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ABSTRACT

Purpose: This study examined the food purchases from e—commerce and its relation to eating behaviors or habits in adult
women in Incheon and Gyeonggi. Methods: A total of 410 subjects participated in the questionnaire survey. Food purchases
in e—commerce and food habits were compared according to age, marital status, and food purchase status in e—commerce
of the subjects, Results: Approximately 88% of the subjects had experience of buying foods by e—commerce; more than 40%
of the subjects spent less than 100,000 Won buying foods by e—commerce in the past 6 months, The major purchases were
coffee and tea, instant food and frozen food, and water and beverages. The reasons for buying foods in e—commerce were
cheaper price, convenience of delivery, and variety of food choices. The main factors considered for purchasing foods in
e—commerce were price and quality followed by rapid and accurate delivery, and food label and information, Approximately
70% of the subjects were very satisfied or satisfied with their food purchase in e—commerce, and 96% answered that they
were willing to buy food in e—commerce again, The perception on the advantages of food purchases in e—commerce was
3.6 points out of 5 and significantly lower in the over 50s and married group. The subjects with experience and high cost
of food purchase in e-commerce showed significantly low scores of dietary behaviors and eating habits, which is undesirable,
Conclusion: A high percentage of people purchased foods by e—commerce, and they showed undesirable eating habits,
especially when the cost of purchasing foods by e—commerce is high, These results showed that purchasing foods in
e—commerce may be related to consumers' food habits, Therefore, continuous attention and nutrition guidance for
e—commerce consumers are needed,
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Table 1. General characteristics of the subjects

Hopz 17%,  #follA] AE ) & Bupes
ot} S AGAIAHS 5_ AZ Lol als 23.5%u}
AT HStoAr

Variables Criteria Frequency (n) Percentage (%)
Age 20s 62 15.1
30s 105 25.6
40s 120 29.3
50s or older 123 30.0
Marital status Married 289 70.5
Unmarried or divorced/bereaved 121 29.5
Education career Middle school or less 10 2.4
High school 134 32.7
College 90 22.0
University 143 34.9
Graduate school 33 8.0
Occupation Public officials 45 11.0
Office work 74 18.0
Professional or technical work 104 25.4
Service or sales work 41 10.0
Self-employed 1.5
Student 1.5
House wife 86 21.0
Others 48 11.7
Type of family With parents, husband and children 41 10.0
With husband and children 213 52.0
With husband 46 11.2
Alone 32 7.8
With parents and sisters/brothers 74 18.0
With sisters/orothers 4 1.0
Number of family 1 30 7.3
2 54 13.2
3 95 23.2
4 176 42.9
5 39 9.5
Over 6 16 3.9
Experience of food purchase in e-commerce Yes 359 87.6
No 51 12.4
Total 410 100.0




Table 2. Food purchase in e-commerce of the experienced subjects

Age Marital status
Unmarried Total
Variables Ciriteria 20s 30s 40s 50s or older ha Married  or divorced/ x? (n = 359)
(n=57) (n = 96) (n=109) (n=297) ©) (n = 254) bereaved ©)
(n=105)

Food purchasing cost < 100,000 26 (45.6)) 41 (42.7) 40 (36.7) 48 (49.5)  12.384 (0.192) 111 (43.7) 44 (41.9) 11.079 (0.011)° 155 (43.2)
during recent 6 100,000< and < 200,000 18 (31.6) 21 (21.9) 22 (20.2) 25 (25.8) 50 (19.7) 36 (34.3) 86 (24.0)
months (Won) 200,000 < and < 300,000 8(140) 18(18.8) 242200 11 (11.3) 46 (18.1) 15 (14.3) 61 (17.0)

300,000 < 5 (8.8) 16 (167) 23 (21.1) 13 (13.4) 47 (18.5) 10 (9.5) 57 (15.8)

Recognition route of Acquaintance's 7(123)  15(15.6) 18 (165 23 (23.7)  48.266 (0.000) 49 (19.3) 14 (13.3) 4.637 (0.462) 63 (17.5)
information about recommendation
food shopping Magazine or newspaper 0 (0.0) 1(1.0) 3(2.8) 0 (0.0) 3(1.2) 1(1.0) 4(1.0)
malls advertisement

Internet advertisement 17 (29.8) 29 (30.2) 28 (25.7) 19 (19.6) 63 (24.8) 30 (28.9) 93 (25.9)
TV advertiserent 3(5.3) 5 (5.2) 11 (10.1) 28 (28.9) 35(13.8) 12 (11.4) 47 (13.1)
Searching 30 (52.6) 44 (45.8) 49 (45.0) 25 (25.8) 100 (39.4) 48 (45.7) 148 (41.2)
Others 0 (0.0) 2 2.1) 0 (0.0) 2 2.1) 4(1.6) 0 (0.0) 4(1.0)

Food shopping malls Food category within general 22 (38.6) 37 (38.5) 47 (43.1)  18(18.6)  83.996 (0.000)"  86(33.9) 38 (36.2) 17.018 (0.002)" 124 (34.5)

used mainly infernet shopping mMalls
Interet supermarkets 7 (12.3) 23 (24.0) 22 (20.2) 15 (15.9) 47 (18.5) 20 (19.0) 67 (18.7)
Home shopping sites 3(5.3) 10 (10.4) 26 (23.9) 47 (48.5) 74 (29.1)  12(11.4) 86 (24.0)
Social commerce companies 22 (38.6) 26 (27.1) 14 (12.8) 11 (11.3) 42 (16.5) 31 (29.5) 73 (20.3)
Others 3(5.3) 0 (0.0) 0 (0.0) 6(6.2) 5 (2.0) 4(3.8) 9 (2.5)

Kinds of food Rice, grain 7(12.3) 27 (28.1) 41 (37.6) 26(26.8) 12016 (0.007)" 82 (32.3) 19 (18.1) 7.397 (0.007)" 101 (28.1)
purchased mainly in - Fryit, nuts 8 (1400 11 (11.5) 29 (26.6) 40 (41.2) 27.144 (0.000)" 71 (28.0) 17 (16.2) 5.555 (0.018)" 88 (24.5)
e-commerce Fish, dried fish 2 (3.5) 8 (8.3) 20 (18.3) 29 (29.9) 24.613 (0.000)" 54 (21.3) 5 (4.8) 14.723 (0.000)" 59 (16.4)
(Mutfiole 18sponses) 1t agg 2 (3.5) 562 12010 7072 4.076 (0.253) 20 (7.9) 6 (5.7) 0516 (0.473) 26 (7.2)

Kimchi, side dish 2 (3.5) 6 (6.3) 15(13.8) 13 (13.4) 7.112 (0.068) 30 (11.8) 6(5.7) 3.061 (0.080) 36 (10.0)
Vegetable 2 (3.5) 3(3.1) 9 (8.3) 3(3.1) 4.319 (0.229) 14 (5.5) 3(2.9) 1.161 (0.281) 17 (4.7)
Coffee, tea 26 (45.6) 54 (56.3) 48 (44.0) 23 (23.7) 21.803 (0.000)" 100 (39.4) 51 (48.6) 2.581 (0.108) 151 (42.1)
Water, beverage, dairy food 19 (33.3) 46 (47.9) 45 (41.3) 22 (22.7) 14.658 (0.002)" 94 (37.0) 38 (36.2) .021 (0.884) 132 (36.8)
Snack, bread, rice cake 31 (54.4) 43 (44.8)  25(22.9) 11 (11.3)  44.215(0.000)" 69 (27.2) 41 (39.0) 4.935 (0.026)° 110 (30.6)
Ramen, noodle 19 (33.3) 32(33.3) 28(257) 15(15.5) 9.827 (0.020)" 61 (24.0) 33 (31.4) 2.112 (0.146) 94 (26.2)
Instant food, frozen food 20 (35.1) 45 (46.9) 47 (43.1) 33 (34.0) 4.314 (0.229) 107 (42.1) 38 (36.2) 1.087 (0.297) 145 (40.4)
Canned food 4 (7.0) 19 (19.8) 24 (220) 13 (13.4) 7.471 (0.058) 48 (18.9) 12 (11.4) 2.977 (0.084) 60 (16.7)
Diet food 16 (28.1) 15(15.6) 15(13.8) 17 (17.5) 5.687 (0.128) 38 (15.0) 25 (23.8) 4.020 (0.045)" 63 (17.5)
Healthy food 13(22.8) 21 (21.9) 31 (28.4) 39 (40.2) 9.367 (0.025)" 77 (30.3) 27 (25.7) 0.764 (0.382) 104 (29.0)
Ol fermented paste, seasoning 5 (8.8) 11 (11.5) 20 (18.3) 7(7.2) 6.862 (0.076) 31 (1220 12(11.4) 0.042 (0.837) 43 (12.0)
Others 0 (0.0) 1(1.0) 2(1.8) 331 2.411 (0.492) 5 (2.0) 1(1.0) 0.467 (0.494) 6(1.7)

n(%). "p<005 “p<001, " p<0.001
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Table 3. Food purchase attitude in e-commerce of the experienced subjects

Age Marital status
. o Unmarried Total
Variables Criteria 20s 30s 40s 50s or older $2 Maried  or divorced/ v (n = 359)
(n=57) (n=96) (n=109) (n=97) ()] (n = 254) bereaved ©)
(n=105)
Reason for purchasing Lack of time to purchase 5 (8.8) 21 (21.9) 28 (25.7) 7(7.2 39.264 (0.000)" 48 (18.9) 13 (12.4) 6.456 (0.168) 61 (17.0)
food in food due to economic
e-commerce activity and child care
Diversity in type of food 8 (14.0) 23 (24.0) 21(19.3) 23 (23.7) 54 (21.3) 21 (20.0) 75 (20.9)
product
Cheaper price in comparison 30 (52.6) 28 (29.2) 29 (26.6) 24 (24.7) 71 (28.0) 40 (38.1) 111 (30.9)
to offline price
Convenience in delivery and 14 (24.6) 24 (2500 30 (27.5) 39 (40.2) 76 (29.9) 31 (29.5) 107 (29.8)
transportation
Others 0 (0.0) 0 (0.0) 1(0.9) 4 (4.1) 5 (2.0) 0 (0.0) 5 (1.4)
The most important  Shelf life of products, net 6 (10.5) 15(15.6) 21 (19.3) 29 (29.9)  28.046 (0.021) 56 (22.0) 15 (14.3) 7.585 (0.181) 71 (19.8)
considered part contents, nutritional
when you purchase  contents, precise mark of
food in ingredient and content
e-commerce Price and quality 31 (54.4) 50 (52.1) 51 (46.8) 29 (29.9) 107 (42.1) 54 (51.4) 161 (44.8)
Quick and exact delivery 11 (19.3) 17 (17.7) 26 (23.9) 20 (20.6) 57 (22.4) 17 (16.2) 74 (20.6)
Other purchaser's 9 (15.8) 13 (13.5) 11 (10.1) 14 (14.4) 29 (11.4) 18 (17.1) 47 (13.1)
recommendation or
comment
Seller's options and affer 0 (0.0 1.0 0 (0.0 4 (4.1) 4 (1.6) 1 (1.0 5(1.4)
services
Others 0 (0.0) 0 (0.0) 0 (0.0) 1(1.0 1(.4) 0 (0.0) 1(0.3)
Satisfaction of Very satisfied 9 (15.8) 11 (11.5) 13 (11.9) 4(4.0) 32.385 (0.001)" 27 (10.6) 10 (9.5) 3.680 (0.451) 37 (10.3)
purchased food in satisfied 39 (68.4) 62 (64.6) 64 (58.7) 46 (47.4) 142 (55.9) 69 (65.7) 211 (58.8)
e-commerce Normal 7(123) 23 (240) 29 (26.6) 45 (46.4) 80 (31.5) 24 (22.9) 104 (29.0)
Dissatisfied 2 (3.5) 0 (0.0) 3(2.8) 1(1.0 4 (1.6) 2 (1.9) 6(1.7)
Very dissatisfied 0 (0.0) 0 (0.0) 0 (0.0) 1(1.0) 1(0.4) 0 (0.0) 1(0.3)
Future purchase Yes 55 (96.5) 93 (96.9) 105 (96.3) 90 (92.8) 2.414 (0.491) 241 (94.9) 102 (97.1) 0.892 (0.345) 343 (95.5)
infention No 2 (3.5) 33.1) 4(3.7) 7(7.2) 13 (5.1) 3 (2.9 16 (4.5)

n(%). "'p<0.05 “p<001, " p<0.001
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Table 4. Food non-purchase in e-commerce of the inexperienced subjects

Age Marital Status
Unmarried Total
Variables Criteria 20s 30s 40s 50s or older 1 Mariied  or divorced/ 12 (n=51)
(n=29) n=9) n=11) (n=26) ©) (n=35) bereaved ©)
(n=16)
Reasons for not Can't check the condition of 3 (60.0) 6(66.7) 10(90.9) 14 (53.8)  13.520 (0.140) 24 (68.6) 9 (56.3) 1.191 (0.755) 33 (64.7)
purchasing food in food directly
e-commerce Not familiar with using 0 (0.0) 0 (0.0) 0 (.00) 7 (26.9) 4(11.4) 3(18.8) 7 (13.7)
computers and the intemet
Dont feel the need for intemet 2 (40.0) 2 (22.2) 0 (0.0) 3 (11.5) 4(11.4) 3(18.8) 7 (13.7)
shopping
Have an unsatisfactory 0 (0.0) 1011 19 2(7.7) 3 (8.6) 1(6.3) 4 (7.8)
experience from purchasing
food from an intemnet
shopping mall
Future purchase Yes 3 (60.0) 3 (33.3) 19.0) 5(19.2) 5.718 (0.126) 7 (20.0) 5 (31.3) 0.772 (0.379) 12 (23.5)
intention No 2 (40.0) 6(66.7) 10(90.9) 21 (80.8) 28 (80.0) 11 (68.8) 39 (76.5)
n (%)
Table 5. Perception on advantages of food purchase in e-commerce according to subjects’ characteristics
Age Marital Status
Unmarried or Total
Variables 20s 30s 40s 50s or older F-value Married divorced/ t-value (n = 410)
(n=62) (n=105) (n=120) (n=123) (9)} (n=289) bereaved ©)
(n=121)
Diversity in type of product and wide 42+08"  41x09° 38=x1.0%" 35x09" 11981 (0000 3.7=1.0 40+08 -2.508 (0.013) 3.8+09
range of choices
Ease of purchasing foods that are hard 4.2 = 0.8° 40=09° 3.9+0.8° 34+10° 15598 (0.000)" 3.7+10 40+0.8 -3.195 (0.002)"  3.8+0.9
to find on the market
Reliability of food quality 30+07® 30x09® 31=x09° 2.8 +0.8° 3.833 (0.010) 30+09 29+0.8 0.900 (0.368) 3.0+09
Reliability of food information 32 +06° 30+09® 32x09° 2.8 +0.9° 5.294 (0.001)"  3.0=0.9 3.1+07 -0.516 (0.606) 3.0+09
(content and ingredient, etc.)
Convenience in ordering and payment 4.3 + 0.7° 4.3+0.8° 42 +0.9° 3.6=1.0° 16588 (0000 4.0=1.0 42+08 -2.418 (0.016) 40+09
Cheaper price in comparison to offine 4.1 +0.7°  42+10° 39+09° 36+09° 11.842(0.000" 39=10 40+0.8 -0.865 (0.388) 3.9+09
price
Average 38 +05° 3.8+0.6° 3.7+0.7° 3.3+0.7° 17.467 (0.000)" 3.6 +0.7 3.7+05 -2.165 (0.031) 3.6+07

1) Mean = standard deviation. Score: completely agree (5) ~ completely disagree (1)
"p<0.05 “p<001, Tp<0.001. Tukey test: a<b <c
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Table 6. Perception on disadvantages of food purchase in e-commerce according to subjects’ characteristics

Age Marital Status
) . Uanworried or Total
Variables 20s 30s 40s 50s or older F-value Married divorced/ t-value (n=410)
(n=062) (n=105) (n=120) (n=123) ©) (n =289 bereaved ©)
(n=121)
Concems about leakage of personal 3210 36x11% 37x10° 3.8+0.9° 4.241 (0006 3.7=1.0 33+10 3.828 (0.000) 3.6=1.0
information and payment information
Concerns about damage and spoilage 3.7 = 0.9 3.9+09 3.7 =09 3.7+10 1.406 (0.247) 3.7 +09 3.8 =09 -0.883 (0.378) 3.7 +09
of product during delivery
Concerns about difference between the 3.7 = 1.0 38=10 3.6=10 3.8+0.8 1.320 (0.267) 3.7+09 3.8=1.1 -0.530 (0.596) 3.7+09
actual product and the product
infroduced
Concerns about after services 35+1.0 3.7+10 3.6+10 35+10 0.704 (0.550) 3.6+10 35+10 0.632 (0.528) 3.6+10
(reftum goods due to unsatisfactory
quality, etc.)
Average 3.5+0.8 3.7 0.7 3.6+0.8 3.7+0.7 1.079 (0.358) 3.7 +£0.8 3.6 0.8 1.026 (0.305) 3.7=+0.8
l] Mean + szgndord deviation. Score: completely agree (5) ~ completely disagree (1)
p <0.01, p<0.001. Tukey test: a<b
Table 7. Eating behaviors according to food purchase state in e-commmerce
Purchase experience Purchasing cost (Won)
. 100,000 < Total
Variables Yes No t-value None < 100,000 and 300,000 < F-value (n = 410)
(n = 359) (n=151) ©) (n=151) (n=155) < 300,000 (n=157) ©)
(n=147)
Eat grains at every meal 3.7=10 3.6+12 0.875 (0.382) 3.6*+12 3710 3710 3.7=1.1 0.289 (0.833) 3710
(Rice, bread, noodles, potato, efc.)
Eat protfein side dish at every meal 3.5+09 3.3 =1.1 0.862 (0.392) 3.3=1.1 3.5+09 3.4+09 35=+10 0.693 (0.557) 3.5+09
(Fish/meat, egg, tofu, etc.)
Eat vegetable side dish at every meal 3.6 =09 3.6=10 0.080 (0.937) 3.6=10 3.6 =09 3.6 =09 3.6 =09 0.012 (0.998) 3.6 =09
Eat marine algoe everyday 28 +0.8 27=*10 1.301 (0.194) 27=*10 28 =09 2808 3.0=+09 1.984 (0.116) 28 0.9
(Sea mustard, laver, green laver, efc)
Drink milk everyday 28+ 1.1 29+1.3 -0.615 (0.539) 29+13% 26=+1.1° 28+1.1%  31=x1.1° 3.272 (0.021) 28 +1.1
Eat fruits everyday 3.3+10 35=10 -1.021 (0.308) 35=10 3310 3.3=1.1 3.4+09 0.469 (0.704) 3310
Offen eat processed foods? 2.9 +0.9 33+1.1 -2.446 (0.017) 33+11° 31x09® 28=x09" 29+1.1° 3.932 (0.009)" 3.0=1.0
Often eat sweet and oily foods” 3.0+09 34+12 -2.326 (0.023) 34+12°  31x10®° 30=x08° 31=11% 2964 (0.032) 31+1.0
Eat out? 29+10 3.4+1.1 -3.051 (0.002)"  3.4=+1.1° 30+1.0® 28=+10° 2.8 +0.9° 4.181 (0.006)" 3.0=1.0
Excessive and frequent drinking® 38 1.1 4.2+09 -2.250 (0.025)" 4.2 +09° 40«10 37x11% 36=x12° 4.757 (0.003)" 3.9 =1.1
Average 3.2=+05 3.4+06 -1.876 (0.061) 3.4+06 3.3+05 3.2+05 3.3+05 1.794 (0.148) 3.3+05

1) Mean = standard deviation. Score: completely agree (5) ~ completely disagree (1)
2) Score is opposite
"p <005 “p<001, "p<0.001. Tukey fest a<b<c
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Table 8. Food and lifestyle habits according fo food purchase state

in e-commerce

Purchase experience

Purchasing cost (Won)

100,000 <
) Total
Variables Yes No t-value None < 100,000 and 300,000 < F-value (n = 410)
(n = 359) (n=51) (©) (n=51) (n=155) < 300,000 (n=57) (©)
(n=147)
Eat three meals everyday 31 +1.1" 32+1.2 -0.660 (0.510) 32+1.2 32x12 3011 3.0+1.1 1.208 (0.307) 31 +1.1
Eat breakfast 32=+1.2 3.5+12 -1.559 (0.120) 3.5+12 33=+13 3.1+12 3.1+12 1.981 (0.116) 32+12
(including meal substitution food)
Tend to eat slowly 2810 32=+1.0 2,737 (0.006)"  3.2=1.0° 28+09® 27=x09° 27 +1.1° 3.022 (0.030)" 28=1.0
Eat a variety of food without deviating to 3.3 = 1.0 3.6+10 -2.004 (0.046)" 3.6+10 3.4+10 3.2+10 33+10 1.780 (0.150) 3310
certain food
Eat moderately without overeating 3.1+09 3.4+038 -1.997 (0.046) 3.4+08 3.1+09 3.1 0.9 32+10 1.740 (0.158) 3110
Do not eat snacks after dinner and 3.0+1.1 32+1.0 -1.348 (0.178) 32+1.0 30x1.2 29+1.0 3.0+1.1 0.714 (0.544) 3.0+1.1
before going fo bed
Exercise everyday for 30 minutes or 2.6 +1.1 2.7 +1.2 -0.602 (0.547) 2.7 +1.2 2.6 +1.1 2.7 +1.1 25+1.0 0.623 (0.601) 26+1.1
longer
Choose food after checking nutrition 30x1.0 3112 -0.549 (0.583) 3112 29+10 3.0=x1.0 3.1 1.1 0.634 (0.594) 30x10
labeling
Average 3.0+0.6 3.2+0.6 -2.363 (0.019) 3.2+0.6 3.0+0.6 3.0x06 3.0+07 2.330 (0.074) 3.0x06

1) Mean = standard deviation. Score: completely agree (5) ~ completely disagree (1)

"p <005 “p<001. Tukey test: a<b
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