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Abstract

This study aims to promote the sales of wild vegetables, which are considered well-being food. To do this,
a survey was conducted based on the research model and hypotheses about the effects of the
characteristics(safety, taste, price) on customer satisfaction, trust, and repurchase intention. The results are as
follows. The characteristics of wild vegetables(safety, taste, price) had positive effects on customer satisfaction
and trust(p<0.01). Also, customer satisfaction had a positive effect on customer trust(p<0.05). Therefore, the
characteristics of wild vegetables(safety, taste, price) can be the major factors to improve customer satisfaction
and trust, leading to continuous sales and repurchase.
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<Table 1> The survey variables and questionnaire contents

Number of
Composition Question survey . ?r © Scale
questions
Saft 3
Independent Product _;1 etty 3 Likert
aste
variable characteristics . 5 points
Price 3
Customer satisfaction 2 "
Parameter
Customer trust 4 ”
Dependent variable Repurchase intention 3 ”
S demic back d, i
General factors X age.:, academic bac gro.un > meome, 6 Nominal scale
occupation, number of family members
Total 24
(2), TulE] et 714 HEZd wE Fujels 20t 447H(24.9%), 30t 247H(13.6%), 40t 31
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3, FEAL 100~2007HD 947(53.1%), 200~
3009+ 337(18.6%), 3007HA o] A} 5075(28.2%)
o2 et - A 4878(27.1%), SIAMY
4379(24.3%), AAF5- 287(15.8%), AF9] 187
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{Table 2> Demographic characteristics of the subjects

Classification Number Percent(%)
Sex Male 74 (41.8)
Female 103 (58.2)
Twenties(20s) 77 (43.5)
Age Thirties(30s) 24 (13.6)
Forties(40s) 31 (17.5)
Over Fifties>(50s) 45 (25.4)
Academic Below high school 64 (36.2)
background College ' 28 (15.8)
Above university 85 (48.0)
Income 1.0-2.0 million 94 (53.1)
(Won/Month) 2.0-3.0 million 33 (18.6)
Above 3.0 million 50 (28.2)
Housewife 28 (15.8)
Government employee 12 (6.8)
. Company employee 43 (24.3)
Occupation Self-employed 18 (10.2)
University student 48 (27.1)
Others 28 (18.1)
. Below 2 26 (14.7)
Number of family 3.4 119 ©672)
members Above 5 32 (18.1)
A€ flal aQlEd e AAT diolth. old]  TPgE AT ER v o] e S 4
viste] Bartlette] 1A A7 A3t 0496191 Atk 1 A% F 3709 e9le] =%

i)
(Sig.= 0.000)°] 22 W=

2 PR} S22, 10009 e
0

AA43 KMO
= O =
5= dAA% 2

hul

{Table 3> Validity verification of quality characteristics of wild vegetables

71— _g_o]

?—/ﬂ o}_‘_:_ J_:,’_'o‘l-_‘
= AU Folojch 2

Sl 1(27119%)L ‘
o] 2(21.503%)%&
, LJ 3(16.917%)& <7}

Item

Characteristic

Taste Safety Price

Taste 2 0.879 0.115 0.120
Taste 1 0.863 0.109 0.177
Taste 3 0.809 0.172 0.219
Safety 3 0.094 0.848 0.177
Safety 2 0.024 0.837 0.123
Safety 1 0.279 0.652 0.029
Price 1 0.088 0.092 0.856
Price 2 0.189 0.125 0.683
Price 3 0.372 0.110 0.426
Eigen value 2.441 1.935 1.523
Variance variate% 27.119 21.503 16917
Cumulative variate% 27.119 48.622 65.539
Cronbach's Alpha 0.863 0.705 0.696

KMO = 0.779, Bartlett's test result x>=496.191 (df=36, Sig.=0.000)
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{Table 4> Validity verification of customer satisfaction and trust

Item Content
Customer trust Customer satisfaction
Customer trust 2 0.913 0.149
Customer trust 1 0.809 0.333
Customer trust 3 0.803 0.286
Customer satisfaction 2 0.170 0.887
Customer satisfaction 1 0.331 0.768
Eigen value 2273 1.591
Variance variate% 45.464 31.822
Cumulative variate% 45.464 77.286
Cronbach's alpha 0.856 0.666
KMO = 0.755, Bartlett's test result x>=376.779 (df=10, Sig.=0.000)
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= o] 040102 el &8 291 B4
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A == 5 ol
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{Table 5> Validity verification of repurchase intention

Item ConteFt :
Repurchase intention

Repurchase intention 2 0.884
Repurchase intention 3 0.827
Repurchase intention 1 0.820
Eigen value 2.138
Variance variate% 71.262
Cumulative variate% 71.262
Cronbach's Alpha 0.792

KMO = 0.687, Bartlett's test result x>=168.073 (df=3, Sig.=0.000)
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{Table 6> Verification of correlation between the variables

Quality factor Customer Customer  Repurchase
Item M+SD X . . . .
Safety Taste Price satisfaction trust intention
. Safety 3.17+£.643 1
1 ok
quat‘ty Taste 3784703 0331 1
actor Price 3484668 03307 0468 1
Customer satisfaction  3.53:.649  0442° 0481 0553 1
Customer trust 327751 0436 0316 0478 0.549" 1
Repurchase intention  3.63:667  0.180°  0.505 0.349 0376 0331 1

"p<0.05, “"p<0.001

DA B2 O} o] 8RS AAlE WA AkAle] AEFSARHA, B, M) 1A
th a2 A3 F 1709 89le] EEEAa, 89w, uARlF el H+el ARBA e A
1(71.262%)-2 ‘el =2t WHsiait o I 2 WEREa(p<0.001), A7 ] =ot% (+)°]
o] 891 AAgte] z040)do 2 Yeh} FEH 8 AAIAVL e AR e TH(p<0.05). B3
AL EgAe] FrRE oz FAFgom 417 nA wEe AT oo} BAFH R foln|dt
T B B 0ol do® e AFE = e A ARAN e Aoz yehe
FE0l Aoz B F 9lh (p<0.001), AN =} AjFul] k% (+)
o] FHAAE e ALE YERETHp<0.001).
2. Jidol A3
Ao E G EAE AAlsk] UA
G 72t GERigee] BAE HASeHa, dH 2) Jid19| A
A S Bt ASHE A AFEE <Table 7> 4hAe] A|F5/d0] ARkl 1]
A4, w7 aANE @ A AT oe e 9IS HEs] sl g EAS A
L FAE gotiy] s AFS AR S A AZE Aolnt. #4223, RG] e
ogx zt s AIAE St 41.9%°]31, BAA 2 Folg Ao FAES]
THF=41.810, p<0.001). SHHUFHZ = HHA,
1) 2F B2t Alptat| 243 g, 71 o] ARt FAA R fofn|gt &
<Table 6> 7} W57t ARAA S Loliy] (D FE "AE A2 UENTHp<0.01)
Aste] ABRBAAE BAF Aoty EAA  F, M 890l FolA AT 03649

<Table 7> The effects of quality characteristics of wild vegetables on customer satisfaction

Unstandard coefficient Standz.ird )
It coefficient . F R
cm
B standard 8 P (Adj. R?
error
A Constant 0.710 0.257 2.764 0.006
Safety 0.248 0.063 0.246 3917 0.000 A1810™ 0.419
Taste 0.212 0.062 0.230 34247 0.001 : (0.410)
Price 0.354 0.065 0.364 5435 0.000

Subordinate variable : Customer satisfaction

"p<0.01, ""p<0.001
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3, A 8Qlo] oA uAAE = 03029 WA= ASE YERGTHp<0.05). S TS0
<Table 8> The effects of quality characteristics of wild vegetables on customer trust
Unstandard coefficient Stan@rd )
Ytem coefficient . F R
5 Standard o P (Adj. R?
error
A constant 0.560 0.323 1.734 0.085
Safety 0.354 0.080 0.302 4443 0.000 26.780"" 0.312
Taste 0.054 0.078 0.050 0.689 0.492 ’ (0.305)
Price 0.399 0.082 0.355 4878 0.000

Subordinate variable :

Customer trustworthiness

™"p<0.001
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{Table 9> The effects of customer satisfaction and trust on repurchase intention

Standard
Unstandard coefficient e ar )
It coefficient . F R
cm .
B standard s P (Adj. R?
error
A constant 2.093 0272 7.698 0.000 0171
Customer satisfaction  0.292 0.087 0.278 33517 0.001 17.009™ (0'154)
Customer trust 0.162 0.075 0.178 2.149 0.033 '

Subordinate variable :

Repurchase intention

"p<0.05, “'p<0.01, “"p<0.001
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