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Post Covid-19, Directions and Challenges of Agri-food Distribution

Back, Seoung-Woo - Kim, Su-Hyeon

The form of agri-food transaction has taken a rapid change from the existing
method since Covid-19. In response to changes in the market environment such as
Covid-19, the integrated marketing organization in Jeollabuk-do was diagnosed
from the point of view of innovation, and the future direction was examined. In
order to improve the distribution structure of the production area, an integrated
marketing organization was fostered, and both quantitative and qualitative growth
were brought about. However, some regions still lack willingness to participate and
lack of expertise. In particular, there is no infrastructure and strategy to prepare for
the increase in non-face-to-face transactions post Covid-19. Online transactions also
require economies of scale, so non-face-to-face transaction capabilities must be
reinforced by adding a separate organization and experts in charge of online
transaction functions within the integrated marketing organization. In the future,
online sales are highly likely to expand not only to transactions between producers
and individual consumers (C to C), but also to mass consumer (B to B) transac-
tions. It will be an opportunity. In addition, it is necessary to efficiently use
production area distribution facilities such as sorting and packaging. Since the
non-contact transaction method will increase after Corona 19, it is necessary to
strengthen marketing capabilities such as expansion of utilization rate, order
placement, settlement, and customer management, and reorganization of specialized
organizations.
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Table 1. Total fertility rate

(Unit: Number per woman of childbearing potential)

2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019

Number of births | 470.2 | 471.3 | 484.6 | 436.5 | 4354 | 438.4 | 406.2 | 357.8 | 326.8 | 302.7

Total fertility rate | 1.23 1.24 1.30 1.19 1.21 1.24 1.17 1.05 0.98 0.92

unit : 1,000 people
20,000 37,572 37,645 37,550 37,358

33,947

35,000 31,453

\ 30831 30240 29660 39118 PN
30,000
25,000
20,000 15,237 15712 16139 16549 16927 17,224
15,000 10,511 12,980
w0 W08 3B 3 RIS, 5000 4340 4973 5002 5013 5006 4983
5,000

2017 2018 2019 2020 2025 2030 2035 2036 2037 2038 2039 2040

=—youth age (0~14year) — production age{15~64year) — giderly age(65 years~)

Source: Statistical Office, Future Population Estimation (2017)

Fig. 1. Forecast by population age group.
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A A 1% 1% 7HE AAETE el olE & Fa o o2 It JFA A
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Table 2. Composition outlook by household member (2017 ~2047)

Number of households (Ten thousand) Composition ratio (%)
2017 | 2019 | 2027 | 2037 | 2047 3;?;; 2017 | 2019 | 2027 | 2037 | 2047
Total 1,957 | 2,011 | 2,164 | 2,260 | 2,230 | 9.1 | 100.0| 100.0 | 100.0 | 100.0 | 100.0
1 person 558 | 598| 711| 807| 832| 9.1 | 285| 298| 32.9| 357| 373
2 persons 521 553 | 669| 755| 780 | 86 | 267| 27.5| 309| 334 350
3 persons 416 | 424 | 447 446| 431 05 | 213| 21.1| 207| 19.7] 193
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Number of households (Ten thousand) Composition ratio (%)
2017 | 2019 | 2027 | 2037 | 2047 | A™@ 1 2017 | 2019 | 2027 | 2037 | 2047
average
5 persons 346 | 330| 266| 204| 156| -63 | 177] 164| 123| 90| 70

Over 5 persons 114 104 71 47 30| -2.8 5.8 52 33 2.1 14

1 Under 65| 423.7 | 448.7 | 484.0 | 472.5 | 426.9 0.1 759 | 749 | 68.0| 585 513

persons | Over 65| 134.7 | 150.0 | 227.4 | 335.1 | 405.1 9.0 241 | 251 | 32.0| 415 487

Source: Statistical Office, Future Population Estimation (2017)
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Table 3. Agriculture, forestry and livestock import and export trends
(Unit: Million dollars)

2010 2015 2016 2017 2018 2019
Sum total 4,082 6,104 6,465 6,827 6,926 7,025
Agricultural products 3,722 5,221 5,581 6,047 5,985 6,146
Export
Livestock 146 497 458 341 417 460
Forest products 214 387 425 439 524 418
Sum total 22,330 30,221 29,673 32,294 35,302 34,304
Agricultural products 13,988 17,902 17,666 18,594 19,903 19,876
tmport Livestock 3,123 5,728 5,807 6,603 7,522 7,786
Forest products 5,219 6,592 6,200 7,097 7,877 6,642
Trade balance -18,248 -24,117 | -23,208 -25,467 | -28376 | -27,279

Source: Korea Agro-Fisheries and Food Trade Corporation, www.kati.net.
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2020 69 A ZE2 199 Fto] AELEHHA SSM (5.5%)<= A2l g M3} (A40.3%),
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Table 4. Monthly sales growth rate compared to the same month last year (2020. 3)
(Unit: %)

2019 2020

3 4 5 6 7 8 9 10 11 12 1 2 3

Total 76| 35| 75| 50| AO01 70 | 27 4.1 7.5 30| 66| 91| A33

Off line | 13 |A29| 12| 07| A56 | 2.1 |AS50 | ALl 24| ALY | 41 (A75|A17.6

On line | 182 | 14.1 | 18.1 | 11.7 87| 152|178 | 125 | 148 | 105 | 10.2 | 343 16.9

Source: MOTIE, Sales trend of major distributors, 2020. 4. 29. Researcher rearrangement.
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Table 5. Trends in the proportion of food sales by product group

gesgoll A 24A)

(Unit: %)
Non Food Food Total
’19. 4 39.0 61.0 100.0
Supermarket
’20. 3 31.5 68.5 100.0
’19. 4 87.0 13.0 100.0
Department store
’20. 3 86.1 13.9 100.0
’19. 4 46.3 53.7 100.0
Convenience store
’20. 3 48.4 51.6 100.0
’19. 4 10.0 89.8 100.0
SSM
’20. 3 8.7 91.3 100.0
’19. 4 83.2 16.8 100.0
On line
’20. 3 77.1 22.9 100.0
Source: MOTIE, Sales trend of major distributors, 2020. 4. 29. Researcher rearrangement.
Table 6. Food sales growth rate by distributor
(Unit: %)
Supermarket Department store | Convenience store SSM On-line
’19. 4 2N4.0 ANT7.2 4.1 1.7 28.4
5 A1.8 AN2.4 8.1 1.6 28.9
6 AN0.8 Al 3.5 AN0.4 232
7 NTT A10.1 0.7 AN2.1 21.7
8 0.6 7.7 2.8 A13 26.3
9 A8.6 A15.0 1.6 6.9 15
10 0.1 AN2.5 6.5 2A0.6 26.3
11 2 A28 5.3 AN2.8 26.5
12 A4.0 AN5.6 6.2 A58 304
’20. 1 7 2.5 7.6 N6.T 18.9
2 AN2.9 AN29.4 5.6 8 92.5
3 A33 A393 AS3 7.1 754

Source: MOTIE, Sales trend of major distributors, 2020. 4. 29. Researcher rearrangement.



Table 7. Online shopping transaction volume trend
(Unit: Billion won, %, %p)

2019 2020 Compared to the
same month last year

4 % 4 % Amount %p

Total transaction amount 106,716 100 120,026 100 13,309 12.5

Non-food 93,403 87.5 100,203 83.5 6,800 7.3

Food 13,313 12.5 19,823 16.5 6,510 48.9

Food and drink 10,598 9.9 15,219 12.7 4,621 43.6

Agricultural and marine 2,715 25 4,603 3.8 1,889 | 69.6
products

Source: Kosis, Online shopping trend survey (http://kosis.kr), 2020. 4.
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Ginseng, sesame
119 Root Vegetables
11.4 potato

9,3 Frult and Vegetable
8.6condiment Vegetable

5.4 compared to
the whole country

Leafy Vegetables

Fruit

© = N W s VN B W

2005

2015

2018

Source: Kosis, Crop production survey, 2019.

Fig. 2. Production trend of horticultural crops in Jeollabuk-do compared to national.

Table 8. Integrated marketing organization status (2019)

Regional organization Municipal organization

Alliance Cooperative Alliance Cooperative Total

project joint business project joint business
Gyeonggi-do 1 12 5 2 10
Gangwon 1 1 1 3
Chungbuk 1 1 4 3 9
Chungnam 1 2 7 5 15
Jeonbuk 1 13 14
Jeonnam 1 12 5 18
Gyeongbuk 1 7 8 16
Gyeongnam 1 8 4 13
Jeju 1 1
National alliance 3
2
Total 13 7 43 41 104

Source: National Agricultural Cooperative Federation, 2019. Internal data.
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Table 9. Integrated marketing organization status in Jeonbuk
(Unit: Billion won)

Cooperative joint Established Number of participating 2018 Business
business year organizations Consignment fee Net profit
Jeonju 14 3 3.9 0.64
Wanju ’13 14 4.7 0.46
Jinan ’13 3 3.0 1.39
Muju ’13 2 2.7 0.41
Jangsu 11 3 54 -2.59
Imsil 11 2 7.5 0.16
Namwon 13 5 5.5 0.54
Sunchang 14 5 2.1 0
Jeongeup 14 6 4.6 0.72
Gochang ’10 9 4.2 0.04
Buan 12 6 33 1.25
Gimje ’14 11 7.7 1.35
Iksan ’12 14 5.2 1.29

Source: National Agricultural Cooperative Federation, 2019. Internal data.

APEEE 2429] 7122312 20139 10,0443 (A 5712 36%)°0 4 2018'A 23,8695
(50%)= THvHAE 229 ALY FEr7 &8 oiE A
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unit: billion won
4,000 3,800
3,500
3108 3,180

3,000 2,756
2,500 234
2,000
1,500
1,000

500

2014 2015 2016 2017 2018

Source: National Agricultural Cooperative Federation, 2019. Internal data.

Fig. 3. Jeonbuk Nonghyup alliance sales business growth trend.
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Table 10. Alliance sales business status in Jeonbuk agricultural cooperative

(Unit: One million won)

Alliance sales performance Joint calculation performance
2014 2015 2017 2018 2014 2015 2017 2018
Jeonju 8,313 11,066 18,878 27,631 5,940 6,495 9,068 12,121
Wanju 21,978 25,530 35,713 40,910 11,878 11,970 14,529 19,196
Jinan 5,691 9,594 10,556 14,941 4,821 5,877 5,365 7,350
Muju 8,002 11,587 15,548 14,839 5,494 4,790 8,527 8,192
Jangsu 29,330 34,225 25,088 28,794 13,212 14,460 11,584 6,374
Imsil 12,669 11,848 12,988 18,130 11,053 15,783 13,478 21,191
Namwon 72,361 70,058 82,958 86,103 30,605 30,928 35,291 33,678
Sunchang 2,116 10,058 11,865 16,572 1,266 1,873 2,459 2,971
Jeongeup 7,142 9,670 13,271 13,424 3,870 4,701 5,507 6,543
Gochang 14,567 22,695 18,131 19,003 9,703 11,445 3,495 3,741
Buan 18,344 12,865 15,645 17,807 4,453 10,674 11,030 11,287
Gimje 17,726 21,277 31,742 50,892 5,622 10,781 10935 15,173
Iksan 20,228 24,428 24,670 30,961 18,987 18,748 21,511 21,755
Total 238,466 | 274,901 | 317,053 | 380,007 | 126,904 | 148,525 | 152,779 | 169,572

Source: National Agricultural Cooperative Federation, 2019. Internal data.
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FAHE 28l & A Aol whEW AR} 7HE Bol o] 83k FAFE 28l &
FELS U AEDA(54.5%), NFFEAA G 2(21.3%), Ais7F AH9(14.7%)

o2 ZAEATH(Choi T, 2017). YA FQBFATE Al A2 APHE AAGY
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om o]F ARG HI L 7,146WM T YO F 20%S AL Uth A YL HAF(5.59),
AA(5.29), FF14.79), £F14.7Y) o2 UrEME}.

1370 221 9] FAIE g 3 6.
o, A(13), YA®), A7), BA(7) =22 YEFST 2‘%1 1919 A A&
B F(1439), 91K1039), ¢(819]) o= o 2
°]2H729)), FU(569), ¢F(389)) =oE2 YEMSTE

AAAE Ao ibhn] At AbgA A2 Fd(308H), F(2881K), ILFH(191H]) =L
2 yepgton, AAA L v Addu) AbG A S G @23u), A A (149), SF(11E)
O 2 e

X

HehE FUOAY 2he A% Hzo zaAAH, ol AU Fol Yol WA Be
AL AL Aol Adolth SAR Gl AT HE AT FAAY 239 75

Table 11. Cooperative joint business performance in Jeonbuk (2018)

(Unit: One million won, person)

. Alliance Alliance
Alliance .
. . Joint sales sales
Alliance Joint sales .
Support cales calculation Number of erformance calculation |performance | performance
budget erformance|  results employees p o results per against | against the
(a) P b) © (d) emplo co employee support  |total support
(‘E / d§ (c/d) budget | budget
(b/a) (ble)
Jeonju 550 27,631 12,121 5 5,526 2,424 5,024% 729%
Iksan 220 30,961 21,755 3 10,320 7,252 | 14,073% 817%
Jeongeup 280 13,424 6,543 7 1,918 935 4,794% 354%
Namwon 280 86,103 33,678 6 14,351 5,613 | 30,751% 2,272%
Gimje 520 50,892 15,173 7 7,270 2,168 9,787% 1,343%
Wanju 220 40,910 19,196 5 8,182 3,839 | 18,595% 1,079%
Jinan 180 14,941 7,350 6 2,490 1,225 8,301% 394%
Muju 470 14,839 8,192 6 2,473 1,365 3,157% 392%
Jangsu 100 28,794 6,374 13 2,215 490 | 28,794% 760%
Imsil 220 18,130 21,191 8 2,266 2,649 8,241% 478%
Sunchang 470 16,572 2,971 6 2,762 495 3,526% 437%
Gochang 100 19,003 3,741 5 3,801 748 | 19,003% 501%
Buan 180 17,807 11,287 5 3,561 2,257 9,893% 470%
Total 3,790(e) | 380,007 169,572 81 67,136 31,461 10,027% | 10,027%

Source: National Agricultural Cooperative Federation, 2019. Internal data.
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Source: Regional Cody Academy, 2018.

Fig. 4. Wide area alliance and item alliance business system model.
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Source: Regional Cody Academy, 2018. Researcher modification,

Fig. 5. Supplementation and support of city and county marketing organizations.
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Fig. 6. After Corona 19, innovative integrated marketing direction.
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