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Abstract
During the COVID-19 pandemic, the online agricultural and food products market has experi-
enced substantial expansion. This study aims to examine the factors influencing consumers’ 
online purchasing behavior, their satisfaction levels regarding price and quality, the frequ-
ency of online transactions, and their future purchasing intentions concerning key short-term 
non-timber forest products. The analysis is based on survey responses obtained from 1,000 
consumers across the nation. Results reveal that while online purchasing of non-timber forest 
products may not be as active compared to other sectors, various consumer behavior cha-
racteristics such as online purchase experience, socio-economic variables, online purchase 
dependency, and information utilization significantly influence purchasing decisions. These 
findings shed light on the understanding of consumer behavior through online platforms, 
particularly in non-timber forest products where analytical attempts have been relatively 
scarce compared to other agricultural products. The insights derived from this analysis could 
serve as fundamental data for understanding online consumption patterns, especially in 
sectors where research on consumer behavior remains limited. To expand the consumption of 
short-shelf-life perishable goods, which relatively have lower online consumption compared 
to other fresh agricultural products, it is necessary to conduct analyses that identify the socio- 
economic characteristics and corresponding needs of consumers. Additionally, analyses 
should be conducted to explore the potential for developing and utilizing processed foods 
for online consumption. These analyses should be carried out in conjunction with an under-
standing the socio-economic characteristics identified in this study.

Keywords: non-timber forest products, online purchasing, purchasing intention, satis-
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Introduction
2022싊�쬲숞줂�툶쳂퉣툶훧�7�2,276휻��짢2018싊7�3,800휻�흖튢4.7% �붆힆쑪. 뽾쥲숞, 쑮

뾶붊흖�춶흲팒왣펞�쐚쿊찯��툶쳂�쑮뾶팒왣�툶쳂붆�쓶팒쿊�왪���튳�쐚춪, 윱�
붖, 엖, 쒆�왷�펞푪쫞ퟆ툶숞쳂�붟�뾶붊앟훎붇붇3.3%ퟆ14% 붖팒춞쯺, 휃�푣쳂�1.4%, 츊튵쫞쐚
4.7% �붆쐚왷켆쫞칊짢��쬂칺힆쑪(KFS, 2023). �툶쳂�팒쿊쒆쬂�쑮뾶팒왣�툶쳂켆쫞칊팒쿊
즒왢쬂훋빦팒쿊�쑎�(needs)흖켆쐚��붢춢뺂�빃칆흖쐫앟��쒆��팒뽢찮쌓
붆붆쒆켆켊�푪흖튢뻳숺�붆팒왣퉇흖�븶얢쑪.

툲빃��빃칆흖욶줂푣팒쿊붆휺읁븒칆얞쐚�, 뽾쬲빦팒쿊�튷흖욶줂팒쿊�붆휺읁븒 

쑲줂�쐚�왷�켊튣쐚븉�쭪���켊튣쒆퉇�쑪(Kwon, 2008). 욶줂튢쑮뾶팒왣�툶쳂흖쒆팒쿊
�쬂븶�쐚����빦팒쿊��튷�켊튣흲팒쿊쒆쬂�춯훎��푢즪쐚흶뻲붆펞얞흎쑪.

�쥲흶뻲왪�YooퟆSong (2016), Yoo 왷(2019, 2020) 왷뺂붟��춞��쑮뾶팒왣�툶쳂�쒆퉇�짢팒쿊
�왪��푣, 튦않, 뻲쭪왷�켊튣흶뻲ퟆ, Ahn뺂Seok (2012), Bark뺂Min (2012), Kim 왷(2015), Chang

뺂Eun (2016), Seok 왷(2019) 왷�춪, 빦츊튵, 윱�붖뺂붟��쑮뾶팒왣�툶쳂�팒쿊쬂켊튣흶뻲짢
뻲켊펞�쑪.

칾흶뻲흳푢�툶쳂팒쿊흖힇�쵾�쐚칆펞왪�켊튣뾶�흶뻲왪�즂팒쿊�왪�쒆퉇�짢튪첾
�툲�쩒쬂툲�흲�툶쳂팒쿊�쬂켊튣쑪쐚�쯺흖튢쐚앟�숞, 칊��쑮뾶팒왣�툶쳂왪�쒆
퉇�짢�뾂쌓푣뻲쭪흖�휺튢쿊���팓��짢쒆얞빦�쐚힮줂�푢�흖튢�뻲쭪�ퟆ��켊튣
빦�쑪. 뷶줞훧뾶�񲨺팒쭪쭪훧흖튢힮줂�펂���쐚쿊��2019싊흖21.4%쬂뾶짣힆쑪. �
2020싊켆푢�얢짢숞19 쓶쵿�힇�짢휾(untact) 첾붆툶얞쯺튢븒�붆흲, 2020싊흖
26.7%짢븒�붆�2021싊27.5%쬂뾶짣힆쑪. 짢숞19붆빻푣��짢�푣얢2022싊흖쐚24.7%짢쑪푢
팒줃힆�숞2023싊흖25.5%짢�붆븉�짢��얢쑪(Statistics Korea, 2024). �쥲힮줂�뻲쭪푢��
�붆쐚뽾앟훎�빊짢��얞흎쓞�흖쒆����숞, �뺂튢쿊퐪흖쒆���챁쐚퉇흖
팒쿊�왪���쯺튢힮줂�펂��퉇��퉣짢춡훊왪�븒얞흎뾶웒첾�쑪.

쑮뾶팒왣�툶쳂뺂붟�쌓�펞툶쳂뺂�푣쩒�힮줂�펂흖튢��쐚쿊��2020싊16.2%흖튢2021싊
16.8%, 2022싊17.2%, 2023싊흖쐚17.9%짢�팓��짢�붆힆쑪. 쑪쫾�뻶흖쿊��튳�쐚푣�
튷�짢�힮줂�푢��튷�흖쒆�휃���짢숞쓶쵿뾶붊앟훎힮줂�뻲쭪붆�퉇얞쯶춶팧�
쬲튷�짢�흚쓶쵿�흖않힮줂�뻲쭪짢팒쿊쐚븉��춞얞휺붆빦�쑪. , 푣�흖튢않푦튦쌓
�툶쳂�왢��푢퐪�춢�뺂쑿�축퉎칃춶팧왷퉎짢�춶팧푢퐪�않��짢힮줂��푢��춢�
�튦않빦�쑪.

񎨞즂�뾂찍싊앟훎쌓푣팒쭪쑮빊흖튢�뻲쭪빃�힮줂�푢��튷��짢쒆얦펞�쑪. 춞쯺쑮뾶
팒왣�툶쳂�힮줂�팒쿊�쬂켊튣푪�흶뻲쐚쭪����푪��쑪. 칾쌂첾�쑮펢�툶쳂흖쒆팒
쿊�왪�힮줂�뻲쭪�쬂븶�쐚칆펞켊튣�푢않Chong 왷(2023)�흶뻲쬂�푢춪, 쒆�, 빦츊튵, 

쓚쓛, 윱�붖왷�쬲숞줂��쑮뾶팒왣�툶쳂흖쒆팒쿊�왪�힮줂�뻲쭪빃, 쭒�않, 뻲쭪쿎않ퟆ힮
줂����뻲쭪�않흖힇�쵾�쐚��왪�푪�켊튣쑪. 힮줂�뻲쭪빃��쐚팒쿊�왪�쒆퉇�짢
뻲��툶쳂�붆븯뺂�흖쒆쭒�않쬂펢튢짢�퐪(ordered logistic) 찮�짢켊튣빦, 힮줂�뻲쭪
펞흖쒆��(count) 찮켊튣�힮줂�흖튢�뻲쭪쿎않흖힇��쐚��왪�툺칾쑪. 쭎�쭏�
짢힮줂�뻲쭪�툲켊튣�푢않흲힮줂����툶쳂팒쿊�흖쒆�쬂춚�짢팒쿊쒆
쬂�뾶��쩒쬂�푢빦�쑪.
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Materials and Methods
쭿켘햋웇

팒쿊�왪��툶쳂흖쒆힮줂�팒쿊쬂훋뾶�흲2023싊9 - 10�앟훎�첾�툲뾶뺆흖�쨶흲
�뻳흖뷶�쐚팒쿊�1,000찋�쒆퉇�짢힮줂�튪첾�툲쬂푪푢힆쑪. 쯂��툲쒆퉇�쐚�툲푢�흖튢�
쬲숞줂팒쿊�왪�쒆튷�칺뾶�흲튷칊, 흶즿칊, 뷶��흳왷��푲�짢튦�빦, 쑪��짢튦�얢
쒆퉇�왪붆�쓶붆뻲숺푣축푣����뻲��짢1싊�숺흖���툶쳂�뻲쭪빃�칺�팒쿊�왪
짢�힆쑪. 잖, 쒆��쑮뾶팒왣�툶쳂�춪, 쒆�, 빦츊튵, 쓚쓛, 윱�붖흖쒆팒쿊쬂훋뾶
�흲1,000찋��툲쒆퉇�왪��툶쳂칊짢200찋횯쑿흲�툲힆쑪. �왪쑪튵붆�쑮뾶팒왣�툶쳂�
펞푪쫞, 툶숞쳂, 츊튵�흖튢퉣툶훧�붆�쌘�쒆��찯왪�쑪.

튪첾�툲흖튢쐚팒쿊�왪��춞���툶쳂팒쿊ퟆ뺆즮흲뻲�쿎않, 뻲쭪�팒ퟆ튦��, �툶쳂뻲
쭪푢��븒빦즪쐚��왷�쳁쐚첾�힆쑪. , 칾흶뻲흖튢쐚�툶쳂흖쒆팒쿊�왪�힮줂
�팒쿊쬂훋뾶�흲힮줂���툶쳂뻲쭪빃, 뻲쭪펞, �짢��쐚힮줂��슖왷�쳁쐚
첾�뻲튷힆쑪. 힮줂��짢뻲쭪�툶쳂�붆븯뺂�흖쒆쭒�않ퟆ힮줂��짢�툶쳂�뻲�
�않쬂훋뾶�첾�힆쑪.

튪첾흖�쑻1,000찋��툲�쑻�왪�뾶�빊쥏흖튢칾흶뻲흖튢��칆펞왪�훊줞�Table 1흖�푢
얞흎쑪. �툲�쑻�붆�쓶흲튷�58% (580찋)�쯶, 흶즿칊짢쐚20쒆붆70찋(7.0%)�짢붆��빦, 30쒆170찋
(17.0%), 40쒆230찋(23.0%), 50쒆260찋(26.0%), 60쒆붆270찋(27.0%)�짢�툶쳂��짢팒쿊쐚븉�짢퉣붇
얞쐚흶즿쒆쐚퉇쒆��짢쌘�븉�짢숞숲쑪. �뽦붆뻲팒왣펞��빃�흖쐚뽦��짢400쭒�춞펞
��짢�툲얞흎쑪. 񲨺�쑻��79% 쒆뻖�잖쐚�흋�퉇�즫펞��붆��쯶, 1�붆뻲쐚28.0%힆
쑪. 뽦붆뻲�펞쐚2.59찋�쯶뷶�쐚�흳���않푢�흳(앟)��쑻�쐚89%�쯶쌓��흳(�/쯺)�
11%�짢숞숲쑪.

񲨺�쑻�붆�쓶59%붆힮줂��짢�툶쳂�뻲쭪빃�붆�븉�짢�툲얞흎�쯶, 6붢�뾶�뽦�
�힮줂�뻲쭪펞쐚8.4짢숞숲쑪. �즍븒힮줂��짢�툶쳂�뻲쭪빃��쐚팒쿊�왪흖븒뻲쭪�
툶쳂�붆븯뺂�흖쒆쭒�않쬂‘쭪�켎쭒�’켆‘쭪�쭒�’뿒�5쑮빊쬲�않짢�쑻븒븶뺂, 붆
븯�3.57�, ��3.77��짢팒쿊�왪�뽦��짢‘칺’�숞�뾎쓚쌘�펞��쭒�않쬂붆�빦�쐚븉
�짢숞숲쑪.

힮줂�뻲쭪흖�휺팒쿊앟�튷�춞힇흲�튪첾�툲흖튢‘힮줂�펂찶�흌쑪쯺푣퉣�슎첺켎
�븉붟쑪’흖‘�훊쑎쑪= 1’켆‘쭪�뽾즍쑪= 5’뿒�5�쬲�않짢쳁쐚첾���흲힮줂�뻲
쭪��튷(online purchase dependency)�, ‘�툶쳂�뻲�웒뻲��팒, 붆븯, �왷뺆즮�칺쬂�켊쿊뻖
흲튦쑪’줂쐚첾��푢빦�쑻�쩒쬂��흲팒쿊�왪��칺�(information utilization) �않칆
펞짢�힆쑪. 힮줂�뻲쭪��튷�뽦3.85�, �칺��않쐚뽦3.86��짢숞숞뽦��짢�툲흖
�쑻팒쿊�왪�엖칆펞찮엖‘칺펞�’ 칺쑪팒퉇펞��븉�짢숞숲쑪.

쭎�쭏�짢찮왦�툲쒆퉇�왪흖븒흖힮줂���툶쳂�뻲쭪��쭎�붆�짢‘쭪�숴�’켆
‘쭪�쌘�’뿒�5�쬲�않��짢�쑻븒힆쑪. 1,000찋��쑻븶뺂, 뽦3.15��짢숞숞팒쿊�
왪�힮줂���툶쳂뻲쭪��쌘�펞��훊쑒븉�짢숞숲쑪.
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Table 1. Summary statistics of respondents.

Variable Definition Mean Std. Dev.

Female 1 if female; 0 if male 0.58 0.49

Age 1 if 20’s; 0 otherwise 0.07 0.26

1 if 30’s; 0 otherwise 0.17 0.38

1 if 40’s; 0 otherwise 0.23 0.42

1 if 50’s; 0 otherwise 0.26 0.44

1 if 60’s; 0 otherwise 0.27 0.44

Income Monthly household income

1 = less than 1,000,000 KRW; 2 = 1,000,000 KRW to 1,999,999 KRW;

3 = 2,000,000 KRW to 2,999,999 KRW; …;

10 = 9,000,000 KRW to 9,999,999 KRW; 11 = more than 10,000,000 KRW

5.81 2.46

College 1 if Bachelor’s degree or higher; 0 otherwise 0.79 0.40

Single_hh 1 if single person household; 0 otherwise 0.28 0.45

City 1 if residence area is ‘dong’; 0 otherwise 0.89 0.32

N_family Number of people living in household 2.59 1.26

Experience 1 if having experience with online purchases of non-timber forest products;

0 otherwise

0.59 0.49

Frequency Average frequency of online purchase per 6 months 8.40 9.24

Satisfaction_p Satisfaction with the price of online purchase

1 = strongly disagree; …; 5 = strongly agree

3.57 0.69

Satisfaction_q Satisfaction with the quality of online purchase

1 = strongly disagree; …; 5 = strongly agree

3.77 0.62

Intention Intention to make future online purchase

1 = strongly disagree; …; 5 = strongly agree

3.15 1.07

Online

dependency

1 = strongly disagree; …; 5 = strongly agree with statement “If there were no 

online shopping channels, I feel like my dietary habits would become very 

inconvenient.”

3.85 0.91

Information

utilization

1 = strongly disagree; …; 5 = strongly agree with statement “When purcha-

sing non-timber forest products, I compare relevant information such as the 

purchase location, price, and quality thoroughly before making a decision.”

3.86 0.77

Std. Dev., standard deviation.

쭿켘좣

�툲흖�쑻팒쿊�왪붆�쓶�툶쳂�힮줂��짢뻲쭪빃��쐚팒쿊��붆븯축�쭒�않ퟆ힮줂
��뻲쭪쿎않, 뽾쬲빦힮줂�뻲쭪빃흲켆ퟆ퉇뺆흌�찮왦�툲쒆퉇�왪�힮줂���툶쳂뻲
쭪�않흖힇�쵾�쐚��왪�켊튣뾶�칾빦흖튢쐚튪첾�툲흖��첾�튷�춞힇흲�
켊튣찮���힆쑪.

칾흶뻲흖튢쐚힮줂��짢뻲쭪�툶쳂�붆븯뺂�쭒�않ퟆ힮줂�뻲쭪�않쬂훋뾶�‘쭪�
숴쑪’, ‘숴��쑪’, ‘칺�쑪’, ‘쌘��쑪’, ‘쭪�쌘쑪’ퟆ붟���펢튢쬂붆�츚�칆펞짢첾�뻲튷
힆쑪. 񎨞즂�팓칆펞붆�툶�(discrete)�쯶펢튢얢짢켊쐚쬲�않��빃�흖쐚펢튢
짢�찮(ordered logit model)���펞�쑪(Greene and Hensher, 2010). �쥲펢튢짢�찮�뽆빊펞
��񶿞붆�팓칆펞�찮왦츚�흖튢앟�쑪쐚�찋튷(parallelism) 붆��뾶칾�짢쑪.

펢튢짢�찮�힪��쫦켊붆짢�퐪켊쬂붜쐚쑪쐚붆�흖튢�춢흲�않펞쬂뽿쒆푢
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쐚�𝬚�츛���흲뽆푣���빦, 쎊�켊펞�튷����흲�쑻�붆‘쭪�숴�’켆‘쭪�
쌘�’�튦쫦�빊툶쑪.

펢튢짢�찮흖튢쐚팒쿊������짢뺆��챁쐚흶팓����칆펞붆��흳�쯶, 


ퟆ앋쭃칆펞�뺆빊쬂�춞뽆푣뺂앟�븒숞쉂빃�쑪�뺂붟�펞�쑪.


 , 쑮, ∼  

 (1)

뽾쥲숞, 츚�칊짢�빊�잖쐚빃빊붘()�붆�빦�쐚��칆펞쐚푪���짢뺆�붆쐫5붢��쑻츚�

칆펞쬂튦펞�쐚뾶���빻쯶, 
ퟆ�뺆빊쬂훊줞ퟆ붟�숞쉂펞�쑪(Chang and Kim, 2023).

 , if 
 ≤

  , if  
 ≤,      (2)

 , if  


펢튢짢�찮��툶���팓칆펞쬂쫦�붢싖���흲흶팓튷�칺뾶웒첾흖�쑻�붆쬂튦
쫦�뻲펞�쑪. 푣(2)흖튢 �빃��쫦�쎊�춆않펞 ·쬂��흲훊줞�푣(3)뺂붟
�펞�쑪.

     ∑ 
 ≤ 

∑ 
   ≤∑ 

 

∑ 
  ∑ 

         

(3)

펢튢짢�찮흖튢�����짢뽾�않펞쐚훊줞ퟆ붟쑪.

log ∑  


∑
  log  ∑ 

  ∑ 
  (4)

쑮, 쐚 �쯺1, 뽾즍�훐�쯺0�붘�붆�.

펢튢짢�찮���흖�휺튢�팓칆펞�붇츚�흖쑿쐚뺆�쒆퉇붊흖뺆�얞�훐���튷(hetero-

geneity)���펞��쯶, 쑮�뽆빊펞����짢쐚�쑮숺��튷�춞힇񐯞��쥏�뻲쐚쓶빊
붆�쑪. 욶줂튢붇츚�흖튢튪찋칆펞붆�팓칆펞흖쵾�쐚힇즫�뾶쬂숞숺쐚뽆빊펞붆앟�쑪쐚뽆
첺붆튪�븆��튷붆����흲켆쬂쑮쯶, 붆��뾶붇얦빃�츚�흖욶줂뽆빊펞�뾶붆켆
켊��짢쑪쬂펞�않짣붆��퟊�춞얢펢튢짢�찮(generalized ordered logit model)���펞�
쑪(Greene and Hensher, 2010). 칾흶뻲흖튢쐚�춞��펢튢짢�찮�쯂����튷붆�흖쒆
븆��푪푢빦, 붆��뾶붇흲켆흖욶줂퉇��펢튢짢�찮�숞�춞얢펢튢짢�찮���쑪.

힮줂���툶쳂뻲쭪�뺂붆븯축�쭒�않흖힇�쵾�쐚��켊튣뺂쁞칾흶뻲흖튢쐚튪첾�
툲흖튢팒쿊�왪�팒힮줂��짢�툶쳂�뻲쭪쿎않흖쒆첾���흲힮줂��짢�툶쳂�뻲�쐚 

펞흖힇�쵾�쐚��왪�쁞훋힆쑪. �툲흖튢쐚팒힮줂��짢�툶쳂�흂쭎숞��뻲�쉖빦
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쳁쐚첾�짢쑲흖1, 튾쑲흖1, 흲튵쑲흖1, 1싊흖1왷�짢�푢빦�쑻않짣힆쑪. �쥲첾
흖튢�푢�뾶붊앟훎흖튢�힮줂�뻲쭪쿎않�쑻�쩒쐚�뾶�뾶붊앟훎�힮줂�뻲쭪펞짢�
펞�쑪. �춞푣�쩒붆훊쑒�툶쳂�튷�춞힇흲뾶�뾶붊�6붢�짢튪�빦�쬂뾶��짢힮줂�뻲쭪
펞짢�힆쑪. �, 쑲흖1짢�쑻빃�쐚힮줂�뻲쭪펞붆6붆얞쯶, 튾쑲흖1짢�쑻빃�쐚
힮줂�뻲쭪펞붆2짢�힆쑪.

욶줂튢, 6붢�뾶�뽦힮줂���툶쳂뻲쭪펞쐚0켆휗��펞�짢�힆쑪. �쥲힮줂
�뻲�펞칆펞쐚�툶��쫦칆펞짢��(count) 찮�����팓칆펞흖쑿얞쯶, �쥲��칆
펞쐚�춞��훊팧(Poisson) 뽆찮�짢��펞�쑪.

훊팧뽆찮흖튢쐚�툶��팓칆펞붆쑪�뺂붟�훊팧켊펞쬂욶쫾쑪빦붆�쑪.

 




       ⋯ (5)

��푣(5)흖튢쐚쫦칆펞�뽦�쯶, 훊팧켊쐚뽦뺂켊툶�붟��쵆짢�켊툶흳푢�
쑪. 붢칊팒쿊�흖쒆튪찋칆펞붆�휺�쯺�팓칆펞�뽦�쑪�뺂붟�튦븶얢튪찋칆펞��펞
펞(exponential function) 짢�휺�쑪빦붆�쑪.

      exp   (6)

�, �펞펞쬂붆�쵆짢뽦�퉇0칺쑪븒얞�쭒, 뽦뺂켊툶�튢짢붟훊휂쑪쐚훊팧켊�붆
��힪즪�휃�얢쑪. ��찮흖튢쐚0�뺆�얞쐚쿊��쌘�빃�붆��춢퉣쯶, �쥶빃�흖쐚뽦
칺쑪켊툶�쓚빃�붆�춞��쑪. �쥶빃�쬂뺂쒆툶(over-dispersion) 첾�줂빦쯶, 뺂쒆툶���흖않
켎뻲빦훊팧찮���흲��븶뺂쐚񐯞��쥏�얞�챁쐚븉�짢훒즪��쑪.

욶줂튢칾흶뻲흖튢쐚쯂�훊팧찮���흲���뺂쒆툶첾�쬂븆�빦, 뺂쒆툶첾�붆�
�빃�흖쐚��(negative binomial) ��찮���흲��쑪. ����찮흖튢�뽦뺂켊툶
�쑪�뺂붟쑪.

      expexp 

     
(7)

�웒쐚훊팧뽆찮흖뺂쒆툶짢�춢퉣쐚힪�짢exp∼ 

   켊쬂욶쫾쑪빦붆�쯶, 

exp�뽦�1�빦켊툶��쑪.

Results and Discussion
쯂��툲흖�쑻팒쿊�왪��툶쳂흖쒆힮줂�뻲쭪빃흲켆쬂훋힆쑪. 񲨺1,000찋��쑻�붆

붆�쓶586찋�힮줂��짢�툶쳂�뻲쭪빃��쐚븉�짢�툲얞흎쑪. 힮줂�뻲쭪빃��쐚팒쿊�왪�
쒆퉇�짢5�쬲�않��힮줂��뻲쭪�툶쳂�붆븯축�쭒�않쬂�팓칆펞짢쐚펢튢
짢�찮���빦, 찮왦츚���팓칆펞흖쒆뽆빊펞붘�앟�쑪쐚튷붆��뽆첺붆튪�븆�
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힆쑪. 븆���튢�춞��짢툲�얞쐚�않쿊(likelihood ratio, LR) 븆����힆쑪. 훊줞�Table 2흖힮줂
��짢뻲쭪�툶쳂�붆븯축�쭒�않흖쒆펢튢짢�찮���븶뺂ퟆ븆�븶뺂쬂�푢힆쑪. 븆�
븶뺂, Table 3�쭎�쭏흖튢�푢얢븉�즂찮왦찮흖튢뽆첺붆튪�뾶붇�챁튷붆�흖뾶��춞
��펢튢짢�찮����쑿븉�짢숞숲쑪.

Table 2. Ordinal logit model estimates for factors influencing online purchase satisfaction.

Variable
Satisfaction

Price Quality

Female -0.441** (0.170)y -0.043 (0.178)

20’s 1.535*** (0.370) 0.196 (0.375)

30’s 0.419 (0.265) -0.340 (0.284)

40’s 0.299 (0.234) -0.383 (0.247)

50’s 0.142 (0.229) -0.326 (0.244)

City -0.249 (0.296) -0.149 (0.306)

Single_hh 0.067 (0.323) 0.685** (0.341)

N_family -0.026 (0.118) 0.145 (0.125)

Income 0.076** (0.038) 0.063 (0.040)

College -0.060 (0.220) 0.508** (0.231)

Online dependency 0.156 (0.096) 0.392*** (0.099)

Information utilization 0.291*** (0.112) 0.425*** (0.116)

Non-timber forest product for primary purchase

    Chestnut -0.135 (0.257) 0.029 (0.268)

    Jujube -0.442* (0.245) -0.108 (0.262)

    Shiitake mushroom 0.047 (0.260) 0.364 (0.272)

    Codonopsis lancelata -0.258 (0.257) 0.018 (0.272)

µ1 -4.064 -

µ2 -1.140 -0.121

µ3 1.370 2.788

µ4 4.847 6.479

Log-likelihood -583.288 -510.371

LR testz   χ2(32) = 36.45

p-value = 0.183

  χ2(32) = 38.84

p-value = 0.189

y Standard error of the mean.
z Likelihood ratio (LR) test is conducted to test the null hypothesis of parallelism, in all models the null hypothesis is not rejected.

***,**, * represent statistical significance at the 1, 5, and 10% levels, respectively.

Table 3. Test results of Poisson distribution.

Test

Deviance Goodness-of-fit = 3,109.104

Prob > χ2(569) = 0.0000

Pearson Goodness-of-fit = 4,029.629

Prob > χ2(569) = 0.0000

The null hypothesis is that these data are Poisson distributed.
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붆븯쭒�않흖��쵾힇�쵾�쐚칆펞왪�툺칺쯺흲튷팒쿊�붆숮튷흖쿊붆븯쭒�않붆��븒
숴�븉�짢켊튣얢춞쯺, 20쒆팒쿊�쐚60쒆팒쿊�흖쿊붆븯쭒�않붆쌘�븉�짢숞숲쑪. �뽦붆뻲팒
왣�쌘�펞짣붆븯쭒�않붆쌘빦뻲쭪쑮빊흖튢뺆즮얢�칺쬂�쐚팒쿊��펞짣붆븯쭒�않붆쌘�븉�짢
켊튣얞흎쑪. 윱�붖��짢뻲�쐚팒쿊�흖쿊쒆�쬂뻲�쐚팒쿊�쐚붆븯쭒�않붆��븒숴�븉�
짢켊튣얞흎쑪.

�쭒�않�빃�흖쐚1�붆뻲�펞짣, 쒆뻖�퉇�즫펞��붆�팒쿊��펞짣힮줂��짢뻲쭪�툶
쳂��흖쒆쭒�않붆��븒쌘�븉�짢켊튣얞흎쑪. 힮줂�뻲쭪�흖쒆��튷뺂뺆즮�칺��
않붆쌘�팒쿊��펞짣�흖쒆쭒�않붆쌘�븉�짢숞숲쑪.

쑪��짢힮줂��짢�툶쳂�뻲쭪칾빃��쐚팒쿊�왪��툶쳂힮줂�뻲쭪펞흖힇�쵾�쐚칆펞
쬂훋뾶�쯂�훊팧뽆찮���빦�팓칆펞�6붢�뾶��툶쳂뻲�펞붆훊팧켊��, 

�훊팧켊붆�����흖쒆붆튪븆��푢힆쑪. Table 3흖튢�푢빦�쐚DevianceퟆPearson 

븆�빊쥏흖튢훋펞�왵�엖븆�찮엖뽆첺붆튪�뾶붇흲훊팧켊붆�����훐쐚븉�짢
쑮흲��켊찮�짢켊튣힆쑪.

Table 4흖쐚힮줂��짢�툶쳂�뻲쭪빃��쐚팒쿊�왪��툶쳂힮줂�뻲쭪펞붆팒쿊�잖쐚붆뻲
�튷�숞뻲쭪�툲븶�푢튷, 뽾쬲빦뻲�쐚���툶쳂칊짢휺읁븒쑲줂�쐚�쬂��켊��찮
���흲켊튣븶뺂쬂�푢힆쑪. 뺂쒆툶찮펞붆1.025짢��얞휺, �붘�0�줂쐚뽆첺붆튪흖쒆
�않쿊븆�븶뺂p-붘�0.000�짢1% ��펞�흖튢뽆첺붆튪�뾶붇흲, 훊팧켊칺쑪��켊붆��

Table 4. Negative binomial distribution model estimates. 

Variable Estimates Standard error

Female -0.278*** 0.078

20’s 0.086 0.156

30’s -0.015 0.123

40’s -0.031 0.108

50’s -0.099 0.109

City 0.268** 0.136

Single_hh 0.201 0.148

N_family 0.121** 0.053

Income -0.018 0.017

College -0.087 0.103

Online dependency -0.010 0.042

Information utilization 0.112** 0.049

Non-timber forest product for primary purchase

    Chestnut 0.378*** 0.118

    Jujube 0.019 0.119

    Shiitake mushroom 0.776*** 0.118

    Codonopsis lancelata 0.401*** 0.121

Constant 0.854*** 0.315

α 0.647*** 0.045

Log-likelihood -1,671.031

LR χ2(16) = 89.36***

***,**, * represent statistical significance at the 1, 5, and 10% levels, respectively.
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칺쑪��븉�짢쑮펞�쑪.

힮줂��짢�툶쳂�뻲쭪빃��쐚븉�짢�툲얢586찋�팒힮줂��짢뻲쭪쐚펞붆흲튷�펞짣, 

힮줂��뻲쭪��튷�쌘�펞짣6붢�뾶��툶쳂�힮줂�뻲쭪펞붆빊��짢��븒�휺왢쐚븉
�짢숞숲쑪. ���툶쳂칊짢쐚윱�붖��짢뻲쭪쐚팒쿊�흖쿊춪뺂빦츊튵��짢뻲쭪쐚팒쿊�
�힮줂�뻲쭪펞붆쭔�춞쯺, 쒆�쬂�빦뻲�쐚팒쿊��힮줂�뻲쭪펞쐚�휺왢쐚븉�짢숞숲쑪.

쭎�쭏�짢찮왦�툲�쑻�1,000찋�팒쿊�왪�힮줂��짢�툶쳂�뻲쭪�흖쒆펢튢짢�찮
���븶뺂쬂Table 5흖�쬲힆쑪. 힮줂���툶쳂뻲쭪빃흲켆ퟆ�뻲툲�칆펞쭒�찮
1흖튢쐚힮줂���툶쳂�뻲쭪빃��쐚팒쿊�붆흖힮줂��짢뻲쭪��쌘�븉�짢숞
숲쑪. �쐚힮줂��뻲쭪쐚뾶�흖힮줂��빃칺�훐�팒쿊�왪�힮줂��뻲쭪�붆휺즪
����칃�쌘쑪빦�푣뷶숞쮿뷶쬲쐚쑪쫾�뺂쑲쬲��쎎�짢�튢뻲�휂쑪쐚퉣붇�붆�
빦�쐚빃�붆쭔뾶웒첾�펞�쑪. �퟾흖쐚1�붆뻲칆펞쭒�힮줂��짢�툶쳂�뻲쭪���붆쐚븉
�짢숞숲쑪.

Table 5. Ordinal logit model estimates for factors influencing online purchase intention. 

Variable Model 1 Model 2 Model 3

Experience 2.735*** (0.154)y 2.745*** (0.155)

Female -0.007 (0.121) -0.130 (0.163) 0.016 (0.122)

20’s 0.081 (0.262) -0.156 (0.338) 0.078 (0.263)

30’s -0.262 (0.187) -0.219 (0.258) -0.284 (0.188)

40’s -0.055 (0.167) -0.248 (0.225) -0.066 (0.168)

50’s -0.266 (0.162) -0.182 (0.229) -0.274* (0.163)

City 0.037 (0.188) -0.104 (0.284) 0.030 (0.189)

Single_hh 0.447** (0.219) 0.559* (0.316) 0.430* (0.221)

N_family 0.037 (0.079) 0.080 (0.115) 0.036 (0.079)

Income 0.028 (0.026) 0.063* (0.037) 0.028 (0.026)

College 0.129 (0.154) 0.042 (0.214) 0.123 (0.026)

Online dependency 0.868*** (0.100)

Information utilization 0.477*** (0.115)

Non-timber forest product for primary purchase

    Chestnut 0.078 (0.189)

    Jujube -0.055 (0.187)

    Shiitake mushroom -0.140 (0.189)

    Codonopsis lancelata 0.048 (0.189)

µ1 -1.109 1.267 -1.132

µ2 0.427 2.606 0.407

µ3 2.647 5.070 2.630

µ4 5.022 7.757 5.007

Log-likelihood -1,230.594 -644.091 -1,229.748

LR testz   χ2(33) = 40.10

p-value = 0.184

  χ2(38) = 45.19

p-value = 0.236

  χ2(45) = 49.40

p-value = 0.302

y Standard error of the mean.
z Likelihood ratio (LR) test is conducted to test the null hypothesis of parallelism, in all models the null hypothesis is not rejected.

***,**, * represent statistical significance at the 1, 5, and 10% levels, respectively.
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찮2쐚�툲�쑻���뻲툲�칆펞흖팒쿊�왪�힮줂�뻲쭪��튷�춞힇펞�쐚칆펞쬂푢
쑪. 펢튢짢�찮켊튣븶뺂, 찮1�븶뺂�즂1�붆뻲ퟆ붆뻲팒왣�쌘�붆뻲�펞짣�툶쳂�힮줂
��짢뻲쭪��쌘�븉�짢숞숲쑪. 잖, 힮줂�뻲쭪��튷�쌘�팒쿊�ퟆ�칺��않붆쌘�팒
쿊�흳푢빊��짢��븒힮줂�뻲쭪��쌘�븉�짢숞숲쑪. �쐚칾�흖븒��흖쒆붆븯
�숞�왷흖쒆�칺쬂�쐚팒쿊�왪�힮줂��튷쬂쑮펢��뻲�텖쭒�훊쑎줂뺆즮
�칺쬂�훊칺빦�흲뻲쭪�툲흖춞힇붆쐫튷�쌘�펞����쵾쑪.

쭎�쭏찮3�팒쿊���뻲툲�칆펞퟾흖칾흶뻲흖튢���툶쳂짢�푢쑪튵붆��툶쳂���팒
쿊�흲켆흖쒆쓚쵾칆펞쬂윰�붖�뾶��짢푢켊튣힆쑪. 찮1뺂쭎�붆�짢힮줂��짢��툶
쳂뻲쭪빃흲켆붆�뻲쭪�않흖않뾓���짢힇�쵾�쐚븉�짢숞숲쑪. 짢숞19 쓶쵿�뷶�쯺
튢뾶�흖힮줂��짢푣�뻲쭪�훐훞쓞팒쿊�왪�튦�훊쑒펞�즂�푣븒얞쯺튢힮줂��슖�
푣�쩒�뻲쭪쬂빃븒얞쯺튢쬲튷�숞붆븯왷흖쒆�푣�쑲줂�쯺튢힮줂���슖�븒
툶얞흎쑪. 욶줂튢�툶쳂않힮줂�푢�흖튢뻲쭪붆붆쐫쯶팒쿊�왪��쐚�쑮�, �, �툶쳂�쫞
왷흖쒆쯺춆�툲쬂팒쿊�쑎�(needs)흖켆쐚��쭪않짣싾즫�붆��븉�짢칺�
쑪. 50쒆팒쿊�왪�60쒆팒쿊�왪칺쑪힮줂��짢�툶쳂�뻲쭪��쓚숴빦, 1�붆뻲�힮줂�뻲쭪�
흖뾓���짢힇�쵾�쐚븉�짢숞숲쑪. 쑪튵붆����툶쳂흖쒆튢쐚윱�붖��짢뻲쭪쐚팒쿊�
흖쿊춪, 쒆�, 빦츊튵, 쓚쓛��짢뻲쭪쐚팒쿊�왪�힮줂��짢뻲쭪����븒��붆흌쐚븉
�짢숞숲쑪.

Conclusion
칾흶뻲쐚켆쫞칊짢팒쿊���쬂칺�빦�쐚��쑮뾶팒왣�툶쳂�힮줂�팒쿊�켊튣���뻳

1,000찋�팒쿊�왪�쒆퉇�짢펞힮줂�튪첾�툲�쩒쬂��힆쑪. 뻲���짢춪, 쒆�, 빦츊튵, 쓚쓛, 

윱�붖왷흖쒆힮줂�뻲쭪빃�붆�팒쿊�왪�쒆퉇�짢뻲쭪�툶쳂�붆븯펞�뺂�흖쒆쭒�않
ퟆ힮줂�뻲쭪쿎않흖힇�쵾�쐚팒쿊��툲빃��튷칆펞쬂켊튣힆쑪. 잖, 힮줂��짢�툶쳂�뻲
쭪빃흲켆흖퉇뺆흌�힮줂�뻲쭪�흖휺윪힇�쵾�쐚�쬂켊튣힆쑪.

켊튣븶뺂힮줂��짢뻲쭪�툶쳂칊붆븯뺂�쭒�않흖쐚��붆흌�숞, 숮튷뺂20쒆팒쿊�왪�붆븯쭒
�않붆퉇쒆��짢쌘빦힮줂�펂흖쒆��않ퟆ뺆즮�칺��않흖욶줂����붆�쐚븉�짢숞
숲쑪. 힮줂�뻲쭪쿎않쐚흲튷�숮튷칺쑪쓚숴빦않푢흖뷶�쐚팒쿊�ퟆ붆뻲�펞붆쭔�붆뻲�펞짣힮줂�
뻲쭪쿎않붆쌘�븉�짢숞숲쑪. 윱�붖��짢뻲�쐚팒쿊�흖쿊춪, 빦츊튵, 쓚쓛�힮줂��짢뻲쭪
팒쿊�왪�뻲�쿎않붆쓚쌘�븉�짢켊튣얞휺�툶쳂칊짢않힮줂�뻲쭪쿎않흖��붆�쐚븉�짢숞숲
쑪. 힮줂�뻲쭪�않쐚힮줂�뻲쭪빃�쭪���븒힇�쵾�쐚븉�짢숞숲�쯶�칺앟�않붆
쌘�팒쿊�왪�뻲쭪�않붆쌘븒숞숞힮줂�뻲쭪흖툲빃��튷칺쑪힮줂�뻲쭪��않숞�칺��
않왷팒쿊��뻲쭪�튷�힇�쵾�쐚븉�짢숞숲쑪. 뽾쥲숞�춞��짢�툶쳂�힮줂�뻲쭪�않쐚
쑪쫾쌓푣흖쿊쌘�펞��훊쑒븉�짢숞숲쑪.

짢숞19 쓶쵿�뷶�쯶힮줂��푦튦쌓�툶쳂�뻲쭪쬂�퉎짢���슖짢�푣얞쯺튢힮줂��짢
쌓툶쳂뻲쭪빃��쐚팒쿊�왪�븒�붆힆쑪. �쐚뻲쭪흖튢�푢·빻붊��휃�팒펞�빦퉇쒆�
�짢�즺붆븯�줂쐚힮줂�뻲쭪�퉇쒆���뺂쁞쑿�춶팧�짢�푦튦않��칺�흖뾶�쑪. 쑪쫾
쌓툶쳂뺂쭎�붆�짢쑮뾶팒왣�툶쳂흳푢힮줂��뻲쭪빃��팓��힮줂�뻲쭪ퟆ�븶얞숞쑮뾶팒
왣�툶쳂�퉇쒆��짢힮줂�뻲쭪빃��휺힮줂�쭪튷쬂�튢쐚힮줂��뻲쭪빃�쒆
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붆쭪���븉�짢쑮얢쑪.

�쥲켊튣븶뺂왪�쑪쫾푦튦쌓푣흖쿊팒쿊�흖쒆켊튣푢않붆퉇쒆��짢켆����툶쳂흖
쒆힮줂��팒쿊쬂�뾶�뾶��쩒짢�얦펞��븉�쑪. 훊�쥲�뾂쌓푣팒쭪�슖흖
튢��쐚쿊��빊팓�붆빦�쐚힮줂���슖흖튢��툶쳂팒쿊쒆붆쐫튷�훋쐚쓶�얦펞
�쑪.

쑪쫾푦튦쌓푣흖쿊퉇쒆��짢힮줂��팒쿊쿊��숴�쑮뾶팒왣�툶쳂�팒쿊쒆쬂�튢쐚
칾흶뻲흖튢훋툲빃��튷훋뺂쁞뽾쥲튷칊쑎�쬂훋쐚켊튣뺂쁞힮줂�팒쿊쬂�
붆빻푣붢춢축�붆쐫튷흖쒆켊튣��쩮휺��붆�쑪.
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