in each shopping centre
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FHEHE Survex Methodologx

BREEGEIE

Selection of Respondents

o MR EPERIEERRRBR MR iRy ERERAIR T
e Respondents were selected by the stratified random

sampling method according to the population age-sex
distribution




2KE54 Face-to-face interview

FERGT

Questionnaire Design

SEERIBHEL GREEA T TORET (P2UR HEHEERERK)

A bilingual questionnaire was designed by the SSRC (using a
computer readable survey form)

BOMENT YRR o #E
The average administration time was about 7 minutes for
questionnaire

%.gﬁgéﬁ?gﬁﬁmﬂqﬂ , T HH L 52 e TE R ThRIRh I, DA R
A pilot study of 27 cases in Kai Tin Shopping Centre to pretest
the questionnaire



qakaff) Face-to-face interview
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Fieldwork

o F_FEFLF=HT

o 14th -

o EHUFR

HITER

17" March 2007
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e The schedule covered one weekday and one
weekend in each shopping centre to ensure that
the sample is representative of all shoppers



qexahf] Face-to-face interview
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BRAERZE

Sample Error

o FEVMERHBHIIACNIEIEIRA T ST L

e A total of 579 shoppers were interviewed in the entrance
areas of the four shopping centres

o BERAREEX4.1%

e The sample error is at most +/- 4.1%
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B35 EF The four shopping centres

2190 Tsz Wan Shan
Shopping Centre

25.4%

B Kai Tin Shopping

—
—_—

Centre 23:4%
¥ =% Po Tat Shopping 24.7%
Centre

L HABE Choi Ming Shopping
Centre

24.5%

0% 10% 20% 30%
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(Note) More than 10% of Indoor Floor Area in these four shopping centres is occupied by new
tenants introduced by The Link Management.



Surveyed Shoppers
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Survey Findings — Profile of All
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Gender distribution of all surveyed shoppers
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Age distribution of all surveyed shoppers
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Occupation of all surveyed shoppers

45 Blue collars =23-8%

& Clerks [T 10.2%
HE/EEEREAR = 9.5%
Professionals/Associate Professionals e

BEIEEITBRAR = 4.8%

Employers/Administrators/Managers

FEAEMR A Not in the Tabour force [T 50.6%

{E#B[E% Refuse to answer | 1.0%

0% 20% 40% 60%

FEERR AT ERE11.1% B4, 18.7% FEEH M120.9% KERFREAL

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

CHRAST  Maried vith = 9
child (ren) 56.3%

I Never married | S 34.2%

EBHREET Married .
without child = 4.7%

5 J& /B8 Divorced or .
Separated : 2.9%

®AE Widowed [ 1.4%

4B Refused to answer | 0.5%

0% 20% 40% 60%
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B E Tertiary

R Matriculation

&  Secondary

/NBELIT  Primary or

below

fERBE % Refused to answer

CHIHEER

Education background of all surveyed shoppers

9.0%

0.2%

—r

8.7%

20.7%

91.5%

0%

20%

40%
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Personal monthly income of all surveyed shoppers

$ 20,000 5L _E or above = 7.5%

$ 16,000-19,999 [N 3.6%
$12,000-15,999 [ 9.5%
$8,000-11,999 I 20.0%
$4,000-7,999 [ 11.2%
4,000 o I 10.9%
e A $0 [ 34.0%

IR 1B/ AR [

Don’t know/Refuse to answer

3.1%

0%

10% 20% 30% 40%



e Nawi N SYEE 3= PN
Household monthly income of all surveyed shoppers

$40,0005L or above I 5,29

$30,000-39,999 I 8.5%

$20,000-20,999 [ 13.5%
$16,000-19,999 [ §.3%

$12,000-15,999 [ 13.6%
$8,000-11,099 | 15.0%
$4,000-7,099 [ 5.1%

D1 $ 4,000 or below T 5.5%
B ARREE | 5.8%

Don’t know/Refuse to answer

0% 10% 20%
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65.1%ZFEM A LFE - BIRF—FPATELE: - BN
EmEEEEREE LI
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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

RFE Strongly agree =6.7%
A Asce [ 58.4%
—#  Neutral | 24.2%
R Disagree | 8.5%

BRFEE  Strongly disagree | 1.9%

IE{S 38 /6F8E38 Don't know/hard 0.3%

to say

0% 20% 40% 60%
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66% agreed that the newly introduced shops met the general
consumption needs of the nearby residents.

B Strongly agree =7.3%

R Asree I 58.7%
—# Neutral [ 21.9%
AEE Disagree =10.4%

BARFE Strongly disagree :0.5%

EER/ 8 Don't 1.9%
know/hard to say ’

0% 20% 40% 60%



63.3% ZEIEY A LR EHS | AN P ATENRE M EY
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63.3% surveyed shoppers agreed that the choice of goods and food
selling in the newly introduced shops was affordable for them

AR Agree | 58.5%
—# Newtral [ 23.8%
AFEE Disagree =9.5%>

BAREE Strongly disagree : 1.9%

FETE R/ 78R Don't 1

know/hard to say

0% 20% 40% 60%



72.7% ZEHEEYI N LR RS AR PRI RE S 5
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72.7% agreed that the newly introduced shops brought more
convenience to them

BEE Strongly agree = 8.3%

7 Avee [ ¢ 4%
— Neutral [ 16.9%
ARFEZE Disagree =7.8%

BAREE Strongly disagree :0.7%

S/ R Don't | oo

know/hard to say

0% 20% 40% 60%



—FPHT, AR SRE M K R YRR RN 722 5.78
73, BRI 2 6.8077, FHIEZE17.65%

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.

o

ﬁ 17.65%

=i FER EHEE R EBELFa0
Overall 2 Po Tat Kai Tin Choi Ming Tsz Wan
Shopping Shopping Shopping Shan
Centre Centre Centre Shopping
Centre

— BIHF Now = —LEZRFF 1.5 years ago




88.1% i A LB RS [HEE 185 A R R
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88.1% agreed with the direction of introducing more choices of goods
and restaurants

BB Strongly agree = 21.6%
B Agree L 66.5%
—#¢ Neutral = 6.9%

B, Disagree :2.6%

BAER Strongly disagree :0.5%

ER%/ %3 Don't know/hard 1.9%

o say

0% 20% 40% 60% 80%
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Surveyed shoppers wanted Restaurant, Fashion and accessory,
and Entertainments included in the shopping centre

ZE Restaurants 46.5%
KEEFSE / BF 389 Fashion and accessory
PA%ER] Entertainments

B2 /BT Electronic appliance
BHH®/ZATF Department store

=HE / 3 HJE Bookstores/stationery

#8fTF Bank

AR THE/EFIE Supermarkets/Convenience stores

Hfth Others * 14.7%
=HE /E | T EEEE
No opinion/%on%know/ﬁard to say ‘ 17' 1%
0% 10% 20% 30% 40% 50%

* 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
and Japanese/Korean restaurants included in the shopping centre

f5, Chinese food

& JE Fast food

Z & HK-style café

HE& Japanese/Korean food

PEE, Western food

H Al Others *

SRR RV T R

No opinion/Don’'t know/
Hard to say

(Base = 256)

15.6%

14.8%

e 13.2%

1.0%

40.6%

0% 10% 20% 30% 40%

* All responses mentioned by less than 5% of survey shoppers were grouped into “Others”

50%
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fE&E Conclusion
]

AR S — PRI

Comparing now with one and half years ago

BB ERET SRR
The overall average rating for each shopping centre
increased

o BEIME, 1= RGNS A L FEE N EFEREAREY
ATLHERBREERZ Tl

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



#E%E Conclusion

.
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Shops and Eateries

o RIMIHHEIERIBERSENEG AR BE MR H

o Most surveyed shoppers agreed with the direction of introducing
more choices of goods and food & beverage

o EXEINFRREZUSERSANGEIEEEE R, KEKEY
o Restaurants, fashion and accessory were the most popular types
of shop that should certainly be included in shopping centres

. %g%@m@&%ﬁﬁ IARRREEEE P RE - RE - BB KH

° For restaurants, Chinese restaurants, fast food, HK-style café and
gaﬁageze/Korean style were the most popular kinds to be
include



#E%E Conclusion
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The newly introduced shops during the past one and a half
years

oI=IrZ AR EEREREA SR R—RNRERE
eAlmost two-thirds of all surveyed shoppers agreed the shops
meet the general consumption needs of the nearby residents

oI =7 WA FIRE EREN R mE B MM I8l A,
& 23875 | AR G TR RE R At MR R 58

eAbout two-thirds of all surveyed shoppers agreed that the price
were affordable to them while the newly introduced shops were
convenient to them



1= Recommendations
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o KRILHIHIBEHEHNNEHEAH T | ARBIERNWE, HERES R
FEH MRS E TR LRI

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

Piviini

o HEREZRAHMBEANTIARSAEEENERNGEE - O
TR - REE - REBHRER - FEREETE © AR K
&< e Bl E

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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