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Classification of Single-person Households
and Factors Affecting On-line Food Purchase

Su min Joe - So hee Min - Da Ae Son - Uhn-Soon Gim'
Dept. of Agricultural Economics, Chungnam National University, Daejeon, Korea

ABSTRACT

This study examined the characteristics of single—person households and classified their types
by applying the multi-variate techniques of factor and cluster analyses. Data for the study were
obtained from the survey data by KREI 2016 with 588 cases. Using factor analysis to analyze
the characteristics of single—person households, 16 basic variables were categorized into four
common factors: ‘Consumer competency’, Not to cook’, ‘Dietary change’, and ‘Food
consumption’. From cluster analysis, single—person households were classified into five groups.
Among the five groups, Group3 and Group4 are potentially huge consumers in the on-line
food market. Both groups are young and intelligent and often use on-line food shopping, but
Group3 prefers home—made food, whereas Group4 tended to eat out. Therefore, different marketing
strategies for different groups were suggested. In addition, the logit model was estimated to
determine which factor is the most influential in on—line food purchases.
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A 28] 9] F7(Singlesumen) E& 55 7] A2kt
ek, olelst &2 o]Fen]| Aol Yo R 7Y
ARE AAF 191 7Rl SR AdE E=gE EAskaL Qlvk
(Park 2017).

7R e o] HePEe ofue} SIEYl [ ES=e] W
Aoz el 22kl HWAPIAHF s A HA 4]
A= A oty QI Aol FAl HEd
A =it 221 ARzt 7HAE Hed F2,
dE tofsl Bo 5L A2 v JEg Ad
AR 875 A F e AEE wEA
A8k k. EAIAEKOSIS 2018)0) wh=m eafkel
238 20003 AN 133 51 AolA 20180
= Ad 1132 7319 o= e S7ME Btk
221 AP A= oAl Tull= 8 s AgellA
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vk Byo] dwiste mukels F9F 221}l 4%
U] 282l AHE o wEA ZIAE Fles
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1. 121 7kt He|

191 7HrehE 8ol AP (KOSTAT 2005)0] 131
7ol tigt JiE-S =QJskHAMRE SAsleH, 1
Aol B gAY oR ARgHol $ith(Kim
2017). BAA ] B golol w2 191 7 (Single
person households)i= &AM sk 71, &, 121
o] YA oR A} X 5o WAE FAR=E 7
5 I3ttt 191 7 9T, @A), S
Tog E&¥E A97F AckByun et al. 2008).

191 7 829 88l w2k 191 7hret
HIZPEA 191 7V e, Q17 540l wet
A 191 7, A 191 71 = 1] VR RS
T lom, ARslEste Sdo wika= HlEOEE)
18] 7prel () 19 7t So' TR 5 gl
(Byun et, al, 2008). APZA 1¢] 7}k 2 30~40TH
olde] dEZFol olo FFEM AREHoR Tiket &
lel| ofal] AEdgo] olA A, FRERE =73t
o PAE 191 7hEkaL B & ok e vjrpeE
131 7H9] 7-9== 20~30) o)de] dAHFToE Hd
ZF R 7HE 2 5 o, o]5L i ang-hEet
ot} AL 450 ol HYS gk FH|= <
3 AT 7elek(Kim 2016),

A Ffjoll REHAJYE 191 7He fFrEeEs
20t ] A AAdAF 9 AL, 300) ZRbellA] 40thel
AlEREskE /dshar APl FE-8 Bl gl 2=
n2 - wzE He, WS ALSA EA9 7] B
A TR Qlate] WA, o]& Jelal 727 kE T
o= QI A2 A, viA o R AA wE SR
AFs} Y EHA] 654 ol el AWAIRl E7 =
Q1 Feto] lrthLee 2014). o]} 2ol 18] 7}oll=
ke o] EAlgitt,

£ AFdxEs A s B 19 7HE
71 799 glo] £ AES SHAHoR st

t brer E249 Ades Aed,
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3l 78 Welld 5218 vhess 7R i 01] tHf:f} 713]
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I} ZHARE Aol g et A = 017&}1 sk
o}, Aap FRhoME &
B EH TR 428 ﬂ%o}ﬂ BAIgE ] 7t
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B, 2003 58 B b e Eae
(Wang 2014),
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e TR 99 T A Gelean, 7
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28]} 98 Hl&(Consumer role attitude)s= AH
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2010).
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191 7} BE 58859 A 94 X AMe5EA
567N A AL, di, A,
32.19%7}F FaEskal i AlE AEA] Bl AR Tl
x5l gk 191 71 ARE = 60t} 27.7%
2 7P won the sotf 18.2%, 70th 17.9% 0%
UERHA 191 71 5 SA4=Slo] B2 s AR
ZAog ofgdnt. 191 7ol A X |9
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e 191 7] A REE BY FHI} 24.0%
2 7P 2 vl 2Bkl e, oks & ARAPL
AFELB Y ALY F
A TR 2327} =7 Ur% Zo= osfiEit, F WA
T AARRL Q= A Auls FARAE
2 15.3%E AFABLAL, thee AFFAFARAL 14.3%,
o HFARE 10.5%, FHOIYH SHZAAF 9.0% <=

2 Uepton], FA27} 8,308 AAshs A o=
EpsiTh,

190 7o) 9 Ht TbE 2
1005+ o]3}7} 32.0%= 7}%}
100~2009H 29.4%, 200~3005+H 25. 7%= YER}A
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o sgehs Ao= Uit
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Table 1. Distribution of the socio—demographic variables in single—person households

Variable Frequency Ratio(%)
18~19 1 0.2
20~29 61 10.4
30~39 80 13.6
ggezrs o 40~49 7 12.1
50~59 107 18.2
60~69 163 277
70~75 105 17.9
Sex Male 156 26.5
Female 432 73.5
i Metropolitan area 212 36.1
Region .
City/county 376 63.9
Less than middle school 251 42.7
Education High school 205 34.9
College 132 22.4
Service worker 90 15.3
Clerical worker 84 143
Sales worker 62 10.5
Agro—fishery worker 53 9.0
Technical servicer 44 7.5
Occupation Labor worker 29 5.0
Expert worker 10 1.7
Housewife 141 24.0
College/graduate student 17 2.9
Unemployed 49 8.3
Others 9 1.6
Less than 1 188 32.0
1~less than 2 173 29.4
2~less than 3 151 25.7
Monthly household income 3~less than 4 46 78
(million won) 4~less than 5 13 2.2
5~less than 6 13 2.2
6~less than 7 3 0.5
7~less than 8 1 0.2
Less than 200 134 22.8
200~less than 400 265 45.1
Monthly food spending 400~less than 600 132 22.4
(thousand won) 600~less than 800 32 5.4
800~less than 1000 15 2.6
Over 1000 10 1.8

Sum 588 100
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Table 2. Frequency of on-line food purchase in F71 Qe ALgo] o]HAM'E et AL ok B

ST T
single—person households Hhe} o] 101 7}te] ddziZo] thAll= <lElYl ARRo]
Frequency  Ratio(%) oA Fe =HFo] W A AdETkr Eo
Every day 0 0.0
2-3 times/week 1 0.2 2. B up
1 time/week 12 2.0 )
1 time/2weeks 25 4.3 191 7 799 599 Il A7l 29
1 time/month 35 6.0 EA3FA; WA 2918 (Factor analysis)= 531 1
Less than 1 time/month 38 6.5 el 79 A4S YeilE ookt iS58 8%k &
Never purchased 4717 81.1 Fro] gelo g Zokel the QoliAM o o) =1
o 58 100 o] 2919 T ofeh MASE olgalel BHRA

(Cluster analysis)g AAJE}e] 1¢] 71+ BE-S & 7}

A §Poz BRI A 19 HE 438 58S

S QIEUe 2 AFS Fufehs o BH THAol
AGstrrel wgs Fug7) FH olf2 ekt

2, ohee HES b NES e RS E e

\l she] A el lgLe] A1oF ol PRNRE S P EaEL MEPR PR S

Bt} & ek 107) 72iTE a9l ajles
S Eivlo AEe was g 10l A TR A9 A 30w B ddes ud

477e] A olEjulo 2 AES TolakA] ok o]6- AREEE= ¥ 892 3] - (varimax rotation)S AA|E}

£ M0l SIEI ABo) Ofelebivl T ol An oo e el il AR sl

= Yeh) F= 2/ (eigen value)7} 1.0 o]del &
8l W =2

o2 ajlEAdl ofsl =€ 41 2913} @
121 7h7¢] ARBIRITHeHs W=E ol 8ste] 18] 7+

2, Hee FAE QAT T HoM, B, W

OB YA, FEel it FEE AR 5o oY

A, HlES A1 5 QoA S9] 4oz et
E 3T

=
(Table 3). THYIC & AF5 TUSHA] &= T4

Table 3. Reasons for internet food purchasing/non-purchasing in single-person households

Purchasing in internet Non—purchasing in internet
Rati
Reason Frequency (j/:)O Reason Frequency ( (; )O
Cheap price 57 25.7 Due to difficulty in using internet 399 41.8
Delivery 51 23.0 Can'’t trust the quality. 157 16.5
Variety of products 28 12.6  Hard to exchange or return 111 11.6
Difficul btai h inf i
To save time on shopping 25 11.3 Ut fo obrain enough. informarion 100 10.5
about the product
Can b hy d besid
an uy'ot er products besides 24 10.8  Can’t wait til delivery 94 9.9
groceries
Good quality 23 10.4  Quality deterioration during shipping 63 6.6
Can buy small quantities often 13 5.9 High price 24 2.5
Others 1 0.5 Others 6 0.6
Sum 222 100.0  Sum 954 100.0

* Frequency is the sum of the 1% choice and 2™ choice with the same question.
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Table 4. Factor analysis results: factor loading matrix and commonality

Fundamental variable

Factorl Factor2 Factor3 Factor4 Commonality

Consumer interests
Healthy diet

0.842 -0.127 0.104 0.112 0.749
0.783  -0.125 0.053 0.087 0.640

Utilization of agricultural produce information — 0.782 0.165 0.069 0.006 0.643

Consumers’ sense of responsibility

0.779 -0.122  -0.057 0.082 0.631

Consumer Safe diet 0.745 -0.052 0028 005 0561
competency
Using food labeling 0.726 0.200 -0.035 0.069 0.573
Consumer problem solving 0.717 0.089 0.074  -0.131 0.545
Agricultural produce purchase environment 0.691 0.015 0.088  —0.044 0.488
Traditional diet 0.630 -0.321 0.043 0.060 0.506
Eating—out frequency 0.055 0.735 -0.177 —-0.090 0.583
Not to cook Delivery / take out frequency -0.175 0.634  0.098 -0.027 0.443

Frequency of prepared food purchase

0.081 0.614 0.370 0.179 0.553

Dietary change

Frequency change in home meals

Change in food spending

0.043  -0.062 0.823 -0.126 0.699
0.138 0.260 0.529 0.276 0.442

Food
consumption

Monthly food spending

Frequency of food purchase

0.057 0.158 -0.154 0.778 0.657
0.022  -0.265 0.274 0.670 0.596

Common
factor
contribution

Eigen value
Individual contribution rate(%)

Cumulative contribution rate(%)

5.15 1.76 1.34 1.06
322 11.0 8.4 6.6
322 43.2 51.6 58.2
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Table 5. Mean values of the characteristics in each group

Characteristics Groupl Group2 Group3 Group4 Group5 F-value I\é;i;
139 120 154 156 19

No- of households(%) @36 Q4 262 65 G2 i
On-line food purchase 0.144%  0.013° 0.364*" 0.4914 0° 81" 0.263
(numbers/ month) 0.65  (0.09  (0.80) (1.17) ©0) ’ 0.81)
Age 6.09% 617 424 358> 505 133.2" 4.92
10°s : 1,208 = 2 =, 70°s = 7) 0.73)  0.79 (1.46) (138  (1.39) ' (1.62)
Sex 0.84% 0.824 0.74* 0.56" 0.79* 1027 0.70
(F:1, M:0) 037 (038 (.44 (050 (042 ' 0.44)
Education 1.32¢ 1.21¢ 2234 2.28" 1.58% 929" 1.80
(middle school :1, high school : 2, college : 3) (0.59)  (0.41) (0.70)  (0.66)  (0.77) ’ 0.78)
Functional food purchase 4374 4.18" 5.62% 405 3.42° 79" 4.54
(numbers/ month) 291) 434 (570 (283 (259 ’ 4.13)
Dietary satisfaction 3.204 314" 3324 317% 2950 39" 3.23
(Lickert 5 point) 052 058  (0.59 051D (.52 ' 0.55)
Home cooking frequency 1.07¢ 1.02°  1.25*® 138 1.10%¢ 17.4° 1.19
(1 : most times, 2 : Sometimes, 3 : never)  (0.26) 0.200  (0.46)  (0.55)  (0.31) ’ (0.43)
Monthly household income 1.63¢ 128  336*  2.66° 1.58¢ 1007 1.13
(1~11, million won) 0.65 050 (145 0.79  (0.69) ' 0.34
Health interest 37248 35748 3794 3.54" 3.32¢ 57 3.64
(Lickert 5 point) 058  (0.63)  (0.65 (0.58)  (0.48) ’ 0.62)

B _ gD A _nq11C  _ E

Factor 1(Consumer competency) (11'.7714) (f;f) (536481) é:;i) (122556()) 467.0° ((1))

-0.76° -0.62° -0.04¢ 1.12° 0.58* . 0

Factor 2(Not 1o cool) 069 08) W3 A7d W@ 0

-0.13%  -0.45° 0.63* -0.001® -1.37° o 0

Factor 3(Dietary change) 08D 079 ML) (2 a4y X

-0.16® -0.73¢ 0.81* 0.04® -1.13° s 0

Factor 4(Food consumption) (0.98) 084 (162 (092 (063 37.0 M

Note : Numbers in parentheses are standard deviations.

The upper peaks A, B, C, D and E indicate that ranks for the mean value of each group varies

significantly different between groups based on Duncan’s multiple range test (i.e. A>BYC)D)E).

"p < 0.01
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Table 6. Main characteristics of each group
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Group Characteristics

Very interested in health with high satisfaction in diet.
Groupl Focused on women with high level of consumer competency, who prefer to cook their own
(23.6%) meals.

— Women-oriented group that prefers to eat at home

Less interested in health than average with lower education level and the lowest household
Group?2 income.
(20.4%) Less interested in diet and less spending on foodl.

— Group with low income, low education, and low diet
Group3 High -frequency in purchasing functional foo-d an‘d internet food. Prefers home meals with high
(26.2%) spending on food, who are rather young with high consumer competency

— Group with active diet, high income, and high consumer competency

Prefers eating—out with high education level, yet low consumer competency, relatively higher
Group4 ratio of male as the youngest
(26.5%) — Young men-—oriented group with high education level, low consumer competency, and high

preference to eating—out

Groups Never purchase fogd via'1 on.*lin.e ' '
(3.2%) Has the lowest satisfaction in diet and in health with lack of consumer competency

— Group of poor dietary life with low income and lower consumer competency
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Table 7. Estimation results of the logit model
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Explanatory variables

Parameter estimates

Estimate (t - value)
Age(10’s 1, 20°s : 2, =+, 70s = 7) -0.6743 (-5.62)"""
Education(middle school :1, high school : 2, college : 0.2436 (1.01)
Sex(F:1, M:0) 0.1460 0.51)
Region(Metropolitan city=1, else=0) 0.0760 (0.30)
Functional food purchase(numbers/ month) 0.5832 (210"
Monthly household income(1~11, million won) 0.2377 (2.05)"
Factor 1(Consumer competency) 0.0232 (0.80)
Factor 2(Not to cook) 0.1331 (1.55)
Factor 3(Dietary change) 0.0565 0.58)
Factor 4(Food consumption) 0.0931 0.88)

Number of cases 588
(y, =1) yes 111
(y,=0) no 477

Log likelihood -208.87

Likelihood ratio(R) 151.97

p<0.05, “"p<0.01
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