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A study on food purchasing behavior through internet shopping according
to food-related lifestyles of housewives
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Abstract

This study was conducted to investigate the types of internet food purchases that housewives would make according
to their diet and lifestyles. A total of 276 people were recruited and a survey was conducted. We surveyed general
characteristics such as taste, planning, health, and convenience. The pros and cons of each characteristic were also
surveyed. The characteristics and general information of subjects were taken into consideration when analyzing the
result of the survey. Four factor scores were used as reference variables to classify subject as "taste seeking groups",
"planning seeking groups", "health seeking groups" and "convenience seeking groups"(p<0.01). Taste-seeking groups
and convenience seeking groups showed higher percentage of full-time housewives, education, income and food expenses
than other groups(p<0.01). The taste-seeking group had 46.6% of the internet purchase satisfaction compared to other
groups(p<0.01). They purchased fruit and local specialities with high proportions. The plan-seeking group had a high
percentage of dissatisfied people(p<0.1), citing food conditions(33.3%) and freshness problems(16.3%). However, the
experience of purchasing kimchi(75.5%) was good(p<0.01). Health-seeking groups purchased convenience food, fruit
and grain in high proportions while kimchi purchases had the lowest proportion at 13.0%(p<0.1). Convenience group
purchased fruits and convenience foods. All groups purchased fruit and convenience food in high percentages.

The positive result of the study was that most housewives who were subjects of the survey got information about
food items purchased on the Internet. Negative satisfaction s also provided. Food should be healthy and safe. Therefore,
it is necessary to have a system to guarantee the quality of these foods and certify the food sold on the internet so
that consumers do not feel anxiety about food purchase, thus increasing their trust in food quality.
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Agerde] Wsht 753t Har glok. 53] AL e
o W2 A557tl o AHRlES A Akl A
FTH HRom, v FAE Sella] Bte] it
g 2S94l =HQith(Hong, 2011). 117kl
gk WAle] S7IR AETle ek Agks), 1
3t Hglon ofge AFAH ek AE St
= ATHKIm, 2010). o]e]] wha} AEAPde thekst 2]
o] Ak FujEe] S o R, ANRkEe] A
Yoot v vPls SiAFTE BESE An|AE
2 A ahe] FTE FARBIL 284 T ET=
AHE} ARE 7S U T8 Hol &g
Holds F7sh= AaFs AUA =3k shdo] &
72 oido] 7P ddslke ARt FE35H)
i ws SR TRk K 52 ARke] A
2 s A TR HIPAIZITH Choi, 2005).

19901 d %ol 7ltel uale-xio] o3 <leful
ARgAbe] = FEEen, 2gEe] A ezl
Qloflre] AgE AgrtegE B 3 St QlE
2RRFE] 87E FA717] flEl Bl e
< & AEFTE AR AEFT FEE st
Al HATHKim, 2010). eIl 232 AHS 714
I 2 EdlE, wijEa]e] A T Rl B ApE
3} @ AMH|=E Algete HoR AgdH 7154
o] Hojupr, 7]&2] Aot Wb, Selvy
T A ke e ASA71AL 71 A
o] Fxo} o]z 2Elde] ZEAQ] WslE 7Fxgk
th(Kim, 1999).

AR SAPSS] AP H AW EE ) =
Atell efabA 20124 TEUl o8 B35t S2AEEY
ko] & AL 3,848 94, 2013 dll= 4,376
oo g 13% o S KUK Statistics Korea,
2014).

TollA QIEYl 2% Fullel d-E A
20003 A5 AlztE o #R7EA] FE ATE
2 T2 Hdegietolu TS E Ak FglkEojgitt
204 o2 A1t AFtellM 2elel 2% L&
&3 o] e Aol 53.8%, A1l A EA
= 18.9%, A1ETH)] 35E= 1~33)(67.7%), 2ET

o o

N

T 109+ 1wk33.3%)0] o, FujEEo
= EEAE, S5, SR, A, 2AR)
%=0]2it} (Cho & Han, 2004). 4331 o) trdo =
Bl £ =5 o83k AF7T =g #Ag 4
FHKim & Joo, 2007), thd=F2] 60.1%7} QAe]ll 21
FEolM FuiEde] AR, 50~60thol s
40tholl A FuiRtESEr}E JriE o s =9kan, e
o FEe FE 8RleFE A, A HL,
2B AAZ, 2B AF w02 eI

JAEM 21F Tz} oS &AdstE]7] Sfsiale <l
Bl &35 53l AES Tlishs &HAEY] A
ARl 8TE Telste] ol FEA7IEE =go] &
8% Zlo= Bk Avj} ek wpE Fuje] x|
ol5 Ht} Ag3s] Yolry] X LHAE w2
ARl AR FJeto 2 st bl SAS ghetst
+ Zlo] Qs 53] 2F2 771 71su AN
I gEo] S 2, Y AEEER 71X
ojuf AgaTe] wHS ¥shs glo]z el
ol w2 IEl 2E7v AeE A9E a7t
It} Park ¥} Choi(2000)¢]] w2 glo] T gl o
AR5 o] ARSA s akg-g B FAaEa T
A=ol7k= 7HQle] ik 5/do)7] whiol ZkAte
7, B, A F o] ALE - E3HH ehdwst
o w2t Wskd 4 qlekar ekqlnk. weba 2 o4
o] gt} AbE|EE oSl E4he Ald 52
oAFEe] glolZ2EldS HshATIaL flom of=
o] o)) gl | FEje7hA] g vE ZoR
of 3t

wepA] B A= FREY] AAdetolZ
e F38 websia, zF R ko] el A
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(Cho, 2003; Jung & Yoon 2007; Kim, 2007; Lee,
2006; Jung, 2009)E 312 3fo] 7Ekslglom, o
HIZAL 2A] & £ - Bk HE AEXE B A
Fol ALgRGIh AEAE A, 2e, ATl 5
QUuka Aol w5t 9, A4 etolz 2etel #
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083, <lEll FUjAERRA Be 0w, 7h
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g Qle] et 1453 5 F 64 o= A
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3. MEEY

B Aol =HE BE A&+ SPSS(Statistical
Package for the Social Science Version 18.0) ==
T olgske] S A dAte] Qb
S47} AEHFE ool vhete] MERAS
o). Zeln A4 elolzeleld] Bt @
Z37] st Q1EAS AABHAAL o5 el
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1. ZAL Cfaxte] aky =4

ZAF tidAke] kA 544 AR <Table
1>} o}, A2 40t 50.0%= 71 wekom,
AR HATR7E KA o] 44.9% 35, ARPAE
T2 14.5%, AR|2/ai 2] 14.1%, A9 13.4%,
A2 13.0%2] wolRlth. SHAke] 58.0%7} di&
opdel e B, 7EA} R R A
92.8%oM 7 TdL 4l olde] 69.5%3it
AARERlE 2]lo] AR etk 3ol 85.9%
= 7P itk 7Hlel At S 3001
o}~ 50051 mlwko] 46.7%= 71 Wk, A=
Fr|(e]AmlALl)E 70k 9 ol A&k B9t
35.5%, 307+ o] ¢~ 507kl wwke] 32.6%¢] Atk
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B9l 3] (oblimax)S A+8-3FIEHLee, 2000). &
IFE2 HFE0] 3 Aol & FAJ=AE B
= Ao QRAARLE Vo R ddsith dvky
O 04o)de A3t 7lFo g Bt glont B AT
oM FZEH 4714 891 X5 Cronbach's a 3to]
0.501Fo = yeht 4lg]ido] 2 Zlo= A=)
th & 47le] a2lo] =EEoH ol A 47] &
olo] Argsli= FHAF AL 545% o F&4H
81 W= <Table 2>9f Zth.

(Table 1) General characteristics of respondents

Variables Category N%)
<30 53(19.2)
Age 30~50 138(50.0)
>50 85(30.8)
Housewife 124(44.9)
Office worker 40(14.5)
Occupation Self-Employed Business 37(134)
Public official / Professional profession  36(13.0)
Service job / Sales job 39(14.1)
Below high school 116(42.0)
Educational level
College graduate and over 60(58.0)
Merital satts Unmarried(Live alone) 20(7.2)
Married 256(92.8)
1~2 35(127)
Farily mumber 3 49(17.8)
4 153(55.4)
>5 39(14.1)
Self-cooking 238(86.2)
Meal preparation Food cooked by other people 26(94)
Purchase of ck products 12(43)
<3,000,000 82(29.7)
Monthly income(Won) 3,000,000~5,000,000 129(46.7)
>5,000,000 65(23.6)
<300,000 43(174)
Food expenses(Won)  300,000~500,000 90(32.6)
(Except dine out fees) 500,000~700,000 40(14.5)
>700,000 98(35.5)

7k g9lel] tiste] 29l 18 FF7E, 82l 2
g AAFTE, 29 3¢ AT, 22l 45

‘Wl FTE og sttt ol Adele]z
2Efde] w2 15 2HPEE £ Kim &
Kim(2009)2] S37-ellA 215797, )74,

AT, FASTY, HHAFTPon e
& A} 2 4g glo| el wpE wjo|AZAE
o] AE1E E Seung(2005)2] Ao m]|zbEET
F, AAFTE, MHFTR, AT e

2 BFd A gAR fARE A Hofxin.

oAl 47he] 2212 4he] Weho BRK= o]
algrE Zlow wasglon, Mg aclds
=

Haakd] T FAES ot 74 vl 54
Al E W <Table 3>3 2t}

4 12 880 nAETYelA the e
Hal e A5E Helm glo] HAFT Heow
grstech. 24 2 4o pAEglen A
Yol Fe AT Holx glo] AFT Wt
o WYL, 7 38 9o, AAET Yo
A ¥e A58 Be] AT Aeow Bsislh
24 4= RO R APET &, AYET &, v)2
7 ol FAme] e, BT FolA ¥
& A5E U o] BT Frto s s
Stk 24% golxretel 4ol #4o] Bab 2
Hash B felg Al Rep<0.001).
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(Table 2) Results of factor analysis for food-related lifestyles
Factor . Cumulative
. . igen ) Cron-bach’s
Factor Variable loading variance
value
score (%)
I eat food for my health. 0.855
Health . .
] When 1 eat food, I tend to consider nutrition. 0.782 2.879 17.991 0.818
seeking type ]
Health supplements, natural foods, and organic foods are often used.  0.651
- Always check the expiration date when buying food. 0.695
an
. List the purchasing items before go for a shopping. 0.654 2.064  30.888 0.551
seeking type
I compare things with various shops and things and then buy things.  0.624
I like to eat around looking for a tasty places. 0.593
Taste I tend to spare money on my diet. 0.559
. . . 1952 43.087 0.619
seeking type I tend to feel the difference in taste. 0.530
I want a variety of flavors and I change my diet all the time. 0.529
) Department stores, supermarkets, etc. often buy cooked food. 0.575
Convenience . . .
. When I am busy, I will solve my meal with bread and milk. 0.551 1.824 54.489 0.506
secking type , o - . ,
It is a new item, but if it looks delicious, I will purchase it. 0.451
Maximum likelihood analysis
(Table 3) Results of cluster analysis for food-related lifestyles
Taste-seeking Plan-seeking ~ Health-seeking Convenience-
group group group seeking group F value
(N=88) (N=45) (N=69) (N=74)
Health seeking type 0.313 0.257 0.327 0.312 103.444***
Plan seeking type 0.344 0.376 0.313 0.338 74.636%**
Taste seeking type 0.392 0.281 0.309 0.336 69.331%**
Convenience seeking type 0.350 0.207 0.277 0.367 61.244%**
#4%0<0.001
812 E24C <Table 4>9} 2t} Tkl mek 46.7%, 3009+ o]k ~5005H]  w]gt
AYFHE AT Joolr 51.1%, HFF 40.0%01H, A7 k2 3007 nRt 40.6%,

ol 47.3%0|w Au|2y/Au e A+
Aol 28.9%=2 VERATHp<0.01). St 2= 1|
237 A3 AgFT- JekollA 68.2%%} 63.5%
= JERgow, AgET o oA
73.3%% TF= RHdo) H)5)] =2 Aoz eIt
(p<0.01). & 7HAIFYL A5 Fk2 3007+

H
o/~ 500+ wRto] 54.5%, A2 Feke 300

=

—_

3005+ o] ~5005kd wlwk 44.9%31, HoSFT
ke 3007H ]2~ 5005H) m]gho] 43.2%2 X
FHPp<0.01). & 2ul= vjE7 FekolA € 709+
A o)FE AR 50.0%2 7P =A) JERte
o, A8 [, =T A, HelF Hdk2
309k ~ 509k mulo] 30%olto g UERdTh
(p<0.01). Ao 2 mZ57 Yok} HelF7 3

- 601 -



S

=

2

|X] M|26H 6% 2017

(Table 4) General characteristics according to clusters

Taste-

Health-

seekin Plan-seeking seckin Convenience-
Variables Category & group e seeking group Total X2value
e (N=45) s (N=74)
(N=388) (N=69)
Housewife 45(51.1) 19(42.2) 25(36.2) 35(47.3)  124(44.9)
Office worker 11(12.5) 4( 8.9 14(20.3) 11(14.9) 40(14.5)
Occupation Self-Employed Business 10(11.4) 6(13.3) 15(21.7) 6( 8.1) 37(134) 51 gagx
Public official /
. . 11(12.5) 3(67) 10(14.5) 12(16.2) 36(13.0)
Professional profession
Service job / sales job 11(12.5) 13(28.9) 5(72) 10(13.5) 39(14.1)
Below high school 28(31.8) 33(73.3) 28(40.6) 27(36.5) 116(42.0)
Educational level 22.857**
College graduate and over  60(68.2) 12(26.7) 41(59.4) 41(63.5) 160(58.0)
<3,000,000 13(14.8) 21(46.7) 28(40.6) 20(27.0) 82(29.7)
Monthl
. Y 3,000,000~ 5,000,000 48(54.5) 18(40.0) 31(44.9) 32(43.2) 129(46.7)  23.212%*
income(Won)
>5,000,000 27(30.7) 6(13.3) 10(14.5) 22(29.7) 65(23.6)
y  <300,000 9(10.2) 10(22.2) 19(27.5) 10(13.5) 48(17.4)
Food expenses
300,000~ 500,000 19(21.6 21(46.7 21(30.4 29(39.2 90(32.6
(Won) 26.078%*
(Except dine out 500,000~ 700,000 16(18.2) 6(13.3) 8(11.6) 10(13.5) 40(14.5) .
fees
) >700,000 44(50.0) 6(17.8) 21(30.4) 25(33.8) 98(35.5)
1) Except dine out fees
2) N (%)
3) **p<0.01

Egor], 4, A=

(p<0.01).

E

A BI0|ZAEK SEW QIR AEToH S

2L gholZ et {EE AUl AET &
5+S <Table 5>¢} 7t}

AN IAFES] B AUl ARBAIRES 1TAITE 1
Tto] AR 48.2%= 7Y Bkl TS o 2 [ ~24]
Zro] 34.8%Sct. AlgFT ko] Ag- 1417F wvh
AREAP} 64.4% = T2 Fdtol] vl 2 HlES B
Q1 Wb, 3A1ZE o] ALgAe] Hlgo] AT Hk
I HET AbollA 242} 24.6%, 21.6%= ThHE
Fetell vlsl =71 Yestth(p<0.01). QIEfl FHulf

d

=5 B HE oo A9 85.1%= vluA gt
Aoz yEpton mztat oA wkE
= AFFS 9] Hlgo] 46.6%=2 thE Frho] Hla) 1]
=7 vebd B Alg ST JebelMs Rk
AR o] 26.9%% FlF R =AU
Eh} Hehd f S 2po]E HYIri(p<0.01). vt
kA K5t A T o= gk 33.3% = AE
ZEi7E shE AR 27] wliEolal shelem Al
2AE2A(16.3%). Bhell gk ERFE(11.2%), viEA]
2A(8.0%) 52

A AT QIFYle =2 23S Fulgh 3= ¢
13] olalr} 57.3%= 7P B9k 9 2~337}
25.0%om A FufetA] o= BE 14.9%%
ok IEMleA] 2)%S et ARSE B8
207+ mvH44.9%) 02 714 Bekal theog 20

ol _th ‘ll}‘N
% e ok
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rd

Sip

- 602 -



FHEQ| Mg 2lo|ZAERIY| mE QIE

9 AE ol

Th] ~ 50911(34.4%), 507 012(20.6%)<] 0] =

St Kim & Joo(2007)2] Aol mp=m 1WdzE <l

ZAFE|QL.0 1, Cho(2003)] AT-ellA <l 2

B AFS Tdshs vl 7t 0%k mt

Bl Lo Eolx] 21258 sl Fle 39702690 o2 2AEITE Cho(2003)9] Ayb= QHUS 5
(Table 5) Internet usage characteristics according to food-related lifestyle cluster
Taste- Plan- Health- .
Variable Category secking secking secking s(elglr(li\rlle;zrng; Total 2 al
group group group (N7 X value
(N=88) (N=45) (N=69)
Intemet usage <1 hour DA77 29(644)  31(44.9) 31(41.9) 133(48.2)
time 1~2 hour 38432)  10222)  21(30.4) 27(36.5) 96(34.8)  14.375%*
/Day >3 hour 8(9.1) 6(13.3) 17(24.6) 16(21.6) 47(17.0)
Very discontent 0(0.0) 12.2) 1(1.4) 2(2.7) 4(1.4)
Intemet Slight discontent 13(14.8) 12(26.7) 7(10.1) 5(6.8) 37(13.4)
purchasing i 20.452%*
atisfaction Ordinary 34(38.6)  24(533)  34(49.3) 40(54.1) 132(47.8)
Satisfaction 41(46.6) 8(17.8) 27(39.1) 27(36.5) 103(37.3)
Different from cover 25284)  16(35.6)  18(26.1) 33(44.6) 92(33.3)
picture
Online payment error 7(7.9) 0(0.0) 0(0.0) 0(0.0) 72.5)
Reasons for not g(‘f;gmg mind afler an g1 5) 2(44) 7(10.1) 4(54) 22(8.0)
satisfied Freshness 11125)  13289)  19(27.5) 202.7) 45(16.3) 16.654
Late delivery 8(9.1) 12.2) 7(10.1) 6(8.1) 22(8.0)
High price 5(5.7) 8(17.8) 6(8.7) 22.7) 21(7.6)
Bad taste 12(13.6) 2(4.4) 6(8.7) 11(14.9) 31(11.2)
Others 11(12.5) 3(6.6) 6(8.7) 16(21.6) 36(13.1)
None 14(159)  13(28.8) 9(13,0) 5(6.8) 41(14.9)
Frequency of 4 e 37(42.1) 17(37.7) 30(43.5) 33(44.6) 117(42.4)
online purchase . o 20239)  9200)  17246)  22297)  69(25.0) 9089
(per month)
>4 times 16(18.1) 6(13.5) 13(18.8) 14(18.9) 49(17.7)
Total online  <200,000 37(42.0)  27(600)  26(37.7) 34(45.7) 124(44.9)
food cost 200,000~ 500,000 283L7) 1377 18(26.0) 32(43.2) 95(34.4) 3447
(won) >500,000 23(26.3) 12.3) 25(36.2) 8(11.1) 57(20.6)
For personal ingest 49(55.6) 30(66.6) 61(88.4) 57(77.0) 197(71.3)
Purpose of food ..
purchasing Gift 24(27.3)  10(222) 4(5.8) 11(14.9) 49(17.7) 3340
Others 15(17.1) 5(11.1) 4(5.8) 6(8.1) 30(11.0)
Cheaper cost 17193)  1226.6)  1927.5) 11(14.9) 59(21.3)
Reasons of food Saving energy and time  32(364)  143L1)  29(42.1) 36(48.6) 111(40.2) 027
purchasing Convenient of delivering ~ 20(22.7) 12(26.6) 12(17.4) 20(27.0) 64(23.2) '
Price comparison 19(21.6) 7(15.5) 9(13.0) 7(9.4) 42(15.2)
Producer of production  23(26.1) 9(20.0) 20(28.9) 18(24.8) 70(25.4)
Food photograph,
o dug des%‘lf;’ﬁon 14159)  12266)  1521.7) 7(9.3) 48(17.4)
cleclion criteria .
of food choice ﬁ;cflz“s?ggd:;‘;jﬂeme 1314.8)  11244)  1521.7) 21(28.3) 60(21.7) 15017
Brand image 17(19.3) 8(17.8) 13(18.9) 17(22.,8) 55(19.9)
Purchase review 21(23.9) 5(11.1) 6(8.7) 11(14.8) 43(15.6)

DN (%)
2) ##p<0.01
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Sk AFTE G438 HA| 92 Al v A
FH2A AelS F&F 2FTvlell thek An)ate] <l
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(p<0.05), AYFT ko] A9 AA 75.5%7

25 T9J8F A3o] glom whH AT Heke]
2 13.0%%F Y3 Ao Yeitt AgET Jd
oA AEFFulgo] 7P =A YeRdEdl iR

RS ALIgh giFe] AERellA 50%e1 3] =
- TEEES JEler 53] 3(100%), A2
F(95.5%)01M =& TS Bt nza A
o] Ae Tuigo] 2 AETHE HY, AY9SE,
HoJ2lE, AN B9 o vehton, ARET
Thollx= He2lE, A, F7, A w02 v
WL, Ao HeboA] Hd, HJXE, A, IR
o] o0& FRIEhE Ao UeRth TR 2
gl 2] FR7F oY Aol glont tiAl=
Tl HojrEe] FYo] =2 95 eI
A ARgARe] 2211 AEF e AL =
(Nam & Sim 2013), §E7]7to] 243 EZo| o=
A= FRE F2FEo I dihEe o] =

ft

]

oy m

— 3z

< W frE71gke] FaL Aol thek 2710l ¢

(Table 6) Purchase history of food according to food-related lifestyle clusters

. . Health- Convenience-
Taste-seeking Plan-seeking ] ]
seeking seeking 9
Food type group group Total X “value
(N=88) (N=45) group group
(N=69) (N=74)
Cereal 23(32.4)1)2) 40(49.4) 18(32.7) 27(39.1) 108(39.1) 5.874
Fish 28(39.4) 34(42.0) 17(30.9) 31(44.9) 110(39.8) 2.734
Fruit 31(43.7) 45(55.6) 23(41.8) 39(56.5) 138(50.0) 4.787
Meat 19(26.8) 33(40.7) 15(27.3) 25(36.2) 92(33.3) 4.550
Local food 30(42.3) 33(40.7) 12(21.8) 29(42.0) 104(37.7) 7.404
Side dishe 9(12.7) 20(24.7) 11(20.0) 11(15.9) 51(18.5) 4.042
Kimchi 18(25.4) 34(42.0) 9(16.4) 23(33.3) 84(30.4) 11.379"
Seasoning 10(14.1) 16(19.8) 13(23.6) 16(23.2) 55(19.9) 2455
Instant food 28(39.4) 43(53.1) 27(49.1) 31(44.9) 129(46.7) 3.045
DN (%)
2) *p<0.05

3) Data are multiple responses
4) Number of person purchased the food
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FRE0| AME BO|ZAEIN] TR SlE AE Tof HeHol Bt o7

oA ke SO} ST ToAFo) ek 2ARhAEe] A48 el rete £

ol o

Sk 2 Aol AN o] Bake] ofgle 2] £ QEYl HETW 2 WERE vehyw

zr1: ol/\ _'47]_ 5:71] L]_E]_pl_‘—_g] o]l: ;]:1 7]_:'_;,—4 <Table 7>_7+ 71-1:].‘ ?_]E}u] N%—?uﬁ /\] U]-}_L’_:J].
FA7Ieo] Whdate] WIET) obxl wiEe] Zlo2 2 gRlo=E ‘AlFo

HojRich, £ ARk o] ATl QS o] She AR A&E Pl b,

gate] Fuligh s 2lEe] AFEEAE, §57, 54 O] 3.5% o)l ArE Hylon,
£=0]] 2 ™(Cho & Han 2004), S oM = 7} 29| 913, olEyl 43

mm

3 &=

T

Ao AREE. -

=
S

[e]

2 AIRYe] oy

Thele] AR
=i =l Al

FAE, ke, 22ME, 7101E2] 43(Cha, 2004) 0.2 ﬂ]s}oﬂ AZp, <2)3EZ 0] HH—J—/\]-EH Qolda= gl
et aEd= 2folg Kol 53] & AgtollA  AFET) Al WL S JrbEIS A8 B

F o) A UEEE

AEAF] st AJAFO 2 et Avke H2 o|zaply §Pue
AREIE sk QI8 ool ARRIRE Bk SN wlad A, AEe s

OlE]Yl 2)E
olal Hel Eo] t}

o EX

Oy 1

Fol Abgo] BRI Ak 3k el o B Se) ol Bol, w3e] ARlo] ok, ATl B
3 o] Sk whel Aoz melzich = AF Tt gol, 23] 2w, AA
A, Q1P R B oA 3 g frolgh A
6. Mg 2lo|ZAEY REH QEU AMEFH 2 o5 HtKp<0.01). ‘LegAzte] HekEry = He
g s 7 Al 71w USRS B rkp<0.01).
(Table 7) Internet shopping satisfaction by food-related lifestyle clusters
Taste- Plan- Health- .
. e seeking seeking seeking Conyemence-
Internet shopping satisfaction aroup aroup aroup seehmni7§;oup Total F-value
(N=88) (N=45) (N=69)
Various options to compare and choose from 320+0.89"" 324+0.80° 2.96+0.78" 336+0.89° 3.19:0.86  2.876
Easy accessibility to somewhat rare products 3614079 3.04£095 3424078 345:086° 343:085  4.623"
(ex. specialties)
Satisfying consumer preference 3.5740.79°  3.1140.89" 3.36+0.80° 339+0.84" 3394083  3.1317
Reliability of products bought online 27040.79°  233+0.70° 2.65+0.64° 2.65+0.67° 2.62+0.72  2.952"
More benefits for the same price than the store 3.3540.83  3.2240.85 3.29+0.71 3.55+0.81 3.37+0.81 2.060
Time efficiency 3.58+0.83° 347+0.82° 325+0.86° 3.70+0.77° 351083  3.992"
Unnecessary to visit the store 3364090 3204097 326093  3.55£0.88  3.36+0.92 1.843
Easy access to information about products 3.66£0.64 3.5140.66 3.42+0.79  3.53+0.74  3.54+0.72 1.500
ﬁf’jﬁ‘:j@ﬁ gfr];e a quick purchase of 3534087 3444066 345:0.72 3624074  3.5240.77  0.786
Convenient purchase method 3.650.79° 3204094° 3414086 3.54+0.85° 3494086  3.070"
Securing personal information and privacy 274+1.06° 2244074 2414096° 2724101 2574099 37517
Satisfactory shipping status 2.8440.80 2.71+0.82  2.62+0.67  2.95+0.74  2.79+0.76 2.471
Easy to return and exchange 3.10£1.00 2894086 2.90+0.88  3.09:091  3.01:0.93 1.085
Convenient product inquires 3.01£096 2874092 2.93+0.85  3.04£090  2.97+091 0.449

Value are mean+SD. A S-point scale was used from 1 (strongly disagree) to S(strongly agree).

" Different letters within the same row are significantly different each cluster by Duncan's multiple range test at p=0.05

2 "p<0.05
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‘ohekgt AlE vt golsiA] Adele] Fol Yok =
ET FellA o2 Jua de] F220 A3
Hown ‘ﬁxﬂﬂhﬂ%l HAelsltb = AgsET A
%E AHp<0.01). #J2l &
BE o]§ Anrk 2F
& Joo (2007)2] AF-eA]
= iﬂlx}ﬂ %6 t *—‘.%g =] FAksh= ARk

AZ ] A ks

E]'”‘:} Ok(2007)4 ATl 7

Al - e S U]X]t HOT
AFEe] FHAL o ol 7Y & IS

Seoloz Yepgrh Han(2010)2 719 1R &
oo AlEe] FRel oF wE thekst AFEe] 7
Al o] JRkE oo} slaL, AES FHEshs HE
o thet A|&A<] BYE7F FQsirtal AlAfstSit
2 A7 JIE 2% Tl Al 7HEEE 8119
A HlaE FAAR] vEEE Hel vhE 2%

] ¥ETo]] 7PY 2 kS F= g olol Fuf AlE
T

U=

2 A7 e ATz Ed /3
A A% TR TRt acls 48tk
A AFTvle A AiE v dEke
A 71xA5E Alsstaal skolh Med e
ol AFshe T4 2769%S tdom HERAE 4

Alstglon] o Anke ek et 2k,

EU

i

1. AR AES] A#e 40th7) 50.0%2 71
Eeton, APFRL AAe] 44.9%3 A2

58.0%7} thel gl el Bl APE M
TU2 3009HY o]~ 5005H w|wko] 46.7%= 7}
Bk, HEF0|(SAEASE 709 9 o,
309k o)~ 500k mgke] 7+ 7 35.5% 32.6%9]
oich

2. A=) AAE glo]Z Al 838 o}
Rzt QQIEAE NG A ARET B, A

AP W, AR W, AR W R
go| BEHglth. 470 8IHFE V1E WrE §

of FHRHE Alstel AR AR A,
ALFT A, AYFT AP, HIET P

o7 H2alodrk(p<0.001).

3. A8 eholmelel £34 gl vmshy
ul2hl ARl AT o gl Hs) v
A Fe SLI%EOM, Stelo] A9 wzT Heke

o) do] A 68.2%, AT Heke 153t
WZEY o3} 73.3%JTHp<0.01). vz ek}
HFT Fckold T2 Fctol] vl AAFR2] v
&, 8Ho] mgrom, 2=9], A% o Zo = e

e (p<0.01).

4. 8yl 7l =g B w2 ekellA
B wEshs ARS Y] Hlgo] 46.6%= ThHE Ktk
H|3) Bl =7 vebd b, AlgST HJdeMe
BrolEshs AlAE] B go] 26.9%= At)HoR =
71] UeR} 2Fol2 Bt (p<0.01). THE31A] B3t A
F ol ST ThE AEEI(33.3%), A
El'%xﬂ(16 3%). wtoll tigh B (11.2%), 54|
AB.0%) TS EX A 193 AEule g 2%

S Tuigk Sl € 13] ot 57.3%= 7P Bk
I AES TS AMEE B2 207k vt

(44.9%)0] 717 wopth QEYloZ AES 795}
© olfr2E FEe ARE} =¥o] HeK40.4%), Hl
o] A(23.2%), AFE 714(213%)e] o
UEbgoH. AEFTHl Al derjEoss Ak

(25.4%), TlAE(21.7%), AlFBA=(19.9%)2] <=
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o= et 718 g2rolm® QIEYlolA FulE= Al sl
A= olE A FES BAshs AlzElT Al
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3] Uy} AAFL2 o] Fuligh AR et 4 Al AR Al #gF 9] A=l B
st mzET e A9 Fuilgo] 12 AEF skl JenE o] dofshs 7Y A F
T2 T, AGSLHE, HAAFE, A T w0l F3 ARE LuRelA] olsfistr] Al Alsslels
i, AT Hebellde HolE, e, 3, A =¥o] Fed ZoR Heln B A7 FREY
¢ rc'l Jon, AT Hetolld A, HoFE, AT gho|Z2EdS Fdl wEt ERdhe] Lo
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