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Abstract

Purpose — Since Korean distribution market was opened, the domestic environment in department stores has been changed
by the pattern of consumption and consumer need based on income classes. As multilateral Free Trade Agreement (FTA)
accelerates opening markets, the scale of circulating capital has become bigger. Large-scale commercial facilities have
developed quickly as a form of a large shopping center, thus, the matter of choice and securing market area became an
important valuable in this trend. Moreover, multi-complex space has been proposed as the goal of successful business with
promoting the public benefit.

Research design, data, and methodology — This research studied consumer behavior using data about the life style and
sales of consumers, not statistical data or survey as previous studies. This research tried to find the differentiation in
complex cultural space with consumption behavior of department store.

Results — As the structure of society and culture was getting diverse and complex, economic growth and development with
such diversity and complexity improved consumers' quality of life. The changes of consumer life style are quite natural like
human instinct. Department stores have activated retail business with the products of accumulated technology. Moreover,
they have created the space of consumption and culture. Because of these social and environmental changes, department
stores are being developed as Multi-functional spaces as well as sale places considering the strategies of department and
the changes of consumers’ purchasing behaviors.

Conclusions — Urban culture complex is a landmark standing for the culture era of 21st century. It has provided an
opportunity for consumers to enjoy culture, and has been an important factor to improve company images. Based on these
roles and needs, expectancy effects are related with consumer preference and space preference, and the attitude toward
companies. Moreover, the expectancy effects from those relationships are getting bigger and bigger.

We should respect nature, a characteristic of Korean architecture, maintain visual continuity that harmonies with nature in
the development of the complex space of the domestic department stores, and should take significance in the development
of the complex cultural space in the direction of feeling the hierarchy of the space to obtain the visual pleasure with the
artificial structure.
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<Table 1> Difference of Shopping and Malling

Shopping

Malling

buying goods +

Purpose buying goods + events consume culture + Fun
Size 33,000m* 165,000m*
Type department, large Mart complex shopping
Extend of stay 2 hour 4~5 hour
Peak time saturday afternoon friday afternoon
otc. downtown downtown and secondary

central business district
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<Figure 1> The Fusions of Consumer Culture by Generation
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