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Abstract

The objectives of this study are to provide the food market of internet shopping malls with effective marketing data, to provide basic data
for the development of related fields of the study, and ultimately to increase the satisfaction of food consumers of internet shopping malls.
To achieve the object of this research, a cluster analysis of the research subjects was carried out based on the following 5 factors of food
purchasing attribute that had been deduced by a factor analysis by the types of food purchasers: quality characteristics, informativity,
convenience, price and diversity. According to the result of the cluster analysis, the research subjects were classified into the 2 clusters of
diversity and informativity, The deduced 2 clusters, together with age and occupation among general characteristics, were used as
independent variables to find out food purchasing behaviors and satisfaction at internet shopping malls. The results are as follows: Regarding
the frequency of food purchasing experiences at internet shopping malls according to occupation, the highest frequency was shown by those
involved in service, sales and self-employed businesses; whereas regarding the frequency according to age, those in their 30s and 40s
showed the highest frequency. The total amount of money spent on food purchasing for 1 year at internet shopping malls was shown to
increase as age increased. The frequency of the purchasing experiences of agricultural products and fish products was shown to be higher
as age increased. However, overall purchase satisfaction was highest among those in their 30s, while lowest among those in their 40s.
Regarding satisfaction by the types of food purchased via internet shopping malls, satisfaction was relatively higher with common foods and
functional foods, while lower with fish products. Taken together, it was concluded that purchasing behaviors at internet food shopping malls,
such as the frequency of purchasing experiences and purchase amount, varied depending on age rather than purchasing attribute,
Accordingly, in order to vitalize internet food shopping malls, it would be necessary to provide customized food shopping information for

individual age groups.
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Table 1, General characteristics of the respondents

Variable Category N(%)
Male 51(20.4)
Gender
Female 199(79.6)
20's 76(30.4)
30's 109(43.6)
Age
40's 43(17.2)
>50's 22(8.8)
Office workers 46(18.4)
Professional workers 69(27.6)
b Service business - Salesman - Self-employment 20(8.0)
Jol
Housewife 36(14.4)
Student 68(27.2)
Others 11(4.4)
€200 125(50.0)
Monthly 200~299 42(168)
household
. 300~399 35(14.0)
income
(10,000 won) 400~499 20(8.0)
2>500 28(11.2)
(25 63(25.2)
Monthly food 2549 90(36,0)
expenses 50~74 42(16.8)
(10,000 won) 75~99 17(6.8)
>100 38(15.2)
Total 250(100.0)
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Table 2, Examination of reliability according to the factor analysis of purchasing attribute

Factor . Eigen Variance ,
Factor Item ) Communality ) Cronbach’'s a
loading value  explained(%)
Food is fresh. 0.904 0.852
; Food is safe 0.900 0.841
uali : : :
Q v 4,047 25.295 0933
characteristics  Food is hygienic. 0.899 0.846
Food is delicious. 0.766 0.655
When purchasing food, necessary information is sufficiently provided. 0.812 0.708
Convenient shopping is possible because sales is made according to price,
, PPIng 5 P glop 0747 0627
» function, brand of food.
Informativity 2434 15.212 0.774
Product evaluation done by customers is useful at the time of purchase, 0.712 0.571
Products are reliable because information such as their producer, place of 0701 0.640
production, nutrition labeling and food additive are well displayed. ' ’
It is possible to purchase at anytime I desire. 0.879 0.800
Convenience It is possible to remove the burden of going around from shop to shop. 0.809 0.718 2.279 14.241 0.809
It is possible to save time purchasing food. 0.798 0.704
Food price is reasonable, 0.850 0.792
Price 1570 9.809 0.734
Price comparison among products is easy. 0.837 0.795
There is unique food rarely offered in markets, 0.847 0.742
Diversity 1.430 8.939 0.566
There is a variety of food to purchase, 0.708 0.657

Kaiser~Meyer~Olkin scale= 833, Bartlett's test of sphericity: * *(p)=2055,292({0.001)

LOIENo g T2H AEF A4 ek 201S ulgo Table 4, Examination of lifestyle factor differences according to
2 oL #Fdgsly] f 2RSS AT TREA the purchasing attribute Mean +SD
& HAFA KRBT TARANE Satel B A3 )]

o] Ful&AS BEFsl=d 7Y AR Aoz vEpyit) Cluster Cluster 1 Cluster 2
29 sy 2Fom g aRIEs HEwHY o Factor Diversity  Informativity ~ t-value
A2 A= AAISE A= Table 33} Table 49F 2T}, (N=135) (N=115)
27H/] EL?:]__E -E‘%Q‘}}P_Eq —r‘__Lé] 12 ‘q_oo’t/\-]’(NﬂaS) OE Factor 1 Quality characteristics -0.01£1.01 0.0110.99 -0.176
TF 25 AHA(N=115)02 WHdgon, 2Eu & Factor 2 Informativity -0.07£1.06 0.08+0.92 -1.220
Q9lo thek +H™E t747§ A3 g9l & ‘qu/]}\-]’ 7]'7—:1]}‘6V, Factor 3 Convenience 0.2610.91 -0.3041.02 4559
TF M Frel Al Aozt it Factor 4 Price 035091  -0414095 6459

Factor 5 Diversity 0624071 073078 14293
Table 3, Final cluster average according to the purchasing attribute wip (001

Cluster
Variable Cluster 1 Cluster 2 3. FoiEMof| w2 QIEul ATE AE Fof AlEY
(N=135) (N=115)

Factor 1 Quality characteristics -0.01028 0.01207 1) ?_]_ Ei]jl A %] = /5-]75' UH 5‘:1 3,_]_ :Ez]\_/;\_
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Table 5, Food purchasing experience via internet shopping malls

N(%)
Variables Yes No Total  x’(p)
Purchasing Diversity 73(54.1)  62(45.9) 135(100.0) 889
attribute Informativity 69(60.0)  46(40.0) 115(100.0) (0.372)
20's 35(46.1)  41(53.9)  76(100.0)
30's 08(62.4) 41(37.0) 109(100.0) 5246
he 40's 26605 17395 43(1000) (015
>50's 13(59.1)  9(40.9)  22(100.0)
Office workers 26(560.5)  20(43.5)  46(100.0)
Professional workers 41(59.4)  28(40.6)  69(100.0)
Servi Siness
- Sale;emc-eszzsem;oymem 14700)  6(30.0)  20(100.0) 13;;3;
Housewife 25(69.4) 11(30.6) 36(100.0) -
Student 36(52.9) 32(47.1) 68(100,0)
Others 0(0.0) 11(100,0) 11(100.0)
Total 142(56.8) 108(43.2) 250(100.0)

“p (.01

Tuigt Aol 7MY w2 Ao=Z UEREAL, 40tH(60.5%), 50
H(59.1%), 20tH(46.1%) o2 Bl LFPEoA AES T
ghs Aoz yepdth olgdt Ave Auld o2 Ay
of w3 olHul o] WLy} Ex, AToY AY So8 %
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2 7ulEdel v we AR dEer, 59 69.4%
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St 21F Tl 2ot Ze® AZtECHKim SHEF Joo NM
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of ez FusAY -4, A3}, JEUE §F 2l
TR AR RN P ATte] @St AfE mwehs <
T AR SRk glel ehemmw QIEYl agEeAe] 2
F e A% gd FeR odEckCho B 2003).
B ages o8 SHASE dHoR SFEclA
HES TR 3ol e Ak Table 634 o] Al
FAke] 5007 AzE 1-33] A= JEUl agEmld A T
ek Aos yehgon], 4-63(20.4%), 123] o]2(14.1%),
7-83](10.6%), 9~1138](4.9%) w22 JEYl &g Eolr AF
< Tufsks AoR dehhth ARl wEb AEe e
o frofgt zpol7h vehdi=tl, d¥o] ofdsE AUl
Tl AEE Tl Sk A 1-33) g B 20

2l "@isle 497t B2 30t dothe] oAelx IEUl 7} 74.3%2 7P 2o ukd sod] ool 38.5%E 7Y A
LBeS ol AFES Teke At =2 Aow H ek 2L 123] o gk 9= 5ot olde] 30.8%E
Table 6. Frequency of purchasing food via internet shopping malls N(%)
Frequency of purchasing food
Variables 1~3 times per 4~6 times 7~8 times 9~11 times = 12 times Total Xz(p)
year per year per year per year per year
Purchasing Diversity 37(50.7) 13(17.8) 8(11.0) 3(4.1) 12(16.4) 73(100.0) 1335
attribute Informativity 34(49.3) 16(23.2) 7(10.1) 45.8) 8(11.6) 69(100.0) 0.855)
20's 26(74.3) 3(8.0) 2(5.7) 129 3(8.0) 35(100.0)
30's 30(44.1) 15(22.1) 7(10.3) 5(7.4) 11(16.2) 68(100.0) 22441
e 40's 1038.5) 8(30.8) 6(23.1) 0(0.0) 20.7) 26(100.0) (0.033)
250’ 5(38.5) 3(23.1) 0(0.0) 1(7.7) 4(30.8) 13(100.0)
Office workers 11(42.3) 6(23.1) 3(11.5) 3(11.5) 3(11.5) 26(100.0)
Professional workers 18(43.9) 11(26.8) 4(9.8) 2(4.9) 6(14.6) 41(100.0)
Job s;uessrz::ﬁess?_:lzzymem 8(57.1) 2(143) 2(143) 000.0) 2(143) 14(100,0) ((9);(7)2)
Housewife 13(52.0) 4(16.0) 4(16.0) 0(0.0) 4(16.0) 25(100.0)
Student 21(58.3) 6(16.7) 2(5.0) 2(5.6) 5(13.9) 36(100.0)
Total 71(50.0) 29(20.4) 15(10.6) 7(4.9) 20(14.1) 142(100.0)

*p (.05
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2) YEY £PEoM 193t AF Fuid SH

AUl &gEAA 137t AE Fligt FHL Table 73
2ol AA SR = 275%7F 1d9] 209k o] AF~50uHS] n)
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okt AdERE AR G40 FEH(29.3%)E ST
of~100kel vIvko g Fufeh= A7k WAL, Aul, vl
A, Agde sekel ks e svkel o d-10ukel mvt
@8.00 o2 Fufshs F97h wskon, A% suked mte
2 sk A7t w2 AR YA ol Ajiwe] 7
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Aol ws] AedlelM 2FEE Fullshe vE
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Table 7. Annual amount of food purchase on internet shopping malls N(%)
Annual amount of food purchase
Variables (5 5~10 10~20 20~50 50~100 > 100 Total x'(p)
(10,000 won) (10,000 won) (10,000 won) (10,000 won) (10,000 won) (10,000 won)
Purchasing Diversity 12(16.4) 17(23.3) 11(15.1) 23(315) 5(6.84) 568 7310000 3630
attribute Informativity 17(24.6) 21(30.4) 9(13.0) 16(23.2) 3(4.3) 3(4.3) 69(100,0)  (0.604)
20's 14(40.0) 9(25.7) 6(17.1) 5(14.3) 1(2.9) 0(0.0) 35(100.0)
30's 8(11.9) 21(30.9) 9(13.2) 21(30.9) 3(4.4) 6(8.8) 68(100.0) s ro
Age
0 5(19.2) 5(19.2) 5(19.2) 8(30.8) 3(115) 0(0.0) 26(100.0)  (0.046)
>50's 2(154) 3(23.1) 0(0.0) 5(38.5) 1(7.7) 2(154) 13(100.0)
Office workers 27.7) 9(34.6) 5(19.2) 7(26.9) 1(3.8) 2(7.7) 26(100.0)
Professional workers 8(19.5) 12(29.3) 5(12.2) 8(19.5) 3(7.3) 5(122)  41(100.0)
Job Salej;ﬁflggjﬁi’ym 4(28.6) 4(280) 2(14.3) 321.4) 17.0) 000)  14(1000) (208 09:;
Housewife 1(4.0) 4(16.0) 4(16.0) 13(52.0) 2(8.0) 1(4.0) 25(100.0)
Student 1438.9) 9(25.0) 411.1) 8(22.2) 12.8) 0(0.0) 36(100.0)
Total 29(20.4) 38(26.9) 20(14.1) 39(27.5) 8(5.6) 8(5.6) 142(100.0)

*p (.05

FFAE x5t 8] A 4208 A4E(2013)
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Table 8, Information path at the time of purchase of food in internet shopping malls N(%)

Information path at the time of purchase of food

Variables Recommend Printing Projection Web banner Total Xz(p)
family and friends material material advertising Web search
Purchasing Diversity 5(6.8) 1(1.4) 11(15.1) 12(16.4) 44(60.3) 73(100.0) 13375
attribute Informativity 15(21.7) 4(5.8) 3(4.3) 6(8.7) 41(59.4) 69100,0)  (0.010)
20's 4(11.4) 12.9) 4(11.4) 4(11.4) 22(62.9) 35(100.0)
30's 8(11.8) 4(5.9) 3(4.4) 8(11.8) 45(66.2) 68(100.0) 16.259
hee 40's 4(154) 000.0 5(19.2) 623.1) 11(42.3) 26(1000)  (0.180)
2>50's 4(30.8) 0(0.0) 2(15.4) 0(0.0) 7(53.8) 13(100.0)
Office workers 0(0.0) 2(7.7) 2(7.7) 4(15.4) 18(69.2) 26(100.0)
Professional workers 409.8) 3(7.3) 3(7.3) 2(4.9) 29(70.7) 41(100.0)
Job Sdl:gfg:?;:;;ymm 428.6) 000.0) 3214) 3214) 428.6) 14(100.0) 383062173)
Housewife 5(20.0) 0(0.0) 4(16.0) 6(24.0) 10(40.0) 25(100.0)
Student 7(19.4) 0(0.0) 2(5.0) 3(8.3) 24(60.7) 36(100.0)
Total 20(14.1) 53.5) 1409.9) 18(12.7) 85(59.9) 142(100.0)

*p (.05
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Table 9. Purchase experience by food in internet shopping malls N(%)

Variables Agricullur]z)al Animal products Fish Common Functional
products products food food

Purchasing Diversity 48 (65.8) 34 (46.0) 30 (41.1) 063 (86.3) 42 (57.5)
attribute Informativity 44 (63.8) 26 (37.7) 23 (33.3) 56 (81.2) 36 (52.2)
20's 16 (45.7) 13 (37.1) 3 (8.0) 31 (83.6) 17 (48.6)
30's 48 (70.6) 31 (45.0) 30 (44.1) 56 (82.4) 40 (58.8)
hee 40's 17 (65.4) 11 (42.3) 11 (42.3) 20 (76.9) 13 (50.0)
250's 11 (84.6) 5 (38.5) 9 (69.2) 12 (92.3) 8 (61.5)
Office workers 16 (61.5) 12 (46.2) 10 (38.5) 21 (80.8) 13 (50.0)
Professional workers 28 (68.3) 18 (43.9) 16 (39.0) 30 (73.2) 23 (56.1)
Job Salejz;:fesg;fﬁzymem 7 (500) 5 65.) 6 (429) 12 857) 9 (643)
Housewife 20 (80.0) 10 (40.0) 14 (56.0) 23 (92.0) 16 (64.0)
Student 21 (58.3) 15 (41.7) 7 (19.4) 33 91.7) 17 (47.2)
Total 92 (64.8) 60 (423) 53 (37.3) 119 (83.8) 78 (54.9)

v Multiple answers allowed

S 2 F 22 983 A A 2907 A 435 (2013)



Table 10, Satisfaction of food purchased on internet shopping malls

=

oy Aej =AF 375

ClE{Ll ALSRtS] 22t

Mean +=SD

Variables Agricultural products” Animal products Fish products Common food Functional food
Diversity 350 * 0.69 340 £ 087 316 =075 388 £ 071 388 £ 0.70
Purchasing . . 5 5
attribute Informativity 346 = 072 345 £ 057 339 £091 363 = 052 352 = 063
t-value(p) 0.269(0.788) -0.248(0.805) -0.983(0.330) 2.147(0.034) 2,353(0.021)
20s 349 + 066" 346+ 105 3.00 £ 0,00 382 + 0064 392+ 065
30's 365 + 075 351 £ 0.60 351 £078 381 £ 055 376 + 0061
Age 40's 307 £ 056 300 £ 083 277 +£098 368 £ 0.69 350 + 076
>50's 333 0,46/“Ih 350 + 050 311 +£056 351 + 087 338 £ 092
F-value(p) 3.326(0.023) 0.870(0.462) 2.638(0.000) 0.955(0.417) 1.680(0.178)
Office workers 350 £ 0.69 329 + 062 333 £055 382 * 056 374 £ 069
Professional workers 346 £ 068 345 £ 079 322 *£117 386 * 067 365 = 084
Service business * _
Job Salesman - Self-employment 357 £ 079 380 £ 084 317 £0.75 339 £ 055 350 + 050
Housewife 340 £ 055 320 *£ 042 313 £0.70 356 * 0.64 375 *£ 0.66
Student 353 £ 086 351 £ 095 359 £045 389 + 0062 386 £ 059
F-value(p) 0.135(0.969) 0.667(0.618) 0.393(0.813) 2.250(0.068) 0.477(0.752)
Total 3.48%0.70 3.4240.75 3.2610.82 3.7610.63 3.7140.69

B Responses using a 5-point scale (1=strongly disagree to 5=strongly agree)

 Different superscript letters are statistically different at p ¢ .05 by Duncan's multiple range test,

*p (.05
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