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Abstract

Purpose — This paper is for the Analysis on the Hindrance Factors and Activation Scheme by the Type of Distribution
Channel in Direct transaction of Agricultural Products. As the distribution structure of agricultural products has become
changable, farmers seem to use the type of direct distribution in order to enhance the receiving price. This study aims to
explore the hindrance factors and income variation rate in direct transaction of agricultural produces, specifically focusing on
the 167 farmers.

Research design, data, and methodology - To ascertain the hindrance factors exactly by the type of distribution channel, the
managements were classified by four subcategories, that is high sales percentage with shopping malls, SNS, shopping malls
and SNS, and off-line direct transaction.

Results — As a result of the hypothesis test, hinderance factors in online direct deal activation were found to be in the order
of the difficulty in continuous content production, the difficulty in shopping mall operation and maintenance, and the difficulty
in card commission problems, and in the order of the difficulties in continuous content production, the difficulty in continuous
content production, the difficulty in shopping mall operation and maintenance, and the difficulty in branding for the SNS
group. Thus, it can be seen that the difficulty in continuous content production, shopping mall operation and maintenance
were found to be the biggest obstacles. In addition, hindering factors in online direct deal activation were found to be in the
order of the difficulty in credit card settlement, the difficulty in publicity, and the difficulty in dealing with unsold goods.

The group with high sales rate in shopping mall was found to be increased by 23.9% in the gross income compared to the
previous year, the group with high SNS sales ratio increased by 56.5%, the group with direct offline transaction increased by
37.1%, among which the group with the highest increase rate of SNS sales ratio was found to be the highest from the rate
of increase/decrease of the income, which was statistically significant.

Conclusions — It can be suggested that government and local government may provide agricultural management with
supporting plan which in turn can activate direct transaction in any possible ways.
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<Table 1> Amount of agricultural products on-line commercial
transaction(Unit: hundred million)

2014Year 2015Year 2015Year
Division 2/4Quarter 1/4Quarter 2/4Quarter
On-line | Mobile | On-line | Mobile | On-line | Mobile
Amount of
Commercial | 2,520 770 3540 1410 | 3,470 | 1,560
Transaction

Source: Statistics Korea(2015).
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<Table 2> Estimate of agricultural products off-line commercial
transaction(Unit: hundred million)

Division 2012Year | 2013Year | 2014Year | 2015Year

Estimate of
Commercial 13,647 16,362 18,192 22,000
Transaction

Source: Ministry of Agriculture, Food and Rural Affairs (2014).
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<Table 3> Variable Measurement

Division

ltem Number Note

Demographics 5

Nominal Scale

management performance 1

Ratio Scale

ranking

Direct transaction preference

4 Ordinal Scale

On-line Hindrance Factors 17

Interval Scale

Off-line Hindrance Factors 11

Interval Scale

Selling present condition 2

Nominal Scale

Total
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<Table 4> Operational Definition

Division

Operational Definition

Direct Transaction
Channel Group

Group making direct distribution only
without making any indirect distribution

On-line Direct

It means the group with online direct
transactions only without making any
offline direct transactions. It is classified

Transaction into shopping mall group which shows

Group high ratio of using shopping malls and
SNS group which shows high ratio of
using social networks

Off-line Direct It means the group with offline direct

Transaction transactions only without making any

Group online direct transactions

Hindrance Factors of
Direct Transaction
Type

Difficulties, inconveniences and
problems arising in direct transaction by
type. It is classified online direct
transaction hindrances and offline direct
transaction hindrances

Management
Performance

It means increase or decrease rate of
income in 2014 comparing to 2013
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<Table 5> Demographics of Sample
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Division Frequency(n)| Ratio(%)
Male 92 55.1
Gender
Female 75 44.9
Under 39Age 8 4.8
40-49Age 33 19.8
Age
50-51Age 87 52.1
Over 60Age 39 234
Under 5Year 40 24.0
6-10Year 45 26.9
Work(farming) 11-20Year 40 24.0
Experience
21-30Year 28 16.8
Over 31Year 14 8.4
Under 3Year 61 36.5
4-5Year 37 22.2
Distribution 6-10Year 40 24.0
Experience
14-15Year 19 114
Over15Year 6 3.6
Under 3,000Ten Thousand 48 28.7
3,001-5,000Ten Thousand 24 14.4
Gross Income| 5,001-8,000Ten Thousand 27 16.2
8,001-10,000Ten Thousand 21 12.6
Over 10,000Ten thousand 47 28.1
Total 167 100.0
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<Table 6> Selling of On-line Direct Transaction Type
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Shopping Mall Same of
Division | Home | Open | Stores [SNS| Shopping Total
page | Market |in Mall Mall & SNS
Frequency(n) 38 7 14 66 11 136
Ratio(%) | 22.7 42 84 (395 6.6 81.4
stk 2Rl el MEE TOjH|E2 AH[XF FE
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<Table 7> Selling of Off-line Direct Transaction Type

FE 24%2 LIERCEH

Public
o Consumer Farmer -
Division 3 A Institution Total
Leading Leading Leading
Frequency(n) 2 25 4 31
Ratio(%) 1.2 15.0 24 18.6
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<Table 8> Preference Ranking of On-line Direct Transaction Type

Division Present Future
Frequency(n) | Ranking |Frequency(n)| Ranking
Home page 32 1 32 1
Blog 27 2 28 2
Phone 23 3 18 3
Kakao story 18 4 17 4
Stores in Mall 11 5 11 5
Internet Cafe 8 6 0 -
Open Market 0 - 8 6
Non response 48 53 -
Total 167 - 167 -
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<Table 9> Preference Ranking of Off-line Direct Transaction Type
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<Table 10> Frequency of Direct Transaction Channel

On-line Direct Transaction Channel

Off-line Direct

Division Shopp|ng

Mall Group

SNS
Group

Same Group
(Shopping
Mall- SNS)

Transaction

Group Channel

Frequency(n)| 59(35.3)

66(39.5)

11(6.6)

31(18.6)

* p< 05
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<Table 11> Hindrance Factors of Direct Transaction Channel on
the Agricultural Products

On-line group .
e ———— SNS G Off-line Group
Division [o"°PPing Mall Group roup
Hindrance M Hindrance M Hindrance M
Factors Factors Factors
. . Content Credit Card
Ranking1|Content Making|3.48 Making 3.71 Payment 3.73
. Shopping Public
Rankingz2| SNoPPINg Mall |5 55| =101 ™ |354| Relations [3.69
Renewal o
Renewal Difficulty
Ranking3 | Credit Card 13041 grang  |3.52[Unsold Goodsl;
Service Charge Management

Division Present Future
Frequency(n) [Ranking| Frequency(n) |Ranking
Farmers' Market 27 1 24 1
Acquaintance Selling 19 2 15 5
Experience/
Far’r)n Selling 16 3 7 3
Local Food 15 4 20 2
Production Center 12 5 14 4
Consumer Organization 12 6 13 6
Non response 66 - 64 -
Total 167 - 167
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<Table 12> The Descriptive Statistics of the Hindrance Factors of
Direct Transaction Type

On-line Off-line
Direct Direct
Division Transaction | Transaction
Group Group
M |SD| M | SD
Quantity Definite 243 11.04 (240|112
Product Standardization 2.65|1.05|2.64 | 1.07
Brand 3.36 [ 1.08| - -
Personal Package Utilization | 3.13 | 1.13 | 3.13 | 1.18
Distribution Delivery 2.89 11.09 280 |1.10
Place Shopping Mall Renewal 350109 - -
Commercial Rights Trouble - - 1265|113
Farmer's Market - - 326110
Public Relations Difficulty | 3.25 | 1.19 | 3.45 | 1.11
. Event(Discount) 3.01 105 - -
Promotion
Content Making 363|184 | - -
Unsold Goods Management | 2.78 | 1.09 | 2.89 | 1.19
Price Fixing 2.76 1 1.08 | 2.90 | 1.11
Price |Credit Card Payment(System)| 2.94 | 1.28 | 3.08 | 1.29
Credit Card Service Charge | 344 | 1.13 | - -
Food Paparazzo 318 119 - )
Countermeasure
Exaggerated advertisement | 3.23 | 1.11 - -
Other
Customer Relations 299 11.04 | - -
Consumer Protection
(Recall Refund) 2941110 | 281 | 1.03
M 3.06 115|291 |1.13
t(F) 2.315(4.065)
p .049*
* p< .05

<td 2> YU ZEo| ME HA: OH =Y SHE
2 Ko7t = AoIHE 24| 4l +HSS &Alet Zut
t=4.707, p=0182 SAX2=Z Jo[O|SHA LIEtHLE Sit=
e 280 24 AR Zan A 5o mE o
He OfjH =8 SHES 8o 40.0% 37520, 34 0
Li= 58.0%, 5 O|L{f 43.4%, 10 O|Lf 21.8%, 10 Of&t
286% S7tet A= UERCE W2k K2 F=of et
=9 SEEO Ko7t Uft= AS & 5 ULk Ol= 54
ofst d8Y 420 &1, 64 Olstel d0= Ktt= A
= 2ojgt=dl 1 Olfs 54 Ofstel dRos 50| {2
HEOM = 4SE1, 6d 0|y FR0s 252 =2

HEHOIN RA &S37| 222 EHEH|ofFIC,

<Table 13> Gross Income Rate of Increase of Direct Transaction
Work Experience

Under |, cvearls-tovear| O | ¢

RERn 3Year 10Year P

Rate of Increase| 58.0 434 21.8 28.6 |4.707|.018*

* p< .05

g 3> 2atel MY TojH|g +E0 HE HES Cf
H 249 SZELS K0Pt Ug HOICHE EN6t7| 8+
T2 MAISH ZI} t=4.137, p=0542 EXOR Bol0jsp
LIEFSTE 22101 g Tojulg +F0IN 4TS TojH|g
o &2 AEto| MHE tjb| x4 SUELS 23.9%, SNS B
OjH| 80| 2 FEHS 56.5%, QImatel T 37.1%7t
2t2t Z7pts o= LIEHT B Z0|M SNS BojH|E
0 &2 FEO Z4Y FLEO Y £ LIEHTL Ol
SNSZIEtO| ZYMITL &1, AWSICO| Y 4B ¥
4 SICh SHRIBt Ol SAHXCR Rofst sfAo|ct

<Table 14> Gross Income Rate of Increase of Direct Transaction

Selling Type
On-line Direct Transaction . .
Group Off-line Direct

Division - Transaction t p

Shopping Mall SNS Group

Group Group

Rate of 239 56.5 37.1 4137/ 054
Increase

5. 22 I AIME
5.1. Aol Q9 Sl AJARY

2 g7 AAY RS UHEHE M3eQlS 2A6H|
sl AAIZIQICE SHAHE 222 MAEHES &5 £ TSR
35.3%, SNSZEIEt 39.5%, SUZICH 6.6%0|0H, =22l =IA
2R EH 18.6% 2 TZ2EIRUCL sS4t HHef Al 2gdaeE =
2ol A2l SNSZEH0| oM, @Ietol A HMefRttat 22
ol HAHE A~WSHCRR WA LERRCE ol thedt AEE
2Ygoze= ZFHot = HUEH £+ gl X2 SNSZ
FINoZ MAGoF PiChE ZIE {32 = ALk ME0
222l AHeHE MAISIIXL St= S7HLt Q2 SNSE ECt
HIXo= =H&SI0j0F SiCt Ol 2lsiM= HEIL FTistn

e YAs WS, SAYS, ez~ D] SOIA SNS B
o WSS sitf FZIsHoF & Holck

wo JMAZ AW 22 Moz wysel Mijaole
AdlE XICle Ilﬁ\_x‘lo| _E_[::ﬂi AOHA|_|-9| O-IE;‘% AdlE2 2.

» Loz T

FAE2l O E, 7tE 2 X =0|H, SNS HE2 X
S0l BEHX MAlo| 023, LS 2 KX|B40| 0f
=, BHMCSIo] oj3{g &2 LtERCHL AudeR X|&5XQl
ZEX Yol ogn 2Y=2F FAIES2 oHZ0| 7t
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2 Melds & = UCH st =20l A2 M3t
of Msjaole MEZIE AHN<Ql o2, BEo| 032, THE
ME|o| 0jHEZ =2 = LIEIGCE O|2F RAE A0 222
X3 QI0| Lee et al. (2000), Kim (2002), Jun and Kim
(2002), Choi (2005) S2 B3It HAZIe| 028, AH|X}
HoHE ¥ 2EME, 708 AMAIAR- S0|2td 5t)
=0, XAl ZHX Mo o2zt 4TS Y- RAIEF
o olz{g, =22l A d3st Miiell2 FtesgE,
BHO| 0|22 50| 0|F2| A0l HIsiM & =A LIEFHCE
Eol ATE WOjH|E0| w2 HER2 MUX OH| ==Y F
42 23.9% &7t SNS TOjH|E0| =2 T2 56.5% S71,
matol HAHFEL 37.1% B7I5IY=0 1S0A SNS
THOfH| 20| &2 FEe| =4 FUEO| 71 & LEH
A2 SAXHCE |/OSICH= ZtE EEIYCE SHX|TF A
2 ZXolof mE MEE OjH| Z=+=YU2 "o 40.0% S7t
SlQiol, 3H O|Lj= 58.0% 7t 5 O|Lf 43.4% S7}, 10
E O|Lf 21.8% S7F 104 O|Y 28.6% F7I2 LEIt A2
SAHcRE RFo|0|gil= ZutE EEULCE

AT ZutE HERLE XAZf REXMEE Miijrels 5=
St7| eler AN FMEF2 Chgdb 2ok AW, 22400 FAzH
Al XEHQ BHIX MAE siME et sEE iy
OlLl 4ZS YREBP|ECH: Ll FHE XIS AE
2|2t AE2(OAE S SO SHCh OlE S0 HIiE|(Farm
Party)S HASt= 1PdS ZEHITHAHOIMEY HA| d2|2 &
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