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A Study on the Effect of the Attributes of Online Food Market on Behavior Intention

- An Analysis of the Moderator effect on the consumption tendency -
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Abstract

This study is about online purchases of foods that have been reluctant to deal with distribution

processes and reliability issues. We find out that attributes of the online food market affects behavior

intention and whether it differs according to consumption tendency. A survey was conducted on

consumers who had ever purchased food online for hypothesis testing. Reliability and feasibility were

reviewed for the collected data and the hypothesis was verified through structural equation model

analysis. While product diversity, product information and customer service factors of the online food

market significantly affect behavior intention, price is not. We identified differences in the impact of

behavior intention on consumption tendencies. For the Gaseongbi group, only the product information

factors have significant effect on behavior, and for the Gasimbi group, the price and customer service

factors have a significant effect on behavior intention. The findings provide theoretical and practical

implications for marketers to study various marketing method based on consumer tendencies.
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Table 1. The volume of online shopping in food groups
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[I. Preliminaries

1. Related works and Hypothesis setting
1.1 Online food market attributes
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1.2 Cost-to-benefit ratio and cost-to-psychological
satisfaction ratio
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1.3 Behavior Intention
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[1l. Research Method

1. Research Method
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2 . Definition of Variables

Table 2. Measurement item of a variable

variable measurement item prior study
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IV. Empirical Analysis

1. Characteristic of sample
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Table 3. Characteristic of sample
category sort frequency ratio(%) category sort frequency ratio(%)
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67l &oll1~23| 17 9.1
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Table 4. Verification factor analysis
variable Item Std. estimate S.E. C.R. Cronbach’s a corlnp.olsn AVE
reliability
varl 0.809 0.055 16.064
. . var2 0.605 0.066 9.601
product diversity var3 0.841 0.051 17,755 0.890 0.885 0.664
vard 0.963
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product inf2 0.914 0.078 15.099
. . .922 .92 7
information inf3 0.922 0.074 15.294 0.9 0.925 0.756
inf4 0.805
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0.892 0.795 .
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int3 0.892 0.041 21.216
behavior int4 0.937 0.037 24.593
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int7 0.696 0.066 12.086
int8 0.703 0.065 12.302

x2(df)=680.415(345), p=0.000, CMIN/DF=1.972, GFI=0.803, AGFI=0.751,
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Table 5. Correlation analysis

variable 1 2 3 4 5 6 7
product 1
diversity
product 0.619 ’
information * %
price 0*21 3 0.5*76 1
customer 0.362 0.469 0.385 ’
service * % *x *%
Cost-to—be 0.153 | 0.239 | 0.326 | 0.216 ’
nefit ratio * % *% *% *x
Cost—to—ps
yehological | 0196 | 5g7 | 063 | 9218 | 066 1
satisfaction * % *x
ratio
behavior 0.489 | 0.513 | 0.370 | 0.502 | 0.227 | 0.290 1
Intention * % *x *x * % * % *x

3. The Verification of a Research Theory
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Table 6. Hypothesis test result(1)
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Hyp. Path Std. estimate SHER C.R. p-value Result

H1 product diversity — behavior Intention 0.189 0.080 2.052+* 0.040 Supported

H2 product information — behavior Intention 0.260 0.121 2.644%* 0.008 Supported

H3 price — behavior Intention 0.132 0.084 1.900 0.057 Rejected

H4 customer service — behavior Intention= 0.271 0.072 3.584** 0.000 Supported
x2(df)=421.107(210), p=0.000, CMIN/DF=2.005, GFI=0.840, AGFI=0.790, IFI=0.947, TLI=0.935, CFI=0.946, RMSEA=0.074; *:p<0.05, **:p<0.01

Table 7. Hypothesis test result(2)

Gaseongbi group (n=85) Gasimbi group (n=102 )
Hyp. Path

C.R. p—value C.R. p—value
H5-1 product diversity — behavior Intention 1.460 0.144 1.686 0.092
H5-2 product information — behavior Intention 3.880** 0.000 0.147 0.883
H5-3 price — behavior Intention 0.866 0.387 2.746%* 0.006
H5-4 customer service — behavior Intention= 0.764 0.445 3.530%** 0.000

x2(df)=927.648(420), p=0.000, CMIN/DF=2.209, GFI=0.721, AGFI=0.633, IFI=0.889, TLI=0.863, CFI=0.887, RMSEA=0.081;

*:p<0.05, **:p<0.01
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V. Conclusions
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