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An Analysis on Consumers’ Awareness of a Rural Specialties Exhibition
Shop and the Design Development : Focusing on Rural Tourism Village

Jin, Hye-ryeon ¢ Seo, Ji-ye * Jo, Lok-hwan
National Academy of Agricultural Science, RDA

ABSTRACT : This, an association research for design-improvement and model-development of exhibition shops at rural tourism
communities, is to secure objective data by analyzing customers’ awareness-tendency of and demand for agricultural-specialty
exhibition shops. Survey-questions for finding out consumers’ awareness-tendency and demand were determined through brainstorming
of a professional council, 30 rural communities of which visit-rate by consumers is considerably high were selected for the recruit of
200 consumers. For investigation and analysis, survey and in-depth interview were carried out at the scene with the application of
frequency analysis and summarization of their opinions, which revealed that they have a strong will to visit the rural tourism
communities for the purchase of agricultural specialties along with the experience of learning-program and on-the-scene direct dealing
and that their viewpoint on the direct dealing at the scene was very positive. Also it was confirmed hat their satisfaction with the
purchase of agricultural specialties by on-the-scene direct dealing, their pleasure at the purchase, their satisfaction with services and
their intention for re-purchase of them were very high while their satisfaction with the exhibition shops was very low. With
on-the-scene survey, the consumers’ opinions could be listened to in depth. Almost all of them said their satisfaction with the trip to
those rural tourism communities was considerably high since they could go to those communities themselves to relieve the stress
from their modern life, to experience healing and to see the goods on the scene. Their satisfaction also was attributed to the fact
that they have enough trust in purchase along with feeling the warm-heartedness of rural residents. As to their awareness of
exhibition shops, they showed a positive response to the on-the-scene direct dealing at rural communities while they, thinking that
the space in those exhibition shops was not sufficiently wide, demanded for more systematic counters in more accessible and
affordable exhibition shops so that they might be more satisfied with the exhibition shops. Their demand for the necessity of
exhibition shops selling agricultural specialties was found to be over 80%, which indicates that the necessity is very high. As to the
suitability of function, they have the opinion that the business at those shops had better be focused on sales since they have the
understanding of information when they take a trip to the rural communities, while there was another opinion: since agricultural
products are seasonal items they should be exhibited and sold at the same time. More than 90% of the respondents had a positive
viewpoint on direct dealing of agricultural specialties on the scene, which showed that their response to it was very high. They
preferred the permanent shops equipped with roll-around table-booths. In addition, it was revealed that they want systematic
exhibition shops in rural communities because they frequent those communities for on-the-scene direct purchase. The preferred type
and opinion resulting from estimation of consumers’ demands have been reflected for development of practical designs. The structure
of variable principles has been designed so that the types of display-case and table-booth might be created. The result of this study
is a positive data as a design model which can be utilized at rural communities and will be commercialized for the verification of
its validity.

Key words : rural tourism village, Design at Exhibition Shops for Agricultural Specialties, Consumer awareness
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+ Agricultural specialties sales booth
1step  conceptand status discussion

+ Consumer buying behavior discussion

+ Study setting, clean up, Empirical
Analysis
+ Selection of the subjects village

— eg selling specialty agricultural field
2step operations town 30 places
— Survey participants recruited
— Destination site to buy consumer
specialty farmers 200 people

+ Questionnaire items and analyzing

+ Agricultural specialty sales booth design
conscious consumer survey items

— Agricultural specialties consumer sales
booth design requirernents questionnare iterns

3step (Brainstorming: 10 expert configuration)
» Research and Analysis
— Field surveys and in-depth interviews

—Frequency Analysis (IBM Statistics 20)

+ Concept development and design

professionals in consultation settings
+ Proceed design development process
+ Design development draw results

» Implications and Conclusions
+ Future research

Figure 1. Research Process
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Table 1. Classification of Local Food Direct Store

Type Classification|  Operational form | Representative examples

Direct Farmers Marketplace| Won-ju morning market

transaction type |Producers Direct shop| Wan-ju direct shop
within the

distribution area

Membership meal . .
Sister's kitchen garden
package form

Direct transaction
type area outside
distribution area

Membership courier | Sanghyup Membership

package Remote delivery
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Table 2. Classification of Exhibition Malls
Communities

in Rural

Type Operating Status Status Photo

* Always operate
*Distressed nrerchandise display and Performed

A at low temperature warchouse in the
actual selling individual farmers
Type

*Complex spatial composition for relaxing,
agricultural exhibitions and tasting

*Experience operating in a short period
of time during

Table |The villagers authenticity of the goods by
Type selling directly is high. But such as
product packaging maturity level of]

diversity per farm
Show *The responsibilities unclear
case *The facility itself village stewards nenaged only

Type 'O@m and constantly renewed sanples
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Table 3. Research Areas

Research Areas
G Wentteok Village, Hagil Village, Organic
YOS | farming village, Garumae Village, Sunflower| 7
g Village, Sangduri Villag, Okgye Village
Kang

won Solbawoo Village, Jangjeolkong Village Kangundeok Village | 3

Chung | Yoenkkot Village, Barisil Village, Songjuk Village,
cheong Tangjeongsan villages, Soraengi Village, Tanbang| 8
village, Eunhangnamu, village, Ddalki Village

Yongam Village, Mugijangsu Village, Daroreum
Jeolla |Village, Cheese Village, Juaengsan Village,| 8
Muwol Village, Gurumhosu Village

Gyeongs|Hoeryongpo ~ Village, = Samgangjumak  Village,
. 4
ang | Yetnalsomssi Village

Total 30

Division
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Table 4. The Route of Learning Information on Rural
Tourism Village and the Purpose of Visiting

Questionnaire Classification Of Content Reqency| %
Mass Media (TV/Radio/News paper)| 44 22
Internet 67 |33.5%
The Route of - -

Leaming Introduction of an acquaintance 38 19
Information on|  Workplace or Affiliated Group 30 15
Imzl.Tounsm By chance visit 13 6.5

Village

The Others 8 4
Total 200 | 100

L

Experience And Training Program 62 31*

The Route of | Agricultural Specialty of Purchase 58 29
Learning Local Tourism 50 25
Information on Festival Visitor 14 7
the Purpose of] Rest And Recreation 14 7
Visiting Visits To Friends And Relations 2 1

Total 200 | 100

(* Display high results)
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Table 5. Satisfaction Degree with Purchasing Agricultural
Specialties from On-the-scene Direct Dealing and Intention
for Re-purchase

Questionnaire Classification Of Content |Frequency| %
Satisfaction Degree Very dissatisfied 6 3
with Purchasing Somewhat dissatisfied 21 10.5
Agricultural Neutral 41 20.5
Specialties from Somewhat satisfied 90 45%
On-the-scene Direct Very satisfied 4 2
Dealing Total 200 | 100
Satisfaction Degree Very disagree 8 4
with Purchasing Disagree 15 7.5
Agricultural Neutral 52 26
Specialties from Agree 74 37%
Intention for Very agree 51 25.5
Re-purchase Total 200 | 100

(* Display high results)
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Table 6. Satisfaction Degree with Current Facilities for
Display & Sales

Questionnaire Classification Of Content |Frequency| %
Very Dissatisfied 14 7
. ) Somewhat Dissatisfied 141 70.5
Satisfaction Degree
with Current Neutral 18 9
Facilities for Somewhat Satisfied 23 11.5
Display & Sales Very Satisfied 4 2
Total 200 100

(* Display high results)

Table 7. Analyzing Pleasure at Purchasing Agricultural
Specialties

Questionnaire Classification Of Content |Reqency| %

Very Dissatisfied 9 4.5

Analyzing Pleasure Disagree 17 8.5

at Purchasing Neutral 40 20

Agnc.ultl.llral Agree 88 44*
Specialties

Very Agree 46 23

Total 200 100

(* Display high results)

Table 8. Stimating  Degree  of  Satisfaction  with
Purchasing Service of Agricultural Specialties

Questionnaire Classification Of Content |Frequency| %
Very Disagree 9 4.5
Stimating Degree .
D 14 7
of Satisfaction Sagree
with Purchasing Neutral 52 26
Service of Agree 83 41.5%
Agricultural Verv A 42 o
Specialties ery Agree
Total 200 100
(* Display high results)
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Table 9 Estimating Level of Demand for Necessity of
Facilities for Display and Sales

Questionnaire Classification Of Content |Frequency| %

Very not needs 1 5

Estimating Level Not needs 5 2.5
of Demand for Neutral 27 | 135

Necessity of

Facilities for Needs 82 4l
Display and Sales Very Needs 85 42.5%
Total 200 100

(* Display high results)

Table 10 Estimating Suitability of Functions at Facilities
for Display and Sales

Questionnaire Classification Of Content |Feqexy| %
For Display 16 8
Estimating .
Suitability of For Sales 101 | 50.5
Functions at Both Display and Sales 81 40.5
.Facﬂltles for And so on b 1
Display and Sales
Total 200 100

(* Display high results)
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Table 11 Analyzing Intention for On-the-scene Selling of
Agricultural Specialties

Questionnaire Classification Of Content |Frequency| %
Very Disagree 3 1.5
Anal.yzmg Disagree 5 2.5
Intention for
On-the-scene Neutral 10 5
Selling of Agree 36 18
Agricultural Verv A 6 -
Specialties ery Agree
Total 200 100

(* Display high results)
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Table 12 Estimating Consumers’ Preference of Facilities for

Install and Movement

Questionnaire Classification Of Content |Frequency| %
Architecture Type 46 23
Table-booth Type 92 46*
Pre.f?r.enoe of Display-case Type 61 30.5
Facilities Type
And so on 1 0.5
Total 200 100
Permanent Shop type 135 | 67.5*
Preference of T Shop T p s
Install Type crmporaty Shop _ype :
Total 200 100
Fixed Type 54 27
Preference of Transferable T 146 | 73*
Movement Type ransferable Type
Total 200 100

(* Display high results)
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Figure 2 Process of Design Development
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Table 13 Established Design Concept

Division A Detailed Description

Expansion |Possible size adjustment appropriate for your sale
Concept product design

Fold The efficient space utilization design according to

Concept the intended use

Movement Moveable design in accordance with the

Concept movement or absence of the seller
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Table 14 Draft Proposal for Design of Display-case Type

Size Design Development (3D Simulation)

600mm

1200mm %
Table 155 ZZEEF] 1G4 HYPH AIAS
TiAkl ebolh,

Table 15 Draft Proposal of Design Change to Display-case
Type

Size Design Development (3D Simulation)

600mm

1200mm
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Table 16 Draft Proposal for Design of Table-booth
Type
Size Design Development (3D Simulation)
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g
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600mm

1200mm
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Table 17 Draft Proposal for Design of Folding Table at
Storage

Size Design Development (3D Simulation)

600mm

1200mm
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