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Abstract

This study investigated the effects of online shopping malls' HMR selection attributes upon satisfaction and
repurchase intention. Study subjects were Busan residents from whome 252 valid questionnaire responses were
collected and used for analysis. The study conducted afrequency analysis to explain demographic characteris-
tics using SPSS 18.0. Other anaylses were perfromed in order to investigate the effects of online shopping
mall HVR selection attributes upon satisfaction and repurchase intention. The findings revealed that conveni-

ence, package brands, palatability, price and food quality appropriateness exhibited a significant influence,
although food quality did not have a significant influence on customer satisfaction. In addition, customer
satisfaction had a significant influence upon repurchase intention. Therefore, a high added value brand with
high quality packing and design is thought to be more important than inexpensive price and low qua-

lity.
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{Table 1> General characteristics of sample

N %
Men 110 437
Gender

Women 142 56.3
Marital status M'arried 18 408
Single 134 532
20s 124 49.2
30s 30 11.9
Age 40s 62 24.6
50s 34 13.5
60s or older 2 0.8
High school 38 15.1

Undergraduate
. 2 yearg;rogram) 28 H1

Education
Undergraduate 164 65.1
(4 year program)

Graduate school graduate or higher 22 8.7
Office workers 20 7.9
Housewives 68 27.0
Engineers and/or technicians 8 32
Professionals 26 10.3
Occupation Business/ sales/ services 6 24
Self-employed 2 0.8
High school students 2 0.8
College students/ graduate school students 110 43.6
Others 10 4.0
Single 24 9.5
1-generation family 20 7.9
Dwelling type 2-generation family 174 69.0
3-generation family 24 9.5
4-generation family 10 4.0
One person 10 4.0
2 persons 24 9.5
Number of 3 persons 46 18.3
family members 4 persons 116 46.0
5 persons 38 15.1
6 persons or more 18 72
2 million KRW or less 100 39.7
2 million~3 million KRW 62 24.6
Monthly income 3.01 million~4 million KRW 46 18.3
4.01 million~5 million KRW 20 7.9
5.01 million KRW KRW or more 24 9.5
Less than 150,000 KRW 20 7.9
150,000 KRW or more~less than 200,000 KRW 84 334
ef;\:iepzri‘z:h 250,000 KRW or more~ less than 300,000 KRW 32 12.7
300,000 KRW KRW or more~less than 350,000 KRW KRW 52 20.6

400,000 KRW KRW or more 64 254
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{Table 2> Buying patterns of HMR sold out at online shopping malls

&2 HMR A &7do] b} A7l o] ol v

83

N %
Less than 1,000 KRW 40 15.9
1,000~1ess than 2,000 KRW 24 9.5
1 time buying value 2,000~1ess than 5,000 KRW 78 31.0
5,000~less than 10,000 KRW 80 31.7
10,000,KRW or more 30 11.9
Every day 2 0.9
Once every 2 to 4 days 22 8.8
Once every 5 to 6 days 10 4.0
Times of use Once a week 24 9.5
Once every 2 to 3 weeks 162 64.2
Once every month 16 6.3
Once every 2 to 3 months 16 6.3
Weekdays on Monday to Thursday 32 12.7
Friday 10 4.0
Day to make use Saturday 30 11.9
Sunday 26 10.3
Regardless of day of week 154 61.1
Meal time in the morning 26 10.3
Meal time at lunch 38 15.1
Buying time
Meal time in dinner 106 42.1
Snack time than meal time 82 325
Total 252 100.0
N %
Shelf life 140 55.6
ltem confirmed Nutrit?on i.denti.ﬁcati.on 86 34.1
at HMR purchase Ingredient identification 138 54.8
Price 178 70.6
Nothingchecked 12 4.8
JNAANZ 0.5 o] F2 7IFo2 g HFale 5/ & 8l Aget ez et 7 a9l
7h F2Edn 2 292 g4e 2, 2F 3 d AlRE E4EYe o] 4 0.796, % 4
B, JAH 1A, 718, Ao m Wy Hals 0794, A28 d 0.796, 7154
lon, & A A9Ee 69.2%, KMO 32 0809, 714 0.7422 Jehd, 0.7 olde=
0.746, Bartlett®] ©H} A% ke 1,685.0862  HAX|Ao] FRFEE UeE Ao
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{Table 3> Appropriateness and reliability analysis of HVIR selection attributes

©
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o] 829l A=) 0.5 o]Fe]x, 8152 1fXH
7F 1o]43e] gole g eolo g FEET) &
A AW E L 67.7%, KMO -2 0.714, Bartlett
o] TP EAR FHS 47590302 QQIEA
At Ao 2 Yepskon, wEro] 4% 4
AIE 084002 Aol Sl Ao YE
=3

3) Xi=*0KelE=

. Factor Eigen Explantion Cronbach's
Factors Description . .
loading value ratio (%) a
Make use of fresh food material 0.841
Clear indentification of product origin 0.784
Food quality 4.888 30.551 0.796
Reliable food material 0.700
Consistent nutritional balance 0.640
Packing design gives a good impression 0.757
Packi d  Hygienic packing container 0.752
ackimg an 2.280 14250 0.794
brand Convenient product container 0.708
Reliable brands 0.679
Shorten time and effort. 0.879
A d
€ee%S % Easily bought at any time 0.835 1.160 7.249 0.796
convenience
Used with a short time 0.653
Assortment of food that I like 0.881
Palatability 1.009 6.305 0.809
Good taste 0.869
Consistent food quality 0.857
Price Proper price and quantity 0.762 1.740 10.874 0.742
Reliable seller 0.665
KMO 0.746
Bartlett's sphericity test 1,685.086
Sig. 0.000
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{Table 4> Appropriateness and reliability analysis on satisfactions

Factor Eigen Explanation Cronbach's
Factor Items . .
loading value ratio(%) a
I am satisfied with the decision to use online 870
shopping site. '
I am satisfied with buying goods at online 831

shopping site.
Satisfaction 2.707 67.668 0.840
I think that I was satisfied with HMR buying

. . . 817
on online shopping site.
HMR buying on on online shopping site gave 769
me more satisfaction than other shops did. ’
KMO 0.714
Bartlett's sphericity test 475.903
Sig. 0.000

{Table 5> Appropriateness and reliabiltiy analysis upon repurchase intention

. Factor Eigen Explanation Cronbach's
Factor Description . .
loading value ratio(%) a
I want to buy on an online shopping site 293
in the future. ’
I shall visit an online shopping site fre- 293
R h quently owing to friendliness. ’
CPUTERase 3.150 78.740 0.910
Intention I shall visit an online shopping site in the 884
future. '
I shall recommend an online shopping site 879
to another person. '
KMO 0.811
Bartlett's sphericity test 690.585
Sig. 0.000

Aol ze] TAE HH FHBAEP<o)E  IAES A AZR= <Table 707} 2t HMR
e, Bt Al prleee] AT H+) AEEA 89 T 2 3 Bale, H24% 1
o] FABA(p<01)7t A= A2 Ueyith 2+ A, 71574, 71 B A FA e A% Ad0] iEE
W 7F ARAE el ARHAE BAh o FHe G nAE= Aoz ebgt) A
3720 dE e R=332%0]aL, tEFAEe

5. Jid &3 A7 9 Ao ® Yehgtom, ﬂ?ﬁ = A
Aoz feldt oz FAEJATHEAS, 246)=24.449,
1) 7}’2 H19| a3 p<0.001). 7} @l = AwEH 7pA Bl S2F
il 53 Ao HHA(B=0.253, p<0.001), £ H HA=B

HER 6}1 JﬁEE %%—%?i ARsle] T =0.208, p<0.01), 713A(3=0.193, p<0.01), H=A
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{Table 6> Correlation

gz 3]A] A 218 Al 65(2015)

1 2 3 4 5 6 7
1 Food quality 1

2 Packing and brand 4697 1

3 Access and convenience 376" 506" 1

4 Palatability 036 275" 151 1

5 Reasonable price 263" 243" 087 347" 1

6 Satisfaction 267" 429" 3517 3677 3947 1

7 Repurchase intention 208" 4327 243" 3577 3697 603" 1

* p<0.05, ** p<0.01.

{Table 7> Effects of HVR selection attributes upon satisfaction

Non-standardized Standardized
Variable coefficients coefficients ¢ p Tolerance VIF
B S.E. Beta
(Constant) 437 263 1.662 098

Food quality 027 062 026 425 671 704 1.420
Packing and brand 203 065 208 3.113" 002 607 1.648
Access and convenience 153 051 185 2.990” .003 712 1.405
Palatability 165 050 193 3337 001 812 1.231
R:S;’;agz de::h?;d 277 063 253 4372000 808 1.238

Dependent variable : satisfaction R*=0.332, Adjusted R’=0.318, F(5, 246)=24.449, Sig.=0.000

# p<0.01. *** p<0.001.
2 ZFAAJ(B=0.185, p<0.0]1) £o 2 &
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{Table 8> Effects of satisfactions upon repurchase intention

Non-standardized coefficients Standarfiized
Variable coefficients ¢ p
B S.E. Beta
(Constant) 907 .198 4572 .000
Satisfaction 731 061 603 11.943™ .000

Dependent variable : Repurchase intentions

R?=0.363, Adjusted R*>=0.361, F(1, 250)=142.629, Sig.=0.000

% p0.001.
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