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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-
faction
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Introduction
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Materials and Methods
BMxs
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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 1if20’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 5.81 2.46

1 = less than 1,000,000 KRW; 2 = 1,000,000 KRW to 1,999,999 KRW;
3 =2,000,000 KRW to0 2,999,999 KRW; -;
10 =9,000,000 KRW t0 9,999,999 KRW; 11 = more than 10,000,000 KRW

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; 0.59 0.49
0 otherwise
Frequency Average frequency of online purchase per 6 months 8.40 9.24
Satisfaction_p Satisfaction with the price of online purchase 3.57 0.69
1 = strongly disagree; *--; 5 = strongly agree
Satisfaction q Satisfaction with the quality of online purchase 3.77 0.62
1 = strongly disagree; *--; 5 = strongly agree
Intention Intention to make future online purchase 3.15 1.07
1 = strongly disagree; *--; 5 = strongly agree
Online 1 = strongly disagree; - ; 5 = strongly agree with statement “If there were no 3.85 0.91
dependency online shopping channels, I feel like my dietary habits would become very
inconvenient.”
Information 1 = strongly disagree; -**; 5 = strongly agree with statement “When purcha- 3.86 0.77
utilization sing non-timber forest products, I compare relevant information such as the

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

Std. Dev., standard deviation.
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At AAS YA LHbH 0 2 ARE-E]= @ T H](likelihood ratio, LR) 74742 0]-8-5}%it}. o2l 2] Table 201 22+
Q1o = ufigt JAHES] 714 2 FZTk EOﬂ gt =AY 2R R Y| FHAutet A ks A Alskelct 474
Z3 Table 32| BEA| 9} 3ol A A|A|H XY BE REol|A AF7HA-E 71261A] Eoll B3Y/d 71 ol 7] 23 At
ARl =AY 2R H Y] o] Bl st Ao = YEHIT

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

Satisfaction

Variable

Price Quality
Female -0.441** (0.170) -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)
I -4.064 -
M2 -1.140 -0.121
W3 1.370 2.788
W4 4.847 6.479
Log-likelihood -583.288 -510.371
LR test’ (32) =36.45 ¥*(32) = 38.84
p-value =0.183 p-value =0.189

¥ Standard error of the mean.
* Likelihood ratio (LR) test is conducted to test the null hypothesis of parallelism, in all models the null hypothesis is not rejected.
xRk % 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 > %*(569) = 0.0000

Pearson Goodness-of-fit = 4,029.629

Prob > %*(569) = 0.0000

The null hypothesis is that these data are Poisson distributed.
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Z 2ol 32 7Hgo] Ao tigt 7Hd A= AlsHAT. Table 3004 AASEAL U= Deviance?} Pearson
A7 8AZolA metet 4 91zl F A7 B A7 S 7126to] Zold L 7o) A dskA| fh= Aoz o

Tsto] ZOIFEE 2P o2 BASIRIH.

Table 40]= 22910 & QJAHE-S o3t 7 ‘f?é | e 2HIARES PAHE 22t FulSl7E 2H] A s 71t
o B30l Fulejat B Al £/, A=A fYshe 2 AR of P ERAIEAIE SolF R R TIRE R
32 o] .g5}0] EAH ATtE A A5 L}EHQ}— B4 a7b.0252 F7 5] 0], o] go] ool2h= 77 Hdol| ot
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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
a 0.647%** 0.045
Log-likelihood -1,671.031

LR *(16) = 89.36***

*xx kx| ¥ represent statistical significance at the 1, 5, and 10% levels, respectively.
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Table 5. Ordinal logit model estimates for factors influencing online purchase intention.

Variable Model 1 Model 2 Model 3
Experience 2.735%** (0.154)" 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)
W -1.109 1.267 -1.132
103 0.427 2.606 0.407
U3 2.647 5.070 2.630
W4 5.022 7.757 5.007
Log-likelihood -1,230.594 -644.091 -1,229.748
LR test’ ¥3(33) = 40.10 (38)=45.19 YA(45) = 49.40
p-value =0.184 p-value = 0.236 p-value = 0.302

¥ Standard error of the mean.
? Likelihood ratio (LR) test is conducted to test the null hypothesis of parallelism, in all models the null hypothesis is not rejected.
*xx kx| ¥ represent statistical significance at the 1, 5, and 10% levels, respectively.
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