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Analysis of Consumer Characteristics affecting
the Availability of Overseas Direct Purchase
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Abstract This study analyzed what consumer characteristics affect the experience of using overseas
direct purchase at a time when the overseas direct purchase market is rapidly increasing and consumers’
interest in overseas direct purchase is increasing accordingly. For the study, personal data from the 2022
Korea Media Panel Survey were used, and data from 6,734 people who responded ‘yes” or “no” to
whether or not to use overseas direct purchase among 9,941 total respondents were used for analysis.
In addition, three variables (demographic, media utilization status, values and lifestyle) were selected
among the items of the Korea Media Panel Survey. First, general characteristics were analyzed fo 6,734
people, then, Chi-square test and t-test were performed for comparative analysis between each variable
according to the use of overseas direct purchase. Finally, logistic regression analysis was performed to
identify the factors affecting overseas direct purchase. As a result of the analysis, 4 out of 5 demographic
variables, 2 out of 3 media utilization variables, and 3 out of 7 values and lifestyle variables were derived
as decisive factors for using overseas direct purchase. These results can be used to establish marketing
strategies that can increase the use of consumers through domestic shopping malls, such as providing
differentiated services for the sale of overseas direct shopping products on domestic shopping sites.
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Fig. 1. Overseas direct purchase status by yearm
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Table 1. Definition of a variables

Variable Variable names Scales
(GR)) (#57) Hx)
Dependent E?(perience of using overseas Nominal
@) d_lrect purchase_ ()

(B2 o1873%)

Gender(*d"8)

Age group(@Fd)

i FESGE

Demographic Education level(3Z2t2) Nominal
(Q17-%A412) |No. of household members (g%

)

Monthly income

(89 &5

Level of PC utilization

-Q 2]
Media (PCE-878%) Average on
. 1_ Level of smart device a Likert
utilization R )
status utilization 5-point
(v]cjol (AVEEZ)71884 ) scale
= EAE
8 %) Degree of consent to W Mol 5
information search 54 #=ef Bh)
(BB RE)
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Table 2. General Characteristics of Analysis Subjects

Categories Frequency &
Gender |Male(d) 2891 42.9%
(89 |Female(e)) 3843|  57.1%
10's(10tH) 391 5.8%
20's(20tH) 1183 17.6%
30's(30tH) 822 12.2%
Age group B o,
(@) 40's(40t) 1514 22.5%
50’s(50tH) 1702 25.3%
60°s(60tH) 867 12.9%
Over 70's(70t ©]4) 255 3.8%
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(el olap 134 20%
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Table 3. Chi-square test results

Chi-
. Inexperienced | Experienced
Categories (8T | (Cle7AEe) sqLiare
value
Male 2469 422
Gender 1.636
Female 3324 519
10's 355 36
20’s 900 283
30's 584 238
Age § 465.798
aroup 40's 1272 242 (w00)
50's 1583 119
60's 845 22
Over 70's 254 1
Under
elementary 141 1
school
Under middle 326 5
school
Education ; 258.061
level  |Under high 2223 177 (%)
school
Under 3006 720
university
Graduate or
higher 77 57
Single person 202 28
No. of
household Two persons 901 92 zz.gig
members |Three of more 4690 821
persons
No income 1861 219
Less than 1
Monthly |million won 337 2 119.751
income ()
Less than 2 730 68
million won

Le'ss' than 3 1457 325
million won

Le'ss' than 4 853 214
million won

Le-ss- than 5 335 39
million won

Over 5 million 220 47
won

*p¢0.05, **p<0.001, ***p<0.001
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Table 4. t-test results

Inexperien

t-value
ced

Categories Experienced

Level of PC
utilization

-25.489

3.3601 ()

3.9955

Level of smart
Media |device

utilization |utilization
status

-24.643

4.0701 (%)

4.5899

Degree of
consent to
information
search

-11.789

3.0052 )

3.3367

-9.666
(***)

Preference for
latest products

3.03 3.36

Preference for
products that
others don't use
often

-8.723
(***)

Values
and
Lifestyle

2.95 3.26

-11.196
(***)

-9.081

Trend sensitivity 2.82 3.21

Reputation 3.35 3.64
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sensitivity ()

Preference for
minimal
functionality

and affordability

3.29 3.29 0.153

-8.899

Preference for
famous brands

Search
information
when 3.40 3.86
purchasing a
product

*p<0.05, **p<0.001, ***p<0.001

-14.363
(***)
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Table 5. Logistic Regression Results

Variables B S.E. p-value | BExp(B)
Gender(Male) -0.294| 0.079 0.000 0.745
Age group -0.287| 0.034 0.000 0.751
Education level 0.508| 0.079 0.000 1.662
No. of household -0.115| 0.087|  0.186|  0.892
members
Monthly income 0.147| 0.021 0.000 1.159
Level of PC 0.086| 0.093 0356 1.00
utilization

Level of smart device

RO 0.313| 0.111 0.005 1.367
utilization

Degree of consent to

. . 0.186| 0.047 0.000 1.205
information search

Preference for latest
products

0.055| 0.053 0.305 1.056

Preference for
products that others 0.058| 0.046 0.204 1.060
don't use often

Trend sensitivity 0.143| 0.053 0.007 1.153
Reputation sensitivity 0.016| 0.051 0.749 1.016

Preference for
minimal functionality
and affordability

-0.130| 0.043 0.002 0.878

Preference for
famous brands

0.039| 0.052 0.455 1.040

Search information

when purchasing a 0.226| 0.051 0.000 1.253
product
Constant -6.689| 0.576 0.000 0.001
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