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in Electronic Commerce of Food Products

Young Hee Joh'

Dept. of Computer Science, Pyeongtaek University, Pyongtaek, Korea

ABSTRACT

This study was conducted to investigate the effects of service quality and food quality on
purchase intention in the electronic commerce of food products. Specifically, the relationship

between purchase intention and food quality and service quality was tested based on customer
satisfaction and trust, which were measured using the structural equation modeling method.
Quality of service was found to affect purchase intention; however, food quality had no positive
effects on purchase. Additional analyses should be conducted owing to the conflicting results
of the present study. Although the amount of food bought online is increasing rapidly every
year, research regarding online food purchasing is not being actively conducted. The results of

the present study will help food sellers, buyers, and researchers.
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= H
FHZoll A% FuirkE2 Aelskal AR 33ke] A
oFo] gl 2ekelde] AFTlE Hdsstal =
AloJt}, o] 22 ujAe] offe] £ =AM
QoA 2EFulel IS mAE 8RlE0]
A ol A} g},

8F FeolEL e FAE ~vlEEY A
Asha glek, AET WLINE sk
olmz eehel 2e] Adele] v Zleka 9]
+ FAlo]th(Korean Statistical Information Service
2016). 1] Eehel Tk F2be] Akl P 5
Ho T Wt ofle} sls) Larel Lol
AFTFETPEE FdE Bolva ek doz
g ool AFeh= 73 9 wEEC] S| AES
T 2l g Eellx AT (R T ERE dol
ek Qlek ghmel] AFshs ARIES Fsh
AAoA Frufste] se] 2 wijEA 7= H-EET 3
Qollx mue] 2kl Y-S o]83dh= HlEo] T
A7) wioleh, HZe] o] & WS B F5
T oA R AFE FEAAXE S FT 52
AzTFe] AFo] Frtekckar =AM FAIAHALE
93] Y==11 Yrk(Korean Statistical Information
Service 2016). & 7]¢1 T} 2H A AAQE &
o A]Hol_,] g_uéﬁry]. Ay E T Q)= zﬁﬂ—o]u}
SHH, F< C71g¢] 2% VOC(Voice of Customer)
ﬂ-]%A]/\‘%ﬂ(Cj CheilJedang 2016)-5 o]&3}e] =7}
W AEToll e FUEAE 2 2ot 2
S LT = IEER JECI I ESR RS
AFL] A, TFaHREE 2AFe] BF AR, 42
A2k gl #Als Wol Zhe=the 23t Rl
ot F7pE AETvlelx Aniate] Fa WAk
MR LAsHA] gdor thE EAS Hola 3le A
= ¢ F Uk
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e e Ao o A

% Aol gt & WEAel ZelAERol

colelite] BRE APrai 9 - Wesel Bl
E7Fs st Aol oA AR Al

[ R= fsﬂ

01' r1

2
=

=)
ol
o

r
]F

T3 As7ERE NS o] 22 AlE slekal
o 2l 24 A 9UAE A e 5
AeE #H AL £ Ministry of Food
and Drug Safety 2014). o]ol| wighr S| A=
A1 A e ekl

s P RERE S R MR
Z/H_i zg]a—]. _% l% %UH [i3 /‘ lci zs-]%_ﬂo
24 AFe] elel ol Bs 271 5 3l o

o

o} 37 2l AFE FeiRi= %‘ﬂ‘é Zolct.
23] 2ERelde] Fufefwe Ak 7= A
ol APHIL = o] ot 71Ee] A7+
T2 AAFAY SHA Y] FiEe] FaiEREal]
o] #3F AF(Kim & Joo 2007; You et al, 2008: Joh
2010), £2}ele] AFe) Al W] Bk
T-(Baek & Kim 2009; Chung et al, 2012; Shin et
al. 2012), Q1] 7HAE ool w3k A
(Chung 2012)¢} TV ELagol|xj o] 2]EFuljo) 3k
o37-(Choi et al, 2014)7} XY=} L vhel] 9=
ehelola] drbaQl AE7rulell gk A7+ Choi &
Ra 2013; Lee & Ahn 2014; Hwang et al, 2014; Kim
et al, 2015) Fo] P = Hroltt, 53] &
gRelofl X Au|=gdo] Fujolrel] mA= Fad
siMe oo 97-(Jin & Lee 2012; Yu et al,
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i Sl8EE sl Fel eakel AET)
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LERelag e At AA(Korean Statistical
Information Service 2016)-& wiyd H oF 17% A
S7kete] 2015 AefH2 oF 53% 97Nt ¢ojrt,
o1EoI & - ARE el 5EE Adels
Aet F 2F] AL oF 63 339 Yo o]t
o= 20011de] 255 Aefto] H vt glojel Ao
ulzab ek o 2 Z71at olseolny. Fig, 1,00 o
s AEAUNA S7R= 20069 o5 A S7HE
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o ol TE F59 2] A FrheHT
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Fig. 1. Online shopping turnover of food (Use the KOSIS data)
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Fig. 2. Percentage of food turnover to total turnover of online shopping (based on KOSIS data)
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22R] g Eollx AR EE ARl Fde] 57
=724 SEVQUAL(service quality model)S o]

AMESEaL @Itk Parasuramany SEES ASo=

A RiEe) JFS T AHlE FH8R107 5,
oo, A%, A, A, 2AkARE, I ols,
34, AP, 9k 5 10719] 22l(Parasuraman
et al. 1985)& AAEH3AH. o] F- AMu|= F2E 57}
A g2lo g w3 Wo X SEVQUAL(Parasuraman
et al, 1988)S ¢HJ3Sltt =& Q2152 2184
(reliability), X1 (assurance), 3 4d(tangibles),
T+ (empathy), WH8-A(responsiveness)o|t}, Al
Fde ok&d MY AE BE = 9dal FEEA 573

T FEo|1, e FHde A AF
gk o] Bl 2z|e} GilS F= SHolgkal Aelsfal

=5 =

22 Adn), ), S92 Ay

7)eg 24l TAM(Technology
Model)(Davis et al, 1989)-& =3It} oo oA
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A -8 (perceived usefulness) @} QAA|H o]-&
g-o]X(perceived ease of use)’o] A|SFEATE
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an|zte] ey oA AlFe] FEe 2t
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=3
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(Paul & Rana 2012).
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or, Fulele] Al JFE vt TR
Al B2 el EelEar glth(Anderson &
Sullivan 1993; Taylor & Baker 1994; Szymanski et
al. 2000). 7]t} 7IHELA] 7e o= An|A} vt
b el e vkt AF-(Oliver
1980)9F grtolEe] Ao} whEmr} ol el o

5. 22fQl ALOJ Az
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A9 & 72 d(TAM)(Davis et al. 1989)2
wen F9e] Lehelgeld waAos Tushe
aEAEe AEh eekel AN Fashthe
A& RAAFAHGefen et al, 2003). fA}o]ES] &
Ao wal Ayt Z)sa, §-84o] AkgAl wk
Zo| FAHPOT S u|xn, Al&A|e] Al
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Table 1. General characteristics of samples

20| FoHe=0f OjXl= FgF 309

= F203 Fulel 7o) WAE 27
= Ao2 AFHA YriTaylor & Baker 1994). &
Sleld 284 S Wl Fa8 axe
H) A, ALolE TRl A Hekdolgka 2AME
tH(Szymanski et al. 2000). TFE5S AR A F9] &
sk A8, SlEIsol el F, el <l 3
s wrom, Aol @Alsh Fojelo] e velol
Aok AAFH AL glrkPark & Kim 2003). 95738+ A
F9) ERE 2okl 279 WET} Belo] 9)

= BV} QuKSyzmanski et al. 2000). ©]e} Zo]
TS Y] FET AH|A F83 Aol
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1. |95 4y

D Ay 32 2498
Aol Am e ekl egmolr Al
g ol Aol o= &nAE & ) o] &

HAE o R 20169 49 AEZAPL o] Foi3]
ok dmlEARs 22elE o]8ste] %S Tl

Aol gl AR o AAsgor ofF
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Variables N % Variables N %
Gend Male 50 24.6 Online food Purchase 153 75.4
ender . .

Female 153 75.4  shopping experience Non purchase 50 24.6
10-29 years 5369 Private operator 28 138

30—-39 years 12 5.9
_ Office worker 50 24.6

Age 40—-49 years 33 16.3 Occupation

30=39 years 0 246 Housewife 39 192

Over 60 years 33 16.3
- Student & Others 86 42.4

High school graduate 31 15.3
o Never 50 24.6
University student 72 355 Once a year 31 153
Education Yniversity graduate 85 419  Frequency of online Once/3 months 46 227
Graduate student 2 10 Ppurchases Once/2 months 24 118
Once/month 33 16.3

Graduate school graduate 13 6.4

Much more once/month 19 9.4




310 B=X|GAEMETISIEIR] K27 25 2016

2) 329 EA

BEo| Ve EAS AHEH, A4 S84 F
WA= s0on, ofxl= 15370t &S 200
7} 75O 2 36.9%, 30th7} 12902 5.9%, 40th7}
33102 16.3%, 50ti7} S0MOR 24.6%, G0t}
33702 16.3%E AFASIAL Ut} SHEE tiE o)
o] 10022 49.3%E A5t o, AFe] &
gl Tl AEARE 1530 75 4%0lth. AYge
25 3 2 A9 T A 2 s A9t
78O 8 38.4%0]H, FH7t 19.2%0]tk. SHARE
o] ealelid Aol Uzt Fuldlees A o 3
o]’ Tz} 60.2%0]t}, Table 1] QAT-EAIEZ]
54 AEE At

2. A4

o2 ul|AoA AL AU~ FA E AE F
A} A=)} Egke] BA9} AR 9 kS Tl
o|m=efe] FAlY| wEbA] the} 2ol 117149 71
MYt AB]2 4L SERVQUAL(Parasuraman et
al, 1988)7} TAM(Davis et al, 1989)& #=3}] 7]
2 7% 84, HEld AR, 71 71T AulaR

throl ekl

D) 2okl B9 Aaslsel) ek 2843 41
U DTS
22Q) &g BolA] DAl AH| st 7)E

2 7150l thak AH|2e] F-87do] ae] Aot

o

Bl vAE G F Holehs /Mol s
Hol el £Be| e FES T BT 5

< WZItHLiu & Arnet 2000; Mckinney et al, 2002),

o] 22 o|E25 niE o vt 2 7S Alsith

HI: 2219l o889 71% 7)e°] #8855 &

eel &gl gat A e Aol

22kl =M AFY] FHo| 2 B, 4
F Tl 2] WES o)
| e Pde danln 4Ee] Fao] wae
W PEore] JFks FU dATel =7
(Namkung & Jang 2007)°] 7]x3It}, o] Edl2
Has ol S mEAs,

4

k1
©,
Kil}
i
e
e
Y
o
v

o]

3) elel 2o Wejat Aulack Az @ 2AT
z7to] A

1)
o
ﬂ
o
30,
&
o
)
2
By
o,
i
=2
X

Ir
2
v
>
o

[<lNe)
&gt ofefg A

Bl TS WA 28l dig Al
= o



ZHRILUA AMSTF0 Al MEASEDL AEE

4) 7} 715 Aulaet 419 t;"l NSO /A
2Rl Eollx e 714 el
LAl 220l &5 ]88 PE o
E 7 Sk o] yiol| v & vl
AH] 2, ks ‘_rLUH oMIE g 5 2zl Eof
o] 57} 75 MHlas A4S A7) e
gk 2=E = Zoltt. o] B2 VM2 v 2
& Aol 12Ut a8 e B A
2} gEEF) F23d6 d3RS FTH(David et al. 2007)
£ ash AR, AE ol Rauee] 7
e, AR 12 B AR 089 29 7
3t (Donthu & Garcia 1999)

2
c

=2
fo
I
r (o3
B
o
mlo

H7: 219l 2 Be) 27} 7% Aulzs 2l
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22kl fsgzollA] AlFe}h whERte] AT &n
Aol 2ok Tlol 2l wol 391 A
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g R viEo] Fujolwe] JEFg nx= A
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e =Eeer
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1997; Gefen 2000; Jarvenpaa et al. 2000; Pavlou &
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ol WA AT IS wigem eelel AFT
vje} BAE B AT BPNE Ao DA
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X3z golog FR3IYLE AvH|A 7 gole th
Al 37HA R FHEEE] Fr8Adell 71xgk 28kl &
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o] Z HJ=AIFDQ3), FF ARIAET} sl
FFTHEDQ4), &3] FE71g FAI(FDQS), &+
o] F4ol gk FE3F A(FDQO), 3187 gl
gk FEREAFDQY) T FEso] EFH 3l
i, 22l & 71R7Ts] fr8Adell tieh Aol
7w FE3 % rAskBESD, Tl g gl
FA 2 (BFS2), T2 dFe] wiEBrs3), FEE
AT F e ARIBES4), T8 vjEA 2 A
8] HiE(BFSS), AvjE= el HBFS6), T
A Aol e SEA2(BES7) 5o FEE0

T ek Lekel o] Aulze] Helgel #
@ Agols el AME TR AAGERD,
TRk AbolEe] WS B8 AEYA TP5SER),
FQYF 1A ole] Ao|Es) Hla(SERS) 52
Apgrsol Tyuol gtk el Bl ¥} 7]
5 Aol Be Aol AAl el gold

(AFS1), HeJgk A)Zktiell ol 715 (AFS2), thekst
FE R dee] Zo| F(AFS3), 28] TFul| Al
71e ARAA=(AFS4), 2] Eo] oWlE 3
(AFS3), AAIZE vl & 23] 71%5(AFS6), & A
AR} AR AF(AFS7) Soll B3 FEESo0] L3ty o]
Ak, Aol gk AR o 2= Hujat 3o FYA
AAE AE ERI(TRUD), A ArA2 e 234 +
Hj(TRU2), Faidsgell thgh ol $7](TRU3), 7|t
P dsEo] vlS == AE(TRU4) Fol 23] Q)
o}, v i3l "R o7 FulEde] gHE(SAT),
2ElE AR Ho|Adol| WHE(SAT2), Tr] & v
of] THE(SAT3), HiE2AFe] F4 TE(SAT4) T°l
AL, Frjolel] #IF WEow Jovw AF
uo] ofgFo] QIS (PAYD), Aol FeliyA 21F A+
uff 9JERHPAY2), ERRIAIAl 2571 S 3HPAY3)
5o dEEo] xFE gt

B ATl B g gQle
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3hod XSk A 222 IBM SPSS Statistics Iv. 23 9 1%
23 for WindowsE AMgSle] SHHSLE 7] 352
ol ¥aAS BAstlom, o|F Foto] B v 1. B Qo 2M
QJAES AAS, A8l 15ES =53 U
o} #eld 80EAHL =& IAeIES JHte 1) AEA] A=A B
IBM SPSS AMOS 23 AFg3to] T2apgs = MR ALEE 24 wes A A
dS B3l 9le ko] #AHAS Elsict H7] 98] Z2vtE °U}(cronbachs a) 23S E3
Table 2. Rotated component matrix®
Factor Component Cronbach’s
1 2 3 4 5 6 Alpha
PAY1 0.867
SAT3 0.856
PAY3 0.855
Satisfaction & '
Purchase intention SAT4 0835 h h h h h 0933
SAT1 0.791
PAY?2 0.778
SAT2 0.757
BFS6 0.713
BFS3 0.687
BES7 0.676
Usefulness BES5 - 0.675 - - - - 0.884
BEFS1 0.652
BES2 0.613
BFS4 0.523
FDQ5 0.756
FDQ2 0.671
FDQ1 0.666
Food Quality FDQ6 - - 0.639 - - - 0.842
FDQ3 0.619
FDQ4 0.610
FDQ7 0.532
AFS5 0.703
AFS4 0.650
AFS6 0.637
Extra Service AFS2 - - - 0.598 - - 0.886
AFS7 0.545
AFS3 0.541
AFS1 0.538
TRU3 0.676
TRU2 0.603
Trust TRU4 - - - - 0.584 - 0.744
TRU1 0.549
SER2 0.785
Convenience SER3 - - - - - 0.691 0.712
SER1 0.549
Eigen value 13.16 4.17 1.75 1.63 1.27 1.01 B
Cumulative % 37.62 49.54 54.53 59.20 62.84 65.72
KMO(Kaiser—Meyer—Olkin) 0.908
Bartlett's Test of Sphericity Chi Sdciuared 323?353

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 7 iterations.
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W3 dA=S A Eokth S A Alolx
g] Qeke = 2037) Alo]A = A= o] 9=
Aol 44787} A =Rl o 150717} & Alolas
ekt £ Aolag Ba 48R £l Al
FA%e aEnks dvigte] 0.957% SAHLT, ©
£ 9EY v A4 5185 0,69 71ES W 9l
v B9k A 2 SAEN s AR ds
A =t B S ok (Nunnally 1978),
W AMgsket] 27}

ki

Aglo

e

8¢l
s, B 35 sfstel 27 14 5
_Zr_

A %
F2H903, 67} aglo] AR Y2 Wrel oF 65.7%
2 Asha g e 4 ¢ o

Table 3. Correlation for Validity

A gl o] ARz A IHE 8]l
ARE Table 20 FAISFITE 79 vk Aalo) ¢

?'FHH K2131-e] AL 35709] £}l 7] &

o7 ZHTE 22l1e RHEI oo
?l 8R1E0] 8RI2E 7187 )F F-87300 &Sk A
°ojH, 82132 2F % Oﬂ w3k g]loltt, 8]l
T2V Aulze] w3k agloln, Q15 4l
w3k Aolar, afl6e %E}OJ E9] An|= Azl
5k aclolet,

678 8%l BF IAEHS dulgho] 0.6 o) dolEg
22| =7 S1E90e} a2l e] edE gelst
71 98k T3k 7k KMO(Kaiser-Meyer-Olkin) ©]
0.908% Ho|il Qlou = o] gro] 0.5HT} Z o]
gelxfQaz, Bartlett®] Chi-Square #F-2 3694, 40|
frolgEe] 0.001HtH 2 SR Q1T
K] o] Suselria 2ok

2. oI Q01 24
a2 a9l B4 ofste] £E¥ ) 291

Correlation

Factor AVE C.R.
1 2 3 4 5 6
Satisfaction (p?) 1 0.7259 0.9487
0.308
2
Usefulness (p?) (0.095) 1 0.5907 0.9091
0.246 0.809
. ) . .
Food Quality (p?) 006D (0.065) 1 0.566 0.9008
0.329 0.602 0.703
. ) . . :
Convenience (02) 0.108) (0362) (0.494) 1 0.5101 0.7562
0.484 0.792 0.697 0.633
. X . . . .
Extra Service (p7) 0.234)  (0.627)  (0.486)  (0.401) ! 05528 0.8959
0.255 0.79 0.692 0.715 0.789
T 2 1 4585 7705
rust (0 0065 (0624 (0479 051D  (0.623) 0458 0770

p?% Square value of correlation coefficient
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EE gFE 0301402 Yehtora b e
o] Atk £ = it} & Ul AAc® AT B
1SS 8l 72 Bl 4o BFM 3
gl st Habre] 0.582 o]EE 5 Elddo]
Aot o}, g AlE= CR 3 ZES EFGA
HAIE Table3ol] YeRITE. 74 7 Al=e
(construct reliability: C.R,)9] HAR|4 0,78t} =

F-E:

3, PGt BASE A9 (average varience  extract:
AVE)9] HAF 058 EiL QLo HZ(Hair et al,
1995), AZFEFFAo] U= Aoz Eri(Anderson &
Gerbing 1988).

o] e AT Sleir B drelrs
< o83kl

A QoMo oJate] o7lle] 891Ee] BE
a1, o]l thak F1F QelEA o] FYEt, 2
% 7% AP Table 40 ZAIEO] Qlrth 2H3A]
= CMINZL #°=1083,5292 VFEREo W A= 545
2 o] AHgAS Hrte] sz AMgEE
x/df=1,988L AILVFS V=3l 9, o5
el pRE 0.050]5 k0| m 2 Aa17]FS wHE3tir
AZgko] ZA)2 15te] GFIS} AGFIY] FHe =&

A kgt YA AR FEL AR7|ES VA

74 g3 ek,

o ¥Q ol

2) 7H39) A%

TEUAY Bde FH AT 7Pl AEde
Ajste] £25E ARAFE ERS 29K Fe
s} ol vEhdl & gleh. el 2 A 2ol
BEe 459 7 el dig A% Avks 7
H1, H5, H7, H8, H10, H11& Ag=Eglon H2,

A

Table 4. Evaluation of Goodness of Fit for the Model

Absolute Fit Index

Incremental Fit Index Parsimonious Fit Index

x> (p,dd  x¥df GFI RMSEA  NF TLI CFI AGFI
Criteria - <30 209 <005 =09 =09 =09 >0.8
1083.529
Results 000, 545 1988 0.070 0760 0839  0.861

Food -
Quality _

-0.321

(4.108)

0,144

Purchase
Intention

L e
(14,7643

— Adoption
T Rejection
(p<0.05)

Fig. 4. Results of research model
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H3, H4, H6, H9& 7|Zt=|t), ARA 2] FAA
94 AAe EAZE o] 1.965(e=0.05 FF)7}
He 49 71AE[R e As 2=

Table 59 Qoksle] ZAI}ITH.
TAH o2 BNAANE vEFSE ARAF &
;Goﬂ/q )\L_qu_?j, %ﬂ.o] LB 7E 7)o &
2}

= 7}%4 H1S 7453 23 Z2A4 Fho] 0.327%
5% wJ Tl AR =YL 7 H2E 28k

ol Zlolehs AT MR A% A3 A=A g
0.074% 7|Zt=ieh. 71 H3e
gl ﬂ%—%— o FETE 20

% g o
OE\
i
=
=

AeRer, H0E Z|2dTe BUT A4S 53]
o v AE fEolt AErh Fujelwe
e w13l AoRRs R H 712 37
AY A 73} FelelEgte) WAt FHHoR

el W8 AFHes AE,

o Ak g Aol bes e At QoW A=

BRAFE %k -0.1198 7174= e}, 2243l =9

NE Fho| F955 w9 VIS Fold ol 2 7] mae eael agEol AFe) F4

© HA 7Pd2 ARAF #e 03212 7174 I A= F-o] Fujejel] JFE vE A=

7Pd Hs= 28kl el Ajgh Aul 2t 22 AFH R gotate] Arfstarat k= Aot o5

Ql segme] A wY Aotk AR AT Sl 2epeldelld 2ES Tlgk Bdol IAY

A BRAe] 2 0.301= 1% o] ol A u) oAl BS54 FHAE sk 24} kit

Asisiet, edtel £Ee) Wl A WA AR R ekl HF FE 548 5

of R = Aoleh= 7Md Hoe ASE 2% 4 U= TFEH A= FHl A5 EAER T8

2A5e] e 0302 AAET eekel £E qrk Auls ERe ool 4R )R A5

Table 5. Results of the hypothesis testing

Hypothesis Paths Estimate S.E. CR. Ai;’z tcltci)znor
H1 Usefulness —  Trust 0.327 0.122 2.677  0.007**  adoption
H2 Usefulness —  Satisfaction 0.074 0.203 0.363 0.717 rejection
H3 Food quality —  Trust -0.119 0.17 -0.702 0.483 rejection
H4 Food quality —  Satisfaction -0.321 0.26 -1.237 0.216 rejection
H5 Convenience —  Trust 0.301 0.111 2.704  0.007**  adoption
He6 Convenience —  Satisfaction 0.309 0.192 1.604 0.109 rejection
H7 Extra service —  Trust 0.313 0.131 2.397 0.017* adoption
H8 Extra service —  Satisfaction 0.924 0.225 4,108  0.000***  adoption
H9 Trust —  Satisfaction -0.495 0.29 -1.708 0.088 rejection
H10 Satisfaction —  Purchase Intention 1.172 0.079 14.764  0.000***  adoption
Hi11 Trust —  Purchase Intention -0.144 0.051 -2.82  0.005**  adoption

?=1062.570 (df=543, p=0.000), RMSEA=0.069, NFI=0.764, TLI=0.845, CFI=0.866

*E*:p<0.001  **: p<0.01  *: p<0.05
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