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ABSTRACT : The purpose of this study is to investigate the roadside agricultural product shops located in Miryang city, and to find
out the current situation on how people rate the importance and satisfaction levels of various aspects through surveys on sellers and
consumers. With this information, the main problems and possible solutions are analyzed with the Important Performance
Analysis(IPA) method. First, building parking spaces for customers should be prioritized to improve safety. Because many roadside
shops for agricultural products are located alongside two-lane roads, sufficient parking spaces are needed for the consumers' safety.
Second, to enhance the rural landscape, consumers express that improving store quality and integrating more with the environment
are important. Store owners should take more care in maintaining store quality so that customers do not experience inconvenience
while shopping. Futhermore, institutional guidelines and standards must be implemented to allow for a more harmonious relationship
between these shops and the environment. Third, both sellers and consumers think that taste, price, and freshness are important
aspects of roadside agricultural product shops. However, while sellers and consumers both agree that the price is the most important
factor, there is a discrepancy between these two groups regarding the satisfactory price level. The sellers do not agree that their
products are being sold at the fair price. This can be interpreted as sellers believe that the prices are set too low. Because pricing is
important aspect and also a very delicate issue, mid to long term consideration and study will be needed to improve roadside shops
for agricultural products in the future.

Key words : Roadside Agricultural Product Shop, Importance and Satisfaction Level, Rural Planning
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Figure 1. Surveyed sites
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Figure 2. The examples of roadside agricultural product shops in Miryang city
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Table 1. Surveyed Questions
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items

scale

seller

()

experience

annual sales duration

maintenance while inactive

operational prospect

reasons for sales

other methods of sales

situation

(13)

consumer

@)

annual number of sales transactions

amount per sales transaction

duration of shopping

source of awareness

reasons to use

method of transportation

time traveled to shop

nominal scale

safety
®)

location

facilities

width of road

parking

safety facilities

importance and
satisfaction level

landscape

(©)

cleanliness

size

promotions

harmony with surroundings

maintenance

a7

reliability
()

price

quality

freshness

taste

certification of origin

awareness

overall satisfaction

5 points
Likert Scale

personal (3)

sex / age / residence

nominal scale

104 SZEAE, Mi22A M12, 2016



t
l
rE
off
24
i
e
£
O

o] o] gAudl B3 TI(AWA 62, LMIA TERD,
Z9% 4 uET E3 7]E QlFHAIElo =
FAE 9 UFEE Wl A% FEe kuy, Hw
A, Al 37K WF BRges TAEY i el
AEE AT AR AR BejAse] tsA
£ QIER o Aysgon sl AEAS )
Zale] 3)5ehe P02 AP ARERAE 29
Hi e 3730 WS 4790R Ve § 74 7Y
W2 50 ey zAlet
7+ 16352 AEAE 33t
3o dEA= A 718 &

[t

—

Ho|=7lE ¢olrr] 98 T-AARS Arlstaer, =

H Ayel FAAEE= SPSS FAFIAE ARSI
a8 WekA T2 AR g Ade] EAA 9
MAREE &3] H8iA T8 2 AHE WU
HQl IPA(Important Performance Analysis) 7]H-< AR&3}k
Ak o] BAA FaEe}t BEEIL BF 55L& F9E

d Ak fADES A%H desk adse ek

2

A
2, $85= =AW St e Aee &g 49
2AE A7) A A2 w0l FApEoof k=
242 sqd. J2al $859} SR} BE w2
Ate A FE ol k¥ 2Eady, T8EE
S uh BERT} Be faE BAEE A7 =Y
S TAEE BoU USRIt B FEo 94 o)
of 3l 84 d4E

EEW AR Y dAlE AT 3670 4x(44.4%)
7V Bk ggo® HETY 2471220.6%), =&
o 13704x(16.0%) olAth Fuld Tl whEo] 9

L

ol
Fr
rr ox

5 507M4x(61.7%), 7V 3ol #FA 7L
TIM22(95.1%) 24 thH-22] AmgSo] Abgh
7F MR 3ol fAlsklt FH Ero £
27 0] 537H4(65.4%)EAT B 4xpAdel Hls]
vl A= o Eskom, bdAMe] gle A97F 707h4

B6A%WEA YEHOR EYTh v PEE T2 E

e o rfr X 41
ooﬁ
2%

Iz

A A A

il

k= A Feje) Buo] 18714(22.2%), ALEA L
st EAleHE AE=TRE Fulgo] 637M44(77.8%)E
AEI R, ARk o g AnzkEe] HA 2e 4 9l
3o FjAEo] EHH I JAT

fr N pe =

Table 2. Exterior condition of roadside agricultural
product shops

categories frequency ratio
road 13 16.0
roadside 24 29.6
location sidewalk 4 49
parking 4 4.9
building site 36 444
total 81 100.0
o yes 50 61.7
e [ |
total 81 100.0
proximity to yes 77 95.1
tourist no 4 49
attractions total 81 100.0
2-way 53 65.4
width of road 4-way 28 34.6
total 81 100.0
yes 11 13.6
safety facilities no 70 86.4
total 81 100.0
scattered 18 222
distribution grouped 63 77.8
total 81 100.0

12 & 84

SAHE el #ujAAde dde] 26704x(32.1%),
AE0] 2572(309%) = 7MY B WS Holn 1t

o] ZHoY otk HIAERA FAE ZHE
X 53MA(65.4%) R, Mx|et FHS ZkE I
27y 127049 117149 BRALRE 7Hgo] 7h
BRkom(397l4, 48.1%), IUHEo®  dFH3EN4,
37.0%) YATFA0MA, 123%) <o)tk =29 F4k

E dug FollA AAA Y] ALE e A 1170
2(13.6%) 2 VERE o™ 707)4x(86.4%)2] Tl 2|9

< W @ ZAoE AR Ade T X2
i o= 2434 deIAARge] AR QR Aol
et

vol. 22, no. 1,2016 105



2EF0| o HBINA, 83.8%), 94.6%7F Arzkel T
1090171 wj

Table 3. Interior condition of roadside agricultural
product shops
categories frequency ratio
roadside 3 3.7
parasol 3 3.7
sales facility fent 26 321
vinyl house 7 8.6
type container 17 21.0
building 25 30.9
total 81 100.0
bench 12 14.8
parking 53 65.4
amenities pergola 1 1.2
restroom 11 13.6
total 81 100.0
billboard 39 48.1
. standing billboard 10 12.3
pr°m°l:‘°;al air billboard 1 12
metho placard 30 37.0
total 81 100.0
local yes 11 13.6
government no 70 86.4
assistance total 81 100.0
13 &9 84
2y w4E Aegel £3Hw glE e F
A AT s O A(24.3%) 2 UEREOH AT
8W2(T5.7%) AT HojE = waEE 7o oiRE o

Table 4. Operations condition of roadside agricultural
product shops

categories frequency ratio
. regular 9 243
operating temporary 28 75.7
type total 37 100.0
mass & various -
mass & simple 31 83.8
product little & various 4 10.8
type little & simple 2 54
total 37 100.0
farm product 1 2.7
jujube 243
strawberry -
items peach - -
dropwort 1 2.7
apple 26 70.3
total 37 100.0
certification yes 34 1.9
.. no 3 8.1
of origin total 37 100.0
yes -
price tag no 37 100.0
total 37 100.0
name of yes 37 100.0
no - -
producer total 37 100.0
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Table 5. Condition of inactive roadside agricultural
product shops

categories frequency ratio

yes 20 45.5

shipping time no 24 545
total 44 100.0

yes 23 52.3

maintenance no 21 47.7
total 44 100.0

yes 19 43.2

superannuated no 25 56.8
total 44 100.0

roadside 1 2.3

parasol 2 4.5

sales facility fent 10 22.7
type vinyl house 13 29.5
container 11 25.0

building 7 15.9
total 44 100.0
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Table 6. Demographics of roadside agricultural product
shop owners and consumers
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Table 7. Sales conditions analysis

frequency ratio categories frequency ratio
sex men 12 333 < Syrs 9 25.0
women 24 66.7 5~10yrs 9 25.0
20—30s 1 2.8 seller’s 10~15yrs 10 27.8
age 40s 7 194 experience 15~20yrs 3 8.3
owners 50s 14 38.9 20yrs < 5 13.9
60s and over 14 38.9 total 36 100.0
residen in Miryang city 36 100.0 30~60days 5 13.9
ce not in Miryang city - 0.0 60~90days 9 25.0
men 119 73.0 annual days of
sex operations 0days < 13 261
women 44 27.0 year round 9 25.0
20~30s 11 6.7 total 36 100.0
age 40s 79 48.5 profit advantage 23 63.9
50s 72 44.2 reasons for conventional way 1 2.8
60: 1 . i ili
consum S e.lnd over 0.6 ro?d51de accessability 9 25.0
ors Gimhae 30 18.4 agriculture proximity to 3 83
Miryang 19 11.7 product shop home or farm :
4 Yangsan 24 14.7 total 36 100.0
rescleen Jinjoo 1 0.6 joint market 3 83
Changwon 35 21.5 phozle altld 11 30.6
Busan 26 15.9 th e
other sales joint market &
Ulsan 28 17.2 methods phone and 16 444
internet
none 6 16.7
22 el g B total 36 100.0
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Table 8. Consuming conditions analysis

categories frequency ratio
number of 1~5 147 90.2
sales 6~10 15 9.2
transactions a 10 < 1 0.6
year total 163 100.0
< 10,000won 23 14.1
10,000 ~ 50,000won 57 35.0
average
amount per 50,000 ~ IO0,000\NOI’I 71 43.6
sales 100,000 ~ 200,000won 9 55
transaction 200,000won < 3 18
total 163 100.0
< S5min 43 26.4
average around 10min 65 39.9
shopping around 20min 39 23.9
duration 30min < 16 9.8
total 163 100.0
have visited before 41 25.2
source of media 1 0.6
awareness by happenstance 121 74.2
total 163 100.0
low price 76 46.6
reasons to freshness 80 49.1
use roadside awareness 1 0.6
agricultural - .
product shop good quality 6 3.7
total 163 100.0
‘ < 30min 2 1.2
travetll{lelg © 30min ~ lhr 135 82.8
shop 1 ~ 2hr 26 16.0
total 163 100.0

Table 9. T-test for Importance between sellers and consumers
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characteristics seller consumer t D
location 4.81 4.48 4.07 .000%***
facilities 3.78 3.44 2.62 O11*
safety width of road 4.00 3.99 0.60 952
parking places 4.53 4.30 1.07 .090
safety facilities 3.84 3.73 1.82 .107
mean 4.19 3.99
cleanliness 4.81 4.52 3.84 .001**
size 3.61 2.62 7.24 .000***
landscape promotion 4.25 2.73 12.0 .000***
harmony with surroundings 3.47 4.36 -5.42 .000%**
maintenance 4.26 4.26 -0.09 931
mean 4.08 3.70
price 4.92 447 7.24 .000%**
product size 3.47 3.24 1.41 .160
reliability freshness 4.64 4.52 1.35 .182
taste 4.94 4.60 6.21 .000***
certification of origin 4.50 447 0.28 782
awareness 4.47 4.18 2.50 .013*
mean 4.40 4.20

*:p-value<0.05, **:p-value<0.01, ***:p-value<0.001

108 sEAE, 223 H12, 20163



=W sibkE

7 Yepgon 1 Aol uls- gtk
AR 8 R, el QoA Belas
Bl A, QRA, QR B2 Eo delds E8
ghol WEuh wgtor T, wulgel 9Axel o)
N AiiHoz Fashl Azsign. anAse] 7
= gl A, A RO ARER Z 23
el 9ixo] thal mek FaskA Az
AuAel gold BAES FuAM, Bl B
o ogu), B A Fashl Az ww
o] z3}, Wl PR Addon Wi 9

o

2;\ /\’ = £) 7]—
7, QUAEY] ol 4Fe| Y], 4Fe) AAE no}
rjdo e Fasitin ST

2
[
o,
\Y
oM
iy
o,
@
R
t
=
Iy
[0
o
2
£

Table 10. T-test for Satisfaction between sellers and consumers
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characteristics seller consumer t p
location 4.06 3.36 4.38 .000%**
facilities 3.89 3.12 5.22 .000%**
safety width of road 3.67 3.17 3.43 .001**
parking places 4.06 3.30 4.03 .000***
safety facilities 3.17 245 6.06 .000***
mean 3.77 3.08
cleanliness 3.92 3.34 3.71 .000%***
size 3.64 3.17 343 .001**
landscape promotion 3.39 2.75 3.76 .001**
e dinan 311 247 520 000+
maintenance 3.81 3.37 2.69 .008**
mean 3.57 3.02
price 3.08 3.65 -4.28 .000%**
product size 3.64 351 1.08 279
reliability freshness 4.53 4.37 1.28 201
taste 4.47 4.06 4.46 .000%**
certification of origin 4.28 3.72 4.14 .000%**
awareness 4.17 3.85 3.51 .001**
mean 4.22 3.90

*:p-value<0.05, **:p-value<0.01, ***:p-value<0.001
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