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Abstract

This study was conducted to investigate the purchase behavior of environment-friendly agricultural products
(EFATSs) and to provide necessary information for planning and executing effective marketing strategies for
producers and distributors. The subjects of this study were 306 housewives in the Seoul area over the age
of 20. The result of this study showed that once a month topped with 38.9% in the frequency of purchase,
vegetables were the highest with 83.3% in the percentage of purchase and the place of purchase most frequented
by consumers discount stores (45.8%), but purchases from farmers were the lowest with 3.6%. TV/radio topped
the list of information resource with 3.42, followed by family/relatives/friends (3.33) and newspaper/ magazine
(3.31). Those surveyed listed sanitary condition/freshness (4.43), safety (4.20), nutrition (4.05), and taste (3.99)
as major evaluative criteria for choosing organic food, in order of importance. Finally, consumers seem to
be satisfied with the nutrition (3.75), safety (3.71), and freshness (3.70) of the products and they were dissat-

isfied with the price of the products.

Key words: environment-friendly agricultural products, purchase behavior, evaluative criteria, satisfaction
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Table 1. General characteristics of subjects

Variables N %
20's 38 12.4
A 30's 109 356
&¢ 40's 129 42.2
>50 30 9.8
Full-time housewife 153 50.0
Officer 8 2.6
Occupation Salaryman 54 177
P Self-employed 39 12.8
Professional 25 8.2
Student 27 8.8
<Middle school 22 7.2
High school 105 34.3
Education College 48 15.7
University 108 35.3
> Graduate school 23 75
<150 13 4.3
Household 150~199 39 12.8
income 200~249 53 17.3
(¥¢10,000) 250~299 48 15.7
>300 153 50.0
1 3 1.0
2 16 5.2
Family size 3 45 14.7
4 182 59.5
>5 60 19.6
. Single family home 40 13.1
Hot‘tlsmg Apartment 191 62.4
patlern Row house 75 245
Total 306 100.0
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Table 2. The consumption patterns of organic food N (%)
Age Education Household income (¥10,000)
< . . >
205 30’ A0's =50 Middie Jligh College Ur;‘ggr’ Graduate <150 198, 290 259, =300 Total
X —value xzfvalue xzfvalue
Daily T - 7 T T 3 - - 2 T T T T 2 6
(26) (-) (31 (33 (45 (29 (-) (-) (8D (77D (26 (19 (21) (13) (20
Twice 7% %4 7 5 27 12 % 3 1 5 14 13 40 73
a week  (184) (229) (264) (233) (227) (257) (250) (241) (130) (7.7 (12.8) (264) (27.1) (26.1) (23.9)
[ Once 13 40 39 16 733 2 34 14 5 15 17 12 59 108
a week  (342) (367 (302) (533) (31.8) (314) (417 (315 (609) (385) (385) (32.1) (250) (386) (35.3)
Once 17 4 5 6 9 42 16 48 4 6 18 21 22 52 119
a month (447) (404) (403) (200) (40.9) (40.0) (333) (44.4) (174 (462) (46.2) (39.6) (45.8) (34.0) (38.9)
11.209 20.686 11.155
32 9% 104 24 18 8 37 93 2 8 36 42 41 128
Vegetables (84.2) (87.2) (80.6) (80.0) (81.8) (81.0) (77.1) (861) (957) (6L5) (92.3) (79.2) (85.4) (83.7) (823553)
2.092 4928 7507 :
17 5 6l 17 1148 19 55 17 3 16 23 23 &
Fruits (447) (505) (47.3) (6.7 (50.0) (45.7) (39.6) (50.9)  (739) (23.1) (41.0) (434) (47.9) (55.6) <i95%>
1.226 8.038 7.808 :
7 2% ™ 10 5 24 7 %5 7 2 5 12 12 37
Seasoning _(105) (229) (225) (333) (227 (229) (146) (231)  (304) (154) (12.8) (22.6) (250) (24.2) (25’%)
5.187 2599 2.906 :
9 27 38 1 1121 15 %5 7 7 13 13 13 @
Cereals (237) (24.8) (295) (36.7) (50.0) (25.7) (3L.3) (23.1)  (30.4) (30.8) (33.3) (24.5) (27.1) (27.5) (2;3%)
2172 7.161 0.957 :
6 21 23 6 719 6 2 5 2 7 8 11 8
0" Potatoes (158 (19.3) (17.8) (20.0) (182) (181 (125) (204) (L7 (154) (17.9) (15.1) (22.9) (18.3) (lgg)
0.305 1575 1126 -
5 15 13 2 7 11 5 12 3 5 7 7 2 17
Meats (132) (138 (10.) (67 (182 (105 (104) (LD (130) (154) (17.9) (13.2) ( 4.2) (1L1) (lf’z)
1.602 1.203 4517 :
6 53 58 15 9 39 20 53 11 3 14 17 2 7%
Beans (158) (486) (45.0) (50.0) (40.9) (37.1) (AL7) (49.1) (47.8) (23.1) (35.9) (32.1) (45.8) (49.7) <i3321)
13675~ 3.383 8417 :
6 11 13 6 9 9 ) 12 5 3 2 8 8 15
Milks (158) (10.D) (10.1) (20.0) (9.) (86) (167 (LD (L7 (23.1) (5.1) (15.1) (16.7) ( 9.8) (113%)
3.201 4543 5501 :
719 37 6 9 16 13 29 6 2 7 8 9 D
Eggs (105) (174 (287 (2000 (9.1) (152) (27.1) (269 (261) (154) (17.9) (151 (188) (26.1) (Zf%)
7744 7.435 4028 :
Department 4 15 16 5 9 11 5 16 6 - 2 8 8 2 D
store (105) (138) (124) (167 (9.1) (105) (104) (148 (261 (-) (51) (15.1) (167) (144) (13.1)
Discount % 48 56 11 8 54 2% 41 1 9 24 271 21 59 140
store (65.8) (44.0) (434) (36.7) (364) (514) (542) (380) (478) (69.2) (615) (50.9) (43.8) (386) (45.8)
Agmﬂt‘gal 1 15 2 6 6 14 5 18 2 - 9 5 5 25 4
g?grpeem Ve (26) (138) (17.1) (20.0) (227 (133) (104) (167 (87 (- (231) ( 9.4) (104) (163) (14.4)
Super- 3 713 5 4 9 6 9 - 2 1 9 3 13 2
M arket (7.9 (64) (10.1) (167) (182) (86) (125 (83) (-) (154) ( 26) (17.0) ( 63) ( 85 ( 9.2)
From 1 3 4 3 1 4 1 4 1 1 - 1 2 7 11
farmer (26) (28 (31) (10.0) (45 (38 (21) (37 (43 (77 (-) (19 (42) (46) ( 36)
Specialty 3 17 14 - 110 4 16 3 1 1 2 9 2 34
store (79) (156) (109) (-) (45 (95 (83) (148 (130) (7.7 (26) ( 38 (188) (137) (11.1)
Others 1 4 4 - 1 3 1 4 - - 2 1 - 6 9
(26) (37 (31 (-) (45 (29 (21 (37 (-) (=) (5D (19 (-) (39 (29
23168 19.464 37.169°
20000 6 12 10 T 3 9 7 13 - 3 8 6 3 9 29
’ (158) (11.0) (78 (33) (136) (86) (83 (1200 (-) (231 (205) (11.3) ( 6.3) ( 59 ( 95)
20,000~ 14 48 53 8 9 47 17 48 2 3 16 25 25 54 123
49999 (36.8) (44.0) (A1.1) (267) (40.9) (44.8) (354) (444) (87 (23.1) (41.0) (47.2) (52.1) (35.3) (40.2)
50,000~ 6 31 39 1 7 32 18 %5 15 5 9 18 12 53 97
v 99,999 (42.1) (284) (30.2) (367) (31.8) (305) (37.5) (231) (652) (385) (23.1) (34.0) (25.0) (346) (31.7)
100,000 ~ 1 13 19 7 2 14 ) 14 2 9 4 4 5 2B 40
199999 (26) (119 (147) (233) (9.1) (133) (167 (1300 (87 (154) (10.3) ( 7.5) (10.4) (163) (13.1)
900000 1 5 3 3 1 3 1 8 4 - 9 - 312 17
=20, (26) (46) (62 (100 (45 (29 (21 (74 (174 (-) (51 (-) (63 (78 (586)
15.248 31.679° 25.034

UN (%) of Yes.

p<0.05, “p<0.01. I -Purchase frequency, I -Purchase items, I-Place of purchase, IV-Cost of purchase.
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Table 3. Information sources for organic food

Mean+SD

Age Education Household income (%10,000)
< . . >
20's 30's  40's =50 Middle 8P coliege VMV Gaduate <150 190 2000200 o apn i
school sity . ~199 ~249 ~299
school School
F-value F-value F-value
_ 297 330 347 331 350 327 324 331 365 346 321 319 341 337
Family/Rela~ 1089 +102 +08) +089 +096 +101 +085 +093 +089 +097 +1.14 +099 +093 +088 333
tives/Friends - +0.95
2.731" 1.043 0.630
253 290 286 283 264 270 268 287 361 238 257 267 289 296
Books +0.80 +1.03 +093 +1.04 +085 +089 +098 +097 +099 +087 +098 +0.83 +1.01 +0.98 fé{;
1471 4963 2.439" -
303 339 328 347 341 326 304 333 387 269 319 323 336 340
Newspaper/ 1100 +101 +095 +078 +0.85 +095 +098 +095 +101 +08 +1.12 +094 +097 +093 31
Magazine +0.97
1.638 3.047 1915
326 339 339 38 368 346 319 330 400 338 333 352 334 343
TV/Radio  +1.08 £1.06 +093 +079 +084 +093 =108 +103 +085 +119 +110 +094 +1.09 +095 fb%g
2.140 3.493" 0.279 o
326 327 295 28 250 301 306 319 365 331 300 271 311 323
Internet +092 +1.16 +£1.06 +093 +096 +1.14 +087 =108 +098 +103 +121 +1.13 +1.05 +101 +31087
2.614 3.714” 2.447° o
271 300 304 307 295 301 276 298 339 262 279 28 311 306
Pamphlets/ 193 +103 +090 +0.87 +090 +098 +098 +092 +084 +087 +091 +098 +094 +095 299
Catalogs +0.95
1.293 1.759 1.436
229 239 259 214 255 236 223 245 291 215 241 221 236 257
Seminar +1.00 £0.97 £1.04 +£099 +091 £109 112 095 +085 +099 +105 +096 £0.96 +1.05 Eflgz
2.054 1.923 1.575 o
305 295 314 321 336 307 311 301 296 28 289 327 307 3.06
Salespeople 099 £1.04 +093 +£086 +090 +096 +101 +100 +088 =090 +1.06 +095 +0.95 +0.96 f-oog7
0.925 0.702 1.043 o
<0.05, “p<0.01, “p<0.001.
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Jeol M= 7F5/AA/AF7F 718 =4 vebgth olA ATEAH wsEz AWEw, R
ABA=AE TIP|= A aaE 2 AAEA VG 29 BAEeR U
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Table 4. Evaluative criteria for organic food Mean=+SD

Age Education Household income (#10,000)
< . . >
20's 30's 40's =50 Middle 08 College UMV Graduate <150 120 200 20 a0 i
school sity ~199 ~249 ~299
school School
F-value F-value F-value
363 380 393 367 391 384 357 393 365 338 387 387 379 384
}geYel of +091 +0.78 £0.77 £0.8%8 +0.92 +0.77 +080 +076 +098 +0.87 +086 +0.76 +0.77 +0.81 56821
rice 0.
1.891 1.913 1.068
376 374 383 380 395 38 398 372 352 400 395 381 385 374
External +1.00 £0.90 £0.90 +0.96 +0.79 +091 +094 +090 +099 +091 +1.10 +0.83 +0.83 +092 81
appearance +0.91
0.499 1.443 0.594
, 332 298 322 330 323 328 315 303 313 292 303 331 317 315
Salesperson’s 187 +0.89 +0.82 +0.92 +0.81 +096 +093 +079 +063 +096 +087 +092 +0.78 +0.88 1O
explanation +0.87
2,444 1.158 0.854
368 399 391 377 38 38 391 399 391 338 379 372 415 395
Package +1.04 £092 £0.83 £1.04 £0.89 +098 +0.86 +090 =+0.79 =119 +103 +0.86 +0.74 090 90
labelling " +0.91
1.292 0.590 2.757
, 368 386 398 363 364 373 368 406 422 338 356 356 398 406
Store’s +1.04 £090 084 +0.72 +0.85 +092 +098 +0.76 +090 +065 +097 +098 +0.79 +0.82 87
credibility - — +0.88
2.006 3.779 6.076
382 427 431 397 400 410 398 439 443 408 385 385 438 437
Safet +1.01 £0.81 £0.72 +0.85 +0.82 +0.87 +£1.02 +067 +059 +076 +104 +1.07 +057 +066 420
v +0.82
4794 3.634™ 6.910™" o
_ 342 362 363 333 355 343 352 360 417 331 313 344 385 366
Trust in +095 £1.09 £0.96 +0.88 +091 +099 +1.07 +100 +0.78 +086 +1.11 +0.83 +083 +1.05 97
brands - - +1.00
1.081 2718 3.766"
, 353 406 402 377 386 38 381 403 430 354 346 379 425 406
Quality +120 £1.05 £098 +1.01 +099 +1.11 +1.10 +1.00 +088 +120 +121 +093 +081 +1.05 9
assurance " — +1.05
2953 1.254 4.496
, 392 451 453 437 409 437 432 459 452 415 426 421 454 454
Sanitary con- 1108 +070 £0.70 £0.93 +1.15 +0.82 +098 +058 +067 =114 +103 +091 +062 +0.69 443
dition/freshness - " +0.80
6.618 2594 2.879
371 406 418 387 405 395 409 413 400 423 385 390 413 41l
Nutrition +0.96 £0.80 £0.79 +0.86 +095 +0.84 +091 +081 +067 +083 +1.07 +0.77 +0.79 +0.80 fbog4
3714 0.641 1.400 o
371 394 410 407 409 409 421 389 352 415 397 392 404 3.99
Taste +1.06 £0.87 £0.84 +0.69 +0.75 +0.87 +1.00 =078 +099 +080 =099 +0.86 +0.82 +0.88 f{?gg
2.187 3.251" 0.232 o

p<0.05, "p<0.01, “p<0.001.
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Table 5. Degree of satisfaction in organic food Mean+SD
Age Education Household income (¥10,000)
< . . >
20's 30's  40's =50 Middle Slj;izl College Ur;ﬁr’ Graduate <150 ffgg 3(2)29 3289 =300 Total
school School
F-value F-value F-value
355 364 374 373 350 366 376 366 38 362 359 362 365 373
Taste +069 +£073 =065 +069 +0.74 £071 +060 =071 +058 +077 +0.83 +066 +0.67 +0.66 +3~0629
0.943 0.830 0515
374 374 378 370 368 370 380 377 387 415 370 360 375 378
Nutrition +060 +073 +068 +0.65 +0.78 +064 +065 +073 +063 +056 +0.66 +066 +0.67 +0.70 +367€638
0.137 0.458 1.877
255 227 239 230 236 246 236 227 230 202 243 225 221 238
Price +098 +£0.85 +091 +0.79 +0.85 +0.86 +092 +092 +0.88 +£0.64 +096 +0.78 +092 +0.90 36329
1.035 0.590 1.979
202 305 296 293 28 309 300 28 309 300 303 302 302 29
Size +0.78 +071 +0.67 +£0.79 +091 +066 +070 +073 +060 +071 +090 =072 +0.76 +0.64 36921
0.474 1475 0.202
347 325 335 317 332 341 339 321 322 323 335 345 333 325
Color +073 +0.80 £0.67 +£070 +0.72 +0.72 +0.88 +068 +067 +0.73 £0.82 +0.70 +0.66 +0.74 5623
1.363 1.242 0.807
371 363 371 390 355 378 380 363 361 377 376 379 365 366
Freshness +090 +089 +0.76 =071 +060 +0.75 +091 +089 +0.78 +073 +086 +0.82 +0.86 +0.81 56722
0.838 0.894 0.374
361 375 369 373 38 365 374 370 374 362 365 362 373 375
Safety ~ +072 +095 +086 +098 +064 +088 +085 +090 +114 +096 +082 +095 +084 +0.90 fgég
0.259 0.303 0.281
313 297 302 287 28 303 320 289 313 300 305 296 310 297
Variety ~ £094 +£090 +077 +£094 +0.83 +£082 +089 +0.87 +082 +123 £097 +090 +0.78 +0.80 36925
0.597 1.381 0.297
207 318 317 327 341 315 313 310 326 300 322 294 319 322
Supplier ~ £075 +£071 +0.77 +087 +059 +083 +078 071 +075 +100 +058 +089 +0.73 +0.73 +361.$6
0.978 0.865 1526
D<0.05, “p<0.01, “p<0.001.
TS SLE ALE = T/ Ao = v)vk T A= FRA, 22 50T o]
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