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Abstract

This study aims to analyze the effect of product information quality and source credibility on product
arousal in fresh food website. Despite fresh food websites are selling products with various feature,
prior studies have focused on consumer behavior for fresh food website characteristics or specific
products without considering the feature of the products. Consumers' attitudes, beliefs, and behaviors
vary depending on the feature of the product. In other words, depending on the category of product,
the decision making process that consumers purchase products can be differ. So, we classify products
considering the feature of these products to examine the effect of information quality and source
credibility on product arousal into experience goods and search goods. We surveyed 288 consumers
having experience of purchase in fresh food website and verified the hypothesis through One-way
ANOVA by classifying the information quality and the source credibility as high level and low level.
As a result, there was a difference in product arousal according to the product information quality
level and the source credibility level for each product category exposed to the fresh food website.
In experience goods, source credibility have a more important effect on product arousal than product
information quality, and in search goods, product information quality have a more important effect
on product arousal than source credibility.
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Peslak and Sendall, 2010; Ebrahimi et al.,
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B3l= 9392 Menon and Kahn (2002)2
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(Darden and Babin, 1994; Holbrook and
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(1998)°l] &Jat™ 7)== LHAES TR
A e 2o AHRES FEAZIA g
24 2] e SHAIRIGAL shla
Donovan and Rossiter (1982)¢] ¢37tolA= 3k
715 HRle] &, A=, Wiz 5o A4S e
JrzolH, 01315} AAA ] whg-o] Ao 3
NHel e AT B sk

Sherman, Mathur and Smith (1997)+= Z4H]
Al ] SE3) anlAdE BB A,
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ol golAW, 2ulAEe o maasol
sl 822 HEE IS AT
Donovan and Rossiter (1982)9] AT = A&
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H|2} g7 o] JFES WA, o]df FV]= T
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3l Aolg} & 4 9t} (Charters and Pettigrew,
2006).
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Table 1. Website Performance Criteria

Performance Relative Factor

Author

Perceived Attractiveness, Perceived Enjoyment, Ease of Use, Usefulness,
Attitude, Intention to Use, Perceived Attractiveness

Ease of Use, Responsiveness, Fulfillment, Security/Privacy,

Van der Heijden
(2003)

Park & Gretzel

Personalization, Visual Appearance, Information Quality, Trust, Interactivity (2007)

Informativeness, Usability, Credibility, Inspiration, Involvement, Reciprocity

Kim & Fesenmaier

(2008)
System Quality, Information Quality, Use, User Satisfaction, Intention to DelLone and
Use McLean (2003)
Technical Quality, General Content Quality, Special Content Quality, AlQeisi et al.
Appearance Quality (2014)
Content, Accuracy, Format, Ease of Use, Timeliness Cecctjz%?o)et al.
. . . . . Ebrahimi et al.
System Quality, Information Quality, Use, User satisfaction, Loyalty (2019)
Perceived Usefulness of Technology, Perceived Ease of Use of Rauniar et al.
Technology, Intention to Use Technology, Attitude Toward Technology (2014)

Usefulness, Ease of Use, Enjoyment, Website Design, Trust, Content
Quality, Navigational Challenge, System Availability

Dickinger & Stangl
(2013)

2) AUIAE PAOIEOIA HBE|
zye0l

£ ATE AAE rtelEl] B8 4
sk QRlo2A AF AR FHY AR
Asste BujAl, S JELHY A=A 2
(Chen, Su and Lin, 2011)°]] 23S w311 =}
gtk ol 7]E9] A AbelEe} gl 4l
2% YAIEdAE AAAIR BElees Al
AEEol F2 AuEA 7] wiEoltt,
A Eelo] A3 AskA 2 -9,
o gk dAcko] ofzle] AR AF
ot Bgado] & AgAle] 54
1A2F GArro| EdlA = o] 8-4ke AlE A
o]7] fl& Xk HHH ol HHatn A
FRAHRE AFs)ok shrt, kol
ok titkE dAZE AR 9
b o F2ol7] wiiol dmlxle

£o i oX,

2 o odd ooy

Moo oot

)

Lo > 2

- O 2 o
N

P

2 2

oM fu o

o
N

4> B oo & ©

L=
2 o oM,
T o @

Hir

9

ey ol

N

flo

4o

NS

fz

ko)

o

o

)

f

o

X
A
lo
rO
-
il
flo
e,
>,
3
m
]
i
flo
2
2 oy
F ok

o,
1
o,
)
o
ofi
glm
o,
A
il
i
)
=
i

HEA, o829 #HejA oy g zollx el 7
Aele] Feds vedle A= F4, 49
g RS Ailete] ddste 71eA] e
Alzdl FHZ Pl ghoh(Park Gyeong-
Won, Kim Chang-Su and Ahn Hyun-Sook,
2017). o] T AAAE Atol BN FxE=
FA2 ATE AFAR h FEFFolt)

AF JEFALS 54 agEoly gApolE
A g5 Ar o] FHot aHAte] Y=E
FENTIE AR AAolvd o Fofd
tHKim Ki-Young and Kyung Soo-Bin, 2018).
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H B Ee] 9E3H] "k (Son Young-Hwa
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Table 2. Measurement ltems

Constructs Items Researcher
Generally, the information of products i usually purchased
on the fresh food website is accurate.
Product . . .
Information Generally, the information of products i usually purchased Hoang & Nguyen
; on the fresh food website is objective. (2020)
Quality
Generally, the information of products i usually purchased
on the fresh food website is clear.
Generally, the messenger of products i usually purchase
on the fresh food website seems to be honest.
Source Generally, the messenger of products i usually purchase Ismagilova et al.
Credibility on the fresh food website has a good reputation. (2020)
Generally, the messenger of products i usually purchase
on the fresh food website is qualified to sell the product.
Generally, i tend to be interested in the introduction of
products i purchased on the fresh food website that i
usually used.
Generally, i tend to be very curious about the alarm of .
Product the product or the introduction of the product i purchased Bettiga, et al.
Arousal (2017)

on the fresh food website that i usually used.

Generally, i tend to focus on the alarm of the product or
the introduction of the product i purchased on the fresh
food website that i usually used.

o1% 94W(2.600) el ATk 38 oY olg  HEE HFdtel 7
368(12.60 0.2 ZAHY, F2 ol g FARRAE

A2 E GAtolEx vl B 1247 (43.1%),

T 2AZYAl 9378(32.2%), SSG 431 S AFE T, A
(14.9%), 3t ON 289 (9.8%) o2 ERTH
ZAEE TR EALS (Table 3) o Ax8F4AT}. oAl F

E(p)2 pl.01F

A3tk (Table 4).
A@sL7] el Al KMO
(Kaiser-Meyer-Olkin) ¢} Bartlett®] T84 74
A7} KMO e
UebgTh Bartlette] T34 AR AR 24} 7}
2 22860,8379] Fko =2 eI, F-2/8
FollA frejgh Ao vehd

82402

2. 72 Y 40| By o

e
B ol AbeE =
g8l7] #fsted Dﬂzl ?:Ef
Seeh. 88FE B3
Cornponent Analysis)< AHg-38t
o, B W= (Varimax) 3|4
ot} BlgAlo] ErE EEEo
3171 9138t Cronbach’ @ AFE

SAHAETES] BHEAol drd Zer B &
Ak, FAF gl Aat ) 3719 89l
o] =5 o] FHELFA(Discriminant Validity)
3 shusiglon], SYYE BF 07 olitel 2
A A (Factor Loading) 02 WHFE A3t
o 24 FAFEFFA(Convergent Validity) H=38+
G sebd & AT 2 PA

E9] Cronbach’ @ T3 AHZ2 0823 AR
2127 0.800, AE2E7] 0.784% LFERF O
AEds gl 5 ok
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Table 3. Demographic Characteristics

ltem Characteristics Frequency Ratio

Male 124 43.1

Gender Female 164 56.9
Total 288 100.0

Once 158 54.8

Monthly Twice 9% 32.6
Number of Use Over Three Time 3% 12.6
Total 288 100.0

Market Kurly 124 431

Coupang Rocket Fresh 93 3.2

Fresh Food Website

(I usually used) SSG 43 14.9
Lotte ON 28 9.8
Total 288 100.0

Table 4. Exploratory Factor Analysis and Reliability Test

; ' a If item
Constructs Factor Loading Cronbach' a e
Product PIQ1 0.795 0.761
Information PIQ2 0.821 .823 0.804
Quality PIQ3 0.838 0.719
SC1 0.828 0.710
Source
Credibility SC2 0.774 .800 0.723
SC3 0.741 0.749
PA1 0.728 0.715
Product
Arousal PA2 0.803 784 0.702
PA3 0.819 0.703
KMO and Bartlett Test
KMO(Kaiser-Meyer-Olkin) .824
Bartlett Chi-Square ~ 2286.837
Sphericity df 36
Verification sig 0.000
Table 5. Inter—correlation Among Major Constructs
PIQ SC PA
PIQ 1
SC .505% 1
PA 480" .508" 1
Mean 4,582 4.389 4.401
Std 1.042 1.015 1.128

Notes: *p{.01
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Table 5. Inter-correlation Among Major Constructs

PIQ SC PA
PIQ 1
SC .505 1
PA 480 .508" 1
Mean 4,582 4.389 4,401
Std 1.042 1.015 1.128
Notes: *p{.01
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BAFE BF 0.4 oo MB =2 4Hd
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gt B4 A, HAek ax b, ¢, do} ¢ b=
de}, 2E]a ek = b, do} zpo|7) Qe Ae
el o)de] Het 7 2po] B Ad=
AREFD 9 ARAA A FF0l
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o AAIHATE. T YHE HSUHS
(Table 6) ¥ FUst WHo =2 A3t o
Auf x| AR AR AEA A AF FE
A 23 ARYH A =0 e A
Z37)9] Aol HBAHom Ho3t A
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Table 6. Comparison of Product Arousal

Source Credibility

Classification . F Sig
Level High Level Low
Product ﬁ;ﬁ' 4.987(a) 4.140(b)
Information Level 52.248 .000
Qualit eve
uality Low 4.100(c) 3.502(d)
. Group
Dependent Variable Classification N Mean Std scheffe
Group a 235 4,987 1.010
Product Group b 159 4.140 1.070 a>%*53isd*
Arousal Group ¢ 113 4.100 1.020 oyd*
Group d 69 3.502 0.751
Notes: *p{.01
Table 7. Comparison of Product Arousal on Experience Goods
L Source Credibility .
Classification i F Sig
Level High Level Low
Product LH‘“;;‘;' 5.158(a) 3.990(b)
Information Level 29.36 .000
Quality Le"e 4.479(c) 3.824(d)
. Group
Dependent Variable Classification N Mean Std scheffe
Group a 116 5.158 0.952
Product Group b 70 3.990 0.994 a>%*>,3}d*
Arousal Group ¢ 64 4479 1.120 ob* d*
Group d 38 3.824 0.785

Notes: *p{.01

Ak c(4.479), Fet b(3.990), I d(3.824)
TO 2 AFZY] Fo] YehdoEZA JHd 2
= AA=HA

scheffe ¥4 A3} ot a= b, ¢, do} Fo
b do} 28]a Het o= b, do} F-olgk 2fol7}
et A aZ Je dRo AEE7] ghel
o A Jeldo 2z A A AF JEF
T AERYA A=A FEo] 2S5
AFEZ7] FEo] =4 vehg Aeolge 7
2-12 AAFHAL}. ol et 7} Jek bETE
AEZ7] ol =4 Jebdo =R AhA
A AHAES AF AERFEEY ARYH A

é]_

H4e o T4 ks Fez setEdnor
A 22 AE). ool AT A LHAES
YA Eshe 2SS slast] flst
of R A=l v o] &S Ho
= Aot & & et

npAlete 2 e Ao A AlE HEEA
I AEAH A ol we AFd)e
2ol g AFergler] SA A2 (Table 8)
ol Alx|ak it

A A AR A, A AN AF

~=
T

=4
AEFE 753 AEAH A s e
AFe7lel  Apol= fFroJgh Z(F=36.145,
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Table 8. Comparison of Product Arousal on Search Goods

Source Credibility

Classification . F Sig
Level High Level Low
Product ﬁéﬁ' 4.820(a) 4.258(b)
Infgrmgtion Level 36.145 .000
uality Low 3.605(c) 3.107(d)
Dependent Variable CIaSsrizgzti o N Mean Std scheffe
Group a 19 4,820 1.040
Product Group b 89 4.475 1.082 ayb*™ ¢ d**
Arousal Group ¢ 49 3.605 0.584 b)c”,d™
Group d 3 3.107 0.474
Notes: *p¢.05, p<.01
pCLODOE vhpdeh, (Table 8)o AAE vk FEE GEE2 4skn sl Agel 4%
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