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ABSTRACT

This study examined the factors influencing online food purchasing (channel selection,
purchasing share, and satisfaction with online food purchases) after the occurrence of coronavirus
disease 2019 (COVID-19), using raw data from the 2021 Food Consumption Behavior Survey
collected by the Korea Rural Economic Institute. The results of this study revealed that when
it comes to selecting online stores (channels) for food purchases, consumers prioritized accuracy
and promptness of delivery, stability of payment systems, and price. The reasons for choosing
online food purchases were primarily for the convenience and efficiency offered, such as delivery
services and their timesaving aspects. Additionally, consumers also considered superior product
quality and variety as the advantages of online food shopping. Furthermore, in terms of online
food purchasing behavior, the following were observed: First, consumers primarily use mobile
devices for online food shopping. Specialized online shopping malls are the most frequently
used distribution channels for primary food purchases online. Additionally, when analyzing the
factors influencing the choice of the online food purchasing channel (Personal Computer [PC]
vs Mobile Phone), BMI (Body Mass Index) was found to be a significant factor influencing the
choice. Second, the proportion of online food purchases was reported to be higher or constant
compared to the previous year, and the factors influencing this trend were concerns about the
influx of food from external sources and motivations, gender, income, household size, seniors. Third,
when analyzing the factors influencing overall satisfaction with online food purchases, it was
found that the proportion of online food purchases, satisfaction with price and quality, concerns
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about external food, motivations, and generations were significant factors.

Key words: online grocery shopping, channel selection, satisfaction, COVID 19

outbreak
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AlgollAl @ASHA ®slelal Sl 7199 H=
= 2HARE itk 7199 feAlo] EeR|aL
Ue= Auigth. AvRE el e mEelE
Ha¥sto] &S st /low, ol= et Hste
A3 A WollA a3t dHE 7Y A ¥
slotar et &3], AEAHAE 2ol 222l
oflA o]AMAT} BStE] T, AH|RFEC] EETL
1} SNS(Social Network Service) 51} Z
Arn|dolE Fsto] Ay FH=E ikt
oto] weh Frufabgol A thefet WHo R
7} 3953 JHKim & Park 2016). 1 Ax}
At 4 @ St A AAR R FEs] Al
= Oo|AMA ARiel wiE2 2019|e] USD
3.54Z(trillion)(20149 HH¥] 165% S7hHE ZHA|
skelon, of2gk Aol Etstal AHiE o
2 AZEe ARAECIY oF SOl Hs) 7H
22 RS Aok ARRSE AAIEL
(Dominici et al. 2021).
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B3} SHollA TAlQ] didel Hal tHDominici
et al. 2021). E3F 20209 Z2H19 A o|F
AH|AEYEO] QlojA] At Halrt vERaL QL
=8, Z2UHI9E Igh T2 A% ol
et A4S SZAIA T Ao gk 48Rk
A7 Fso At HakE skl ItkLee
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s ATl W=t Y7171 ASEE 52 ok
of tiet TR 7t A AAA R 2zl
T AE-E 7| oo m F&5HA skt
22Ql Anf| o] = 20% o1 HES
Hol §dstA ZEY19=RY 3440 IF
= W= A RJddE & 5 AtHLee et al
2021b). of] wzh ezl 4
Skl Sl 2ERRIgolA9] A1F &7 Q0]
st7] {fsf FARIEY 222l
Atk BSo] HHY T 5O = SPE= QIEYl
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dhks 22511 tHDominici et al. 2021).
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=ol7] 9t ASAEE ATT & JoH, EIF
A" A7 oleg 9 S olsfistar
7gstk=t] QlojA sge ¥
et al. 2021).
WA, ohld AHRRY] AAERSTO TRt 27
52 TE AHAY] g A"o] 24E 9=
Ao, ot FFS HAF HHMA ARgol H
Ho} Hof whet AT 221 ) oA B
I 8807 WM3lsla Qth(Ngoh & Groening
2022). 18y I2U199F 2 A WHErt
g Z-8o] whE AHRF ARA O JdFE &
T UsA et A= BESITh LRSS A
EU19E 7339 STt 4242 4
Eo QlojA Y84 gRloz 715slr] gl
B A A4 BT HEo] AP ajls
o] F=UH9=E QIgt Afid AEggsof QUofA ofr
gt WSS MM QAo digt A= Fasttt
(Konus et al. 2008; Sheng et al. 2022). T2
W19= Qlsf Hale Ad Adelo =R g S
5 MR 7Idiste 57 82159 IFH2 Al
A EEY 542 olsfste] HakE A
FgolA Adgt Ad I A tig JEE
A5 4= ArtHNgoh & Groening 2022).
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HGS AFst7] dhizol o|AHAE Fet v
£ A3k, ol AR7]|&9 314 Wdo] &3}
A HolE =& Z0E AT = QUrklee &
Lin 2005). @xaioly} 2kQ] H|ZUAA A
HIAHS] 43 AH2 At =, A AYE 9
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ol oA ARAES =&kl fAJsk= A
< 585t
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o} ojgE ol AHANE Yo E gt AFtoA=
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5h= A9o] 982 WASIFTHDominici et al.
2021). BH, WRIAHAEE AR 7]ES A4
SHA| olsfistal ARESt= w80l U= A AHA
=°l g} 221 AdS @ AREsk= Aol A
20 g YEPHTtHNgoh & Groening 2022).
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F2UY197F ABAF FujgiEol mA]=
Tk A2 719 AR ERolA 8
AZE 3L QUet ABR; Ao 3gEe AnlRle}
o] FoAEoRRE EEEE APE B
7goe]7] wiwoll ohet e84 alEd tE
AH|R} HofE7)et A" 3915 oldfoke A
o] Fasith AHAF AP 5715 ok
tjeFst 9 1E0] Qg FeEH, SAl chgst +
S E-85t7] wizol A M=o B34
S Z7M7]1al AtH(Vazquez-Martinez et al.
2021). o1 s tHE 4Mi@sS FHsks A
F-E0] o]F0jX| 1 AtKNoble et al. 2005). &
HIAEE 342 7 Sigkstr] A8 4%
I AEE B7rd o ey} w82 Este] of
QrS AEiStcH(Zeithaml 1988). E3E 4B[7F &
A ZgAol7] Lol A ol&S 1T "=
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2 A; gtk wEbA AR 84 3500 9o
A 7 @e JtAo g 71 2 FEe 1At of
£ 7ol ZAste] E4 Ads AEstA "ot
(Noble et al. 2005).
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thSheth 2020; Eger et al. 2021). & &
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A&SHA 2211 £3& AH19] 4ol SHAIFT
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As] ezl A g AESH|: sht
(Ngoh & Groening 2022). WehA Ad A1Ei5y
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AZAlESR= ArfdEo] AR A A93E
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Groening 2022). J138o|&= &3}
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Aol FE € & A=Al T At AT
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£ Zo| "Q3s}tiNgoh & Groening 2022).
Al ojEt gRlEo] IZUH9E HHsHA |
F ABRe] 2Rl FjgiEol JdFE = 7t
of thet =27} Qs
AR, 9 A7 221 FHidgsel SloiA
%93t 99lo] Fil tKSingh & Jang 2022).
2B Aol AP Al sk 3
oA FHA R L7l ACEN, Fujgee] 4
T &5 ofElE o ABRL QIAISHE &
Aolu A 52 rlgtet ol=gt A
HIGolA Fee Ed=E Ad= Fasksty
LE8E 5ol Fafelzol S PIAA Hellee et
al. 2021b). S 57]°}=(Protection motivation
theory, PMT)° T2 78 AH|RRQ] 99 2|7}
2 AARE HOSE] 99 WS F9tol lolA
ojgA| 57137} o|FofA=A1E AHEtHRogers
1975). PMT& et oA A%} kg
A9 avkE Atsh] fls 28 3o, X
Zoll= Z=U199] H-&st7] #I%t 5718 295t
7] 98l E-8=]31 ItHWen & Liu-Lastres 2022).
FEUI9E AotHA Z+5 mtol25E A4
He AESE 0 4HR] AT 2 E
offlor, o= 7408 T Wislz o]ojA|1L
At(Jones 2020). 3], AU Adn|H o]
£ Sl HAL = 7P wAES A7l Higt
FAAQ dEE SEAC wet AnRtelA of
222 WIA AT Vazquez-Martinez et al. 2021).
I o= IZ=H19=E Q] A= A
PRl digh B9 SVHAIA HIZYF
o F5A HeE FEsto] 3520w WA AlF
o FujRl=r} FAsks AoE YEUAL Qitt
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=4, Belk(1974, 1975)2] A7ollx= dHEo]
- vet 5 A7 9 QY A 8Qls
o] @meQl Aol AnAt FHidgEo] FF
go| U2 AAIBHAT ol=tt A 8RIE2
221 A mF A&7 oA FH UQIo= A
715)1 HDominici et al. 2021). 3], A+
ol &HY 71719 f ARgo] 7o f-8<t
o s SEET Qe REY] HHtYd f2
Als wEof]l FEEHIAL Utk &, ZHEAOA AR
HEe g2 e vjgog HkS #ET ¢ e
483t =371 Hi3l tHLangarizadeh et al.
2021). o= AH|AFY] Af7o] 28l 7]7] Ao
T QFE F1 5 HoF ok I8EE
2A7Folut BITEA " 7914 o] 2Rl AE
mjo] AdMeoe JFFE & o Utk

AR, 2H|AE dFE = T83% 802
BN £357e Y diidelti(Valentini et
al. 2020; Ngoh & Groenin 2022). HA 3
= A =82 HofstaiA} sk AH[AkY] B
= 9ujstH, I A= AFL AHAE
9 2P Froh=s 7] 8RICE Q1A
£t Hou & Elliott 2021; Singh & Jang 2022).
Ao 7 AT AvAre] =ekd 47 AHeat
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AtHHou & Elliott 2021). ESF &H[Z} SHO|
A 22l Al AAA dEo] 2% 29107
ZhESHAIRE HEHo iR Qs AAT 4 Sl
ket EAES WEska ot 2%l AHE #
A og Aste AHAES AYE PIRAY
ARSI = SFc(Watanabe & Omory 2020).
ojgfgt S|4 221 A4 wHfto] gt
AH|A} AZ= 2230l AR Al B 7Rt A4
2EHE FHMdZ E0lE & 7] dizel 22l
T EgoflA AnjRte] o] YIS &
ltHLee & Yu 2022).

= b ASsta Aok 28Rl AE Ao
A, 1S3 A%, 7 PR, 248 9 A 59
P G B FHAA == ol
(Ngoh & Groening 2022). ¥Fd, 3 A5
A e e 2201 4 5
AT-EAA 549 IS Aol QoA &
A= 27E Holil JcHDominici et al. 2021;
Hou & Elliott 2021).
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7ot o) 2o ofsha Au|jayEe Uyt
7] 9ol AEE F8 THAEE F sbel w
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=2 7 294 ol &8 Fgel o
011 A]

A A3 Aol € o TAske SAAA A
2 A" 2 HoJ=]31 It Oliver 1980). &, 4&H
AL 7ol S5k whZo], 1A o BN
o] ¥AY5HA HrhHan et al. 2019). 7[d& 71
oA Agsh= By 74 59 WIBEA EE
A3Fote TR AleE2 53l AHAR=E T o]
Ao 71df F43 A= (En)E g & A
t}. o] G0N 7|t AESoNA o] ESH

T o

BE BN % QA e AAH SR Tlol
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=

& Ig2 SFcH(Hult et al. 2019). AA, F4
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T &3 5O | AEoA AB[A} X o=

77} Z1dol BRtelAY s7RIHH 152 F
AaA 0T HoRQAY A|&AQ1 S A EsHA
™ (Lin et al. 2021), oli= 2214041 9] 4H]
b B o Peole H-EErHMainardes et
al. 2023). WEtA] AHAES Hefet HYE
T3 e 22k &
el &go] gk HEEE ST 5
3t (Melovic et al. 2021).

A, 221 47 H 0 2RE |76l FE
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et al. 2023), F&o| gt AHR}F 2|22 A|lE9
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< 9ugtHKonuk 2019). AHRES 291
TS "oty &30l o= AZbskal glo
L Ao 43 sl AolA fdS AZstaL
QItHHult et al. 2019). A& F¢ XZ4H =4
< AHAES] A FE = AlE U
BRIl glom, FAlo] AHRL SHOIA “AlEE
271 {8l 27] E= A== F(what)' o=
J 9= =(Zeithaml 1988) 72| Tt H7HE &
HAWES O ks = A= UEhdal Slth
Z, sk whi#} 7M1} o vl B 714
Zko] Zpol7} AHsH oks 4= Sl=Alo gt
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4 A Zto] FAo]7] wiizo] 7HATe] AE
Aol olA wleket A #E7F E 4= UrK(Viaev
et al. 2009). wetA AZE 43 7H4 7ho]
Alofl gt AHAF ¥ AlFE Al wet Aol
g AAE B 4 QS Aojth

AR, ohFet o Aol whet AHjRRe] 43
71 Aol UetuA ot AE 0] AEF
9] A% 1 F71= AEs Fliske AT o=
7] g0l 208 HHsHA He wE2 HE
A YebtA "ot Sheth(1983) ¥ Eastlick¥}t
Feinberg(1999)= &% 5717t 7154 4 H7|&
A 5712 FHE= Al 7154 571« #
o, v d 4 5 ol Hugt £4
ojulstH, H|7|54 57 tE AT A
2hgo] digt AR de 9 AR Y

anlR} 2|7 St gre BHe £ oJuld
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oo} vlwste] ol AFAA7ME BIISHA =
=4, o't oM FdE AAEES H|wet
tHDemoulin & Willems 2019). Kohli et al.
(2004)Z 221 Fuj=RE AR A H=
T2 @ Eiol Ao A1 9] o] Hls A A
7 HE 55 AaAPlE 9 dEo=w s
o e AS SHsHASingh & Jang 2022).
FE3E 7|do]l tiet 4= AEA R ERlETe
FoAES B ol8H R WHEE B EHN
(Panigrahi et al. 2018), &A AL=NA 72
SH| AHARES S7H7IE AoE UERAL
ATHAI-Ansi et al. 2019; Uzir et al. 2021). &
3], HAE 719 AltiollA Al=le S3skARE 7]
o S BE gt A4 400 oA 5
83 9T 5l=tl(Sim et al. 2010), 221 4
oA HujAte} o ARESt o] A A iRt Al
2l wajte] et 1749] A% 7IhE Sl

W EH(Uzir et al. 2021).

WA, L8R E] FFE F= S oAk
Al 221=9 Ago =M, 7|7]Ql1e] Bl wet
TE=o]| Aolgt JTFE FrHDeFranco & Morosan
2017; Al-Ansi et al. 2019). ©]&{3t A= thF
o AFE0A AFEHALH, AES o E
AF-ENAE AH] Ao Y AZo] T=of|
F& A= ACoE YERHTHAL-Ansi et al. 2019).
o]} HEo] APAoA AY, 450y WS,
£ o7 2 JEp(E $) 59 AR
QIE°] ¥} #Esto] A4 8Rlo® JF=
nx]&= A0 2 AAEIL ItiKonus et al. 2008;
Sheng et al. 2022; Singh & Jang 2022).
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Pehe Awn] Slste] Lefel Tof A, A%
T e U, BEE Fol hk AE =
3 Aolg BFe 9 WARHE SRtk

(SPSS 26.0).

2) 21 AF g 84

A, 221 AF T Al g Ad(@Erd
vs PO JFalE 1fotslr] flste] 2AAE
S AEAS AABFHATHSPSS 26.0). AHAL 4]
F 7l Al ARSRE 281 Ado] mEpdel 3¢
£ 1, PCE AHgdh= 39+= 092 3t 98 A
7+ Q9o ARkd Qol(A7}, BMI), QAF-EAA E
AE0] TS FAHSHA A, 2l AEF
A HFo tigh JFFalS vofstr] fist] s

S| AEAS AAISHATHSPSS 26.0). 2241 A&
7Y HIE2 A AF T RS SolA 22

NEOE TR APFo] A WFoE, Lot
o AE T AAe] ARHE AT 5 Y F
2% Wgoltt, weby & A7 919 A7 29,
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Table 19] A=Y WA, =gdza A

(MZ A=, XA, B Aol Ao, 1)),
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st7] flsh 3EA] 719 ERAE E8SH A=
FA/G1), F84 AZARZ A7l T T4
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A3t AARE HoM 22/4Fsk= FRACI),
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Table 1. Measurement of variables

Variables Items
Generation MZ, Generation X, Active seniors, Seniors, Elderly
Gender Man, Woman
Education High Hschool edducation or below, high school graduate, college graduate/higher than
Demographic college graduate
factors Less than 2 million won, 2 million won ~ less than 4 million won, 4 million won ~
Income L 1
less than 6 million won, 6 million won or more
Household
Sizc;use © 1 person, 2 people, 3 people, 4 or more people
Online shopping device  PC, Mobile
o BMI Weight/Height?
Situational Health
factors ca Concern for health (Not at all / Very much) (5 point Likert)
concern
Cll Cooking/consuming purchased ingredients at home
Ordering food prepared at external restaurants for home delivery
External ClI2 P
food infl and consuming it at home Not
ood influx )
a1 Visiting/packaging food prepared at external restaurants and worried at
Perceived consuming it at home all~Very
risk External MB1 Visiting grocery stores to purchase food items ‘(’go;r;?:t
food - Likert)
purchasing MB2 Visiting external restaurants to consume food
activities
. Tendency to search for free shipping items or make larger
Online CO2 .
purchases to save on shipping fees
purchase Purchasi than planned to take advantage of ¢ Not at all
benefits o1 urchasing more than planned to take advantage of coupon ey
o discounts
Motivation s 1 ” e shoom o i much so
t .
Trust in MCl1 Slflzi C?n ir?;:; eosr wo specific online shopping malls for online (5 .
online retail o P b d ‘ -k tood brand Likert)
stores MC2 Preferring to purchase products from well-known food brands or

trusted food companies when buying food online

Criteria for selecting
online stores

Product ~ Website and application design, product packaging condition

Price Price

Place Payment system, accuracy, and speed of delivery

Promotions & coupons, ratings and product reviews, exchange, refund, and

Promotion .
customer Service

Reasons for online food
purchases

Product  Excellent quality, product variety

Price Affordable price

Place Delivery, timesaving and no time constraints

Promotion Easy return process, product information, and other products

Satisfaction with price
and quality

Dissatisfaction with quality and price, satisfaction with price and dissatisfaction with
quality, dissatisfaction with price and satisfaction with quality, satisfaction with
quality and price

Proportion of online
food purchases

Proportion of online food purchases out of total food purchases (1-100%)

Change in online
purchases

Decreased slightly or significantly, no change compared to a year ago, increased slightly
or significantly

Satisfaction with online
food purchases

Overall satisfaction with online purchases (Very Dissatisfied, Very Satisfied)
(5 point Likert)
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0.690, Bartlett 2°=2657.466(p=0.000)Z -2
SsHAl Uebeta, HeE2] 8290 A4 FHe 0.683~
0.858% e} 47IEE2] BrgAdo] EHESL
o B3 EEEH QIS AR EE w4 Qe
Cronbach’s e#l=Z 37HA] F&E(QF A1F 71, =
2kl o e, 221 AR A=])ollA 0.50143<1
Ao = Ul ou, AF Frjet IAE QF &
of i3t &= Cronbach’s agtol 0.482 UERE
ok 18y 891 sk FEE A7 Eo]
A2 Zlo] AxE|o] laz, 8219 A= 0.6 o1
ojm, I 2119 o]F Q7 A|F FujgFof| tiet 4
H|ZFS] A7 o] 2ol A1 o] S 83 Q10w

2 QA7ol A8t EH, 7+ 27
° 3.283~3.808(5% TR et

[¢]

1. AHIX SEMIO)E 22101 AZ F0iEs &
oS4 x10|

1) 894 718 &4

221l A1 o]l gt FjAke] AlciE 2
ol AHEY] 9J5f, U= 7IECE AldE
Eo1tE. MZ Alti(1985¥1~20054), XAHH(1975
W~1984), HEIH A|Y0](1965¥~19749), Al
101(19559~19644), 13(1940d~1954)2
2 EHSIAtHKim et al. 2022). £3], MZ Alth
= 32 S0] B AN 25T 7R E S
Tohz go|n ARURE =53 AHIEHES ¥
gote AHIE FEdte A 150 He=
I lo] B9 o] =il drHHong 2020).
TR A 5F0] A A B4 3 ARl ZA

Table 2. Results of factor analysis and Cronbach’s a

) Factors , MD
Variables Items Cronbach’s «
1 2 3 (SD)
CI3 0.814  0.042 0.208  0.070
Influx of external food CI2 0.776 0.068 0.265 0.058 0.656 (géié)
Cli 0.741 0.173  -0.275 0.058 -
. . MBI 0.078  0.854 0.016  0.140 3.481
Online purchase benefits 0.658
MB1 0.123  0.838 0.015 0.144 (0.725)
) o CO2 -0.063 -0.018 0.858  0.080 3.808
External food purchasing activities 0.480
COo1 0.323  0.061 0.683  0.021 (0.602)
) ) ) MC1 0.066  0.080 0.007  0.854 3.361
Trust in online retail stores 0.556
MC2 0.067  0.204 0.093  0.781 (0.593)
Eigen Value 1.953 1.519 1.401 1.399
Explained Variance (%) 21.701 16.877  15.566  15.540

KMO=0.690, Bartlett x2=2657.466""

"'p<0.01
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9] SEHAE A1, 2] &HIR B ATt
MAIh 2} ZAIE +E5H7| Hrh= shte] Heo
2 IFolER o] BHgsto] AltE FEoltt.
WA, AloE g JES AmEH, MZ Aldis
22.4%, XAdl= 34.9%, HEE AL ol= 34.4%,
AYolE 7.7%, 1B 0.5%01H, 91432 90%,
AL 10%= UERT &, 2891 AE a9
T AHAE2 XAHLE HEJE A|Yojo|d, itk
F7F o AHIARIS & S Tk BA, B8sE
2 tiE3 9= oJAo] 61.5%, 11=0] 37.1%, 1L
Z ookt 1.3%0 2, titks=9] AH|A9] T o]
IZE ooz yepgth AA|, 710 ASrES
6005t 9 m¥lo] 37.9%, 400%F ¥ wm]gho]
34.2%, G00RE ¥ o]/do] 20.7%, 2005+ o] m
o] 7.7% <22, 6009k ¥ vlvk} 4008t € 1|

Table 3. Characteristics of respondents

] Hlgo] &2 A= Yyt WA, 7t
e 291 7Rt 31.8%, 391 7HE7F 25.5%, 421
o2 21.4%= e 191 7HH21.4%) Bt o
Ql 7Htoll A 22l AlF a7t B @ol o]Fo]
A3 Qe & 4 ot upR|groZ A& Fufy|
42 809k ¢ wuto] 45.6%, 1208 € wllo]
28.8%, 401t ¥ u]qto]14.1%, 1205+ ¢ oJAJo]
11.5%% ekt

2) 2Rl AF T3

22l AF sl ik AlHE kel &
HEH(Table 4), 24, 221 A% 70 FH
2 THkY 7t 88%, PC FFui7F 12%=, & Al
oA ZetdS &9 221 43 HlE&o] 7
UERdT 2391 4Ede] o8l 189 1

) MZ Generation X ACt.ive Seniors Elderly Total

Variables (N (%)) seniors
375(22.4) 584(34.9) 576(34.4) 128( 71.7) 9(0.5) 1,672(100.0)
Gender Man 70( 4.2) 47(2.8)  41( 25 100 0.6) 0(0.0) 168( 10.0)
Woman 305(18.2) 537(32.1)  535(32.0) 118( 7.1 9(0.5)  1504( 90.0)
High school education or ) g(00) 604y 805 704 220 13)

below
Education High school graduate 64( 3.8) 170(10.2) 284(17.0) 101( 6.0) 2(0.1) 621( 37.1)
College graduate/ Fligher 15185 414048 28607.) 191D 00.0) 1,029 616)
than college graduate

Less than 2 million won 39( 2.3) 22( 1.3)  42(25 20( 1.2) 5(0.3) 128( 7.7
Income less than 4 million won 192(11.5) 173(10.3) 156( 9.3)  47( 2.8) 3(0.2) 571( 34.2)
less than 6 million won 109( 6.5) 251(15.0) 234(14.00  38( 2.3) 1(0.1) 633( 37.9)
6 million won or more 35(2.1) 138( 8.3) 144( 8.6) 23( 1.4 0(0.0) 340( 20.3)
1 person 170(10.2) 75(4.5) 70042 38(23) 176(5.3) 375( 21.4)
Household 2 people 113( 6.8) 157( 9.4) 195(11.7)  61(13.1)  145(4.4) 531( 31.8)
size 3 people 50( 3.0) 184(11.0) 172(10.3)  21( 1.3) 8(0.5) 427( 25.5)
4 or more people 42( 2.5 168(10.0)  139( 8.3) 8( 0.5 4(0.0) 357( 21.4)
Less than 400,000 won 103( 6.1) 44(2.6)  60( 3.6) 24( 1.5) 4(0.3) 235( 14.1)
Food 1 s than 800,000 won  173(10.3) 266(15.9) 261(15.7)  59( 3.5) 403)  763( 45.6)
’ zsrfshasmg Less than 1,200,000 won ~ 67(40)  202(12.0) 177(10.6) 35(2.)  10.)  482( 28.8)
1,200,000 won or more 32( 1.9 72 4.4)  78( 47  10( 0.6) 0(0.0) 192( 11.5)
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317} 30.1%, 2501 1317} 29.4%, 1317} 18.2%

20~29%7F 25.6%, 30~39%7F 17.6%2] <=°|tt.

2 UE A4 AE A BlE 5 22R1lS F QL RIS B AlE A &HAF F 49.8%
S A1E o) H]5L 10~19%7} 28.1%, 222 = Al T2 £E02 2801 APES o]8s
Table 4. Characteristics of online grocery shopping
Variables(N' (%)) MZ  Generation X ACFwe Seniors  Elderly Total x?
SENIOrs
2-3 times a week 25( 1.5) 36(22) 33(20) 30.2) 10.1) 98( 5.9)
Frequency Once a week 84( 5.0 ) 124(7.4) 81(48) 13(0.8) 2(0.1) 304(18.2)
of online  Once every two 130( 7.8)  186(11.1 ) 142(43) 32(1.0) 2(0.1) 492(29.4) 68.530"
food weeks
purchases  Once a month 99(59) 154(9.2) 204(12.2 ) 46(28) 1(0.1) 778(30.1)
Less than a month 37(22) 84( 5.0 ) 116(6.9) 3420) 3(0.2) 274(16.4)
O“:;‘;?l:h‘)ppmg 289(17.3 ) 424(253 ) 435260 ) 84(5.0) 8(0.5) 1240(74.1)
Online stores 46( 2.8 ) 91(55) 56(33) 20(1.2) 10.0) 214(12.8)
Purchase Online specialty food 24.655"
location . 37(22)  68(41) 76(45) 23(1.4) 00.0) 204122
Social media, direct 5, 1000) 9(06) 10.0) 00.0) 14( 0.9
purchases, etc.
Criteria for Product 19C1.1)  35(21) 26(1.6) 503) 00.0) 85(5.1)
selecting  Price 87(52)  165(9.9) 189(11.3) 4527) 402) 490Q93) . oo
online Place 196(11.7 ) 293(17.5) 278167 ) 65(3.9) 4(0.2) 836(50.00
stores Promotion 73( 4.4 ) 91( 54 ) 83(50) 13(00.8) 1(00.0) 261(15.6)
Reasons  Product 109( 65 )  183(11.2 ) 205123 ) 37(2.2) 20.1) 541(32.4)
for online Price 75( 4.5) 136( 8.1 ) 149( 89 ) 36(22) 5(0.3) 401(24.0) 27276"
food Place 163( 9.7 ) 2140128 ) 1861(11.1) 52(3.1) 1(0.1) 616368
purchases  Promotion 28( 1.7) 36(28) 26(22) 302) 10.1) 114( 6.8)
Purchasing PC 35(21)  65(40)  84(50) 14(08) 20.1) 2000200 .0
method ~ Mobile device 340204 ) 519311 ) 492(29.4 ) 114(6.7) 7(0.4) 1472(88.0)
1-9% 270161 43(257)  76( 4.54) 21(1.25) 5029 172(10.3)
o 10-19% 91(54) 155(9.3) 181(10.8) 41(25) 2(0.1) 470(28.1)
PEOPOIF“O“ 20-29% 81(49) 161(9.6) 146(87) 3823) 2(0.1) 428(25.6)
;’OOZ“ e 30-39% 72043)  99(59) 106(64) 17(1.0) 00.0) 294(17.6) 100.761°
purchases  0749% 33(20)  41(24) 28(17) 402) 00.0) 106( 6.3)
50-59% 24( 1.4) 34(20) 20012) 6(04) 000) 84( 5.0
More than 60% 47(28)  51(31) 19(12) 10.0) 00.0) 118(7.1)
Decreased slightly or ) 1y 40006y 16(10)  402) 000) 32(19
. significantly
Change in No change compared
online 191114 ) 271162 ) 293(17.5) 71(4.3) 6(0.4) 832(49.8) 13.864"
to a year ago
purchases Increased slightly or
A Y 182(10.9 ) 303(18.1) 267(15.9 ) 53(32) 3(0.2) 808(48.3)
significantly
., Somewhat or very 0( 0.0 ) 1001)  3(02) 10.1) 101)  6(04)
Satisfaction  dissatisfied
with online Average 77046 ) 121(72) 122(73) 27(1.6) 30.2) 350209 33.362"
purchases  Somewhat or very 00196y 462076 ) 451269 ) 1006.0) 503 ) 1.316(78.7)
satisfied
Tp<0.1, p<0.05, p<0.01
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Table 5. Result of influencing factors on online grocery shopping

) Channel selection Food purchase Satisfaction
Variables
B(SE) Wald B(SE) t B(SE) Wald
-1.122(1.673) 0.503
-0.408(1.519) 0.072
Constant 4.274(1.026)  17.362  7.544(12.419) 0.607
5.546(1.427)"""  15.105
11.391(1.497)""  57.868
Purchasing method -1.889( 2.034)  —0.929 0.268(0.349) 0.590
Proportion of online food purchases 0.014(0.007)" 4.465
Satisfaction  Price only 2.380(0.433)""  30.162
with price and Quality only 2.667(0.479)""  31.039
quality Both 4.364(0.354)""" 151.705
Situational BMI -0.105(0.035""  9.229 -0.030( 0.315)  —0.095
factors Health concern 0.068(0.139)  0.240 0.639( 1.251) 0.511
Inﬂfi . dOf external ~4.862( 1.060)"" -4.588 -0.423(0.185)" 5228
Perceived risk . 1 hasi
xeernal purchasing ~0.455( 0.435)  ~1.046  0.054(0.074) 0.534
activities
o Trust in retail stores 2.081( 1.209)* 1721 0.400(0.201)° 3.973
Motivations ) o o
Purchase benefits 3.281( 1.059) 3.098 0.495(0.179) 7.612
Gender(female) 0.286(0.253) 1277 5.504( 2.165)° 2543  0.073(0.355) 0.042
Marital status(married) 0.0400.289)  0.019 -2.099( 2.322)  -0.904 -0.515(0.399) 1.666
High school 10.450( 6.571)  1.590  0.851(1.035) 0.675
. graduate
Education
College graduate/
Higher than 11.507( 6.630)T 1735  1.222(1.044) 1.370
) college graduate
5 .
® Income less than 4 1700 300) 0274 5677 2494° 2277 -03520443) 0632
5 million won
= Income less than 6
" Income o 0.018(0.351)  0.003 8.625( 2.780)""  3.102 -0.101(0.488) 0.043
. million won
o
5 I il .
2 ncome 6 million 2200365 0577 6467(2969° 2179 -0.2480518) 0230
S' won or more
é- Hoschold 2 people -0.006(0.316)  0.000 -1.155( 2.509)  -0.460 -0.063(0.429) 0.021
sizoeuse % 3 people ~0.266(0.337)  0.622 -4.102( 2.763)  ~1.482  0.096(0.496) 0.041
4 people or more  —0.342(0.354) 0.931 -7.892( 2.911)"" -2.711  0.507(0.500) 1.028
Generation X -0.101(0.236)  0.183 -0.598( 1.765)  -0.339  0.782(0.303)"  6.661
Generation Active seniors -0.363(0.232) 2442 -3.238( 1.882)  -1.721 0.897(0.315)"°  8.114
Seniors -0.092(0.348)  0.069 -7.403( 2.960)° -2.500 1.285(0.493)""  6.805
Elderly -1.084(0.842)  1.659 -4.697(18.097)  -0.260  2.403(3.481) 0.490

x%(p)=25.652"
Nagelkerke
R-square=0.029

F(p)=4.431""
R’=0.116

x X(p)=308.841"""

Nagelkerke
R-square=0.462

ok

Tp<0.1, "p<0.05, ""p<0.01,

p<0.001
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