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A Study on the Effects of Selection Attributes for Agricultural
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Abstract

Purpose — As consumers’ needs for purchasing fresh and
safe food have been bigger in Korea, their interest in local food
is also growing recently. So, the number of local food stores
has been increased from 3 in 2012 to 103 in 2015. Local food
stores should operate a business responding consumers’ needs
in order that local food stores are not to be a one-time fad.
Therefore, the purpose of this study is to analyze the character-
istics of consumers who use a local food store and provide
helpful implications to design a strategy for sustainable growth
of local food store.

Research design, data, and methodology — In this study,
Probit model was used for empirical analysis in order to exam-
ine the effect of purchase choice attributes of agricultural prod-
ucts, consumer's satisfaction, and their demographic factors
upon the intention to use a local food store. After estimating co-
efficients of the probit model, marginal effects were calculated
as a standard normal, and cumulative distribution is differ-
entiated with respect to explanatory variables. To collect the da-
ta, questionnaire survey was carried out with the consumers us-
ing the local food store (Youngjin Nonghyup near to Jeonju city
located in Jeollabuk-do).

Result — The data analysis found that the more consumers
are satisfied with local food store, the higher intention they have
to use the local food store. In addition, it was known that the
factors related to quality of agricultural products and shopping
convenience among the purchase choice attributes have a con-
siderable impact on the purchase intention of a local food store.
In demographic factors, income was turned out to be an im-
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portant factor affecting purchase intention of local food. Such a
result supports the hypothesis that high income consumers are
likely to purchase local food, which is based on the inference
that consumers who have a high income tend to pursue well-
being life. Futhermore, information delivery, through a reputable
media source among general factors, was known to play an im-
portant role in forming an intention to purchase local food.
According to the analysis of marginal effects, probability of pur-
chase intention of a local food store is increased by 11.4%, if a
monthly average income of a household is above 4.5 million
Won(Korean currency). If purchasing satisfaction with local food
stores is high, the probability of purchase intention would be in-
creased by 24.1%. Likewise, such a probability goes up by
8.7%, 5.8%, respectively as an increasing one unit of quality of
agricultural products and shopping convenience of local food
stores, respectively.

Conclusion — For attaining sustainable growth in a local food
store, it is considered necessarily to establish a proper store
operation system to meet consumers' needs, especially for qual-
ity and shopping convenience of local food. Moreover, as it was
found that appropriate communication through media source has
a positive effect on the intention to use local food store, PR ac-
tivity seems to be necessary to expand the consumers’ de-
mands for local foods.

Keywords: Local Food, Local Food Store, Probit Model,
Selection Attributes, Marginal Effect.
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<Table 1> Explanation of variables

Variables Explanation
Dependent Variable BUY Intention to purchase local food in a local food store within a year (1= yes; 0= no)
SEX gender (1=female, 0=male)
AGE age (1=in 40s or younger, O=older then 40s)
HINC income (1=monthly household income higher than 4.5 million Won, 0= lower than 4.5 million Won)
JOB occupation1=professional or office job , 0=others)
KID preschool child (1=yes, 0=no)
Explanatory Variables KNOW channel to know local food store through (1=media source, O=others)
SATIS satisfaction with local food store (1=satisfied, O=dissatisfied)
SELECT1 purchase choice attribute of agricultural products: quality (factor score)
SELECT2 purchase choice attribute of agricultural products: appearance (factor score)
SELECT3 purchase choice attribute of agricultural products: shopping convenience (factor score)
SELECT4 purchase choice attribute of agricultural products: store awareness (factor score)

<Table 2> Hypothesis

Hypothesis Sign
H1 Female consumers are more likely to purchase local food in a local food store than male consumers. SEX>0
H2 Younger consumers are more likely to purchase local food in a local food store than older consumers. AGE>0
H3 High income consumers are more likely to purchase local food in a local food store than low income HING>0
consumers.
Consumers whose occupation are professional or office job are more likely to purchase local food in a local
H4 . ) JOB>0
food store than consumers in other occupations.
Consumers with preschool child are professional or office job are more likely to purchase local food in a local
H5 . . KID>0
food store than consumers without preschool child.
Consumers more exposed to information of local food through media are more likely to purchase local food
H6 . . . . KNOW=>0
in a local food store than consumers less exposed to information of local food through media.
Consumers more satisfied with local food bought in a local food store are more likely to purchase local food
H7 ) e o SATIS>0
in a local food store than consumers less satisfied with it.
Consumers thinking of quality attributes of agricultural product as more important are more likely to purchase
H8 ) _— . SELECT1>0
local food in a local food store than consumers thinking of them less important.
Consumers thinking of appearance attributes of agricultural product as more important are less likely to
H9 ) L . SELECT2<0
purchase local food in a local food store than consumers thinking of them more important.
Consumers thinking of shopping convenience as more important are more likely to purchase local food in a
H10 - . . SELECT3>0
local food store than consumers thinking of it less important.
Consumers thinking of store awareness as more important are more likely to purchase local food in a local
H11 s . : SELECT4>0
food store than consumers thinking of it less important.
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2Qol2M ZL}, AM|XES| sitE FUMEEE2 F 4719 &
ol =EL|Qon, Zt 2010] dYst= 2Z4o| ¥ ol 18
B QO 47tX| Ztzt 22.9%, 18.3%, 14.3%, 9.8%9 ZHOZ L}E}
SO, 4719 Q0lo| A= & 24t AHH2 65.3%0|C} &
2o HEr1sy, ANE, otNd, FY, 8, 32| 671K £d0|
200 10] Zgtz|HA, 20 18 ‘4ES E'E FYHSIGULCEL 20l
20|= Of% ol Haly, ojFel 2d, o 7t4 NEM, FZ
S5 O, DHEAMH|AL| 574K| £40| ETHE|HA ‘AWO| HO
o2 FYHSICE 20 30| AE U HEEE {FF, FHI
R, OiEe| 37|9| 37kK| &5-d0| ZE|HA Y QX2 F
HOIRALE. OFX|to 2 201 40|= AEQ| B, HEQ| ZZ/CIXt
Q4o £d0| ZEE|HAM HEQ| o2 HHSIRUCL

MEZIE BM Al MA| sAHE MEH2MO| Cronbach’s alpha
Zr0] 0.8750|H, Q9 12 0.863, Q9 2= 0.830, K9 32
0.790, 89| 4= 06852 LIEIL} PA/|EHZ DE =23 Mg
g2 =23 JAo=2 MUt

<Table 3> Characteristics of sample

Characteristics ratio(%) Characteristics ratio(%)
Male 175 . Yes 90.6
Gender Female g25 | Children No 94
Jeon-ju si 76.2
Residence Wan-ju gun 18.9 Pres_chool Yes 16.5
Kids No 83.5
others 4.9
Ade 40s below 51.8
9 50s above 48.2 Office 147
Professional 16.5
4.5mil. Occupation | Self-employed 9.0
Monthly Won below 74.3 Housewife 50.5
Income 4.5mil. 25.7 Others 9.3
Won above
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<Table 4> Factor Analysis and Reliability Analysis

Factor® Variable Factor Loadingb Explanatory Power
Healthiness / Functionality 0.803
Factor1: Freshness 0.775
. Safety 0.759 o
pr°‘2:‘fo ;‘;;"ty Nutrition 0.732 22.9%
' Taste 0.699
Variety 0.673
Convenience of use 0.776
Factor2: East Access 0.775
shopping convenience Low Price 0.701 18.3%
(0=0.830) Wide assortment 0.653
Store service 0.611
Factor3: Exposure to media/broadcasting 0.834
store awareness Recommendation 0.802 14.3%
(a=0.790) Store size 0.762
Factor4:
Shape 0.848 o
Produz:(tx:aop ggg;ance Package/design/standard (size) 0.736 9.8%

a: The factors were extracted only when they met 'eigenvalue > 1' after Varimax rotation. The cumulative coefficient of explanatory variance

(explanatory power) of the exacted factors is 65.3%.

b: Listed here only when factor loading of 0.5 or above.
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<Table 5> Analysis Result of the Factors Effecting Purchase Intention of Local Food in a Local Food Store

Variable Explanatory Variable Coefficients
Constant 0.2298
SEX gender (1=female, O=male) -0.3400
AGE age (1=in 40s or younger, O=older then 40s) -0.1600
HINC income (1=monthly household income high than 4.5 million won, 0= lower than 4.5 million won) 0.3404*
JOB occupation (1=professional or office job , O=others) -0.2338
KID preschool child (1=yes, 0=no) -0.0949
KNOW channel to know local food store through (1=media source, 0=others) 0.4270*
SATIS satisfaction with local food store (1=satisfied, O=dissatisfied) 0.6545***
FACT1 purchase choice attribute of agricultural products (quality) 0.2558***
FACT2 purchase choice attribute of agricultural products (appearance) -0.0846
FACT3 purchase choice attribute of agricultural products (shopping convenience) 0.1692**
FACT4 purchase choice attribute of agricultural products (store awareness) -0.1230

Note: significance level *** 1%, ** 5%, and *10%

<Table 6> Marginal Effects of the Factors Effecting Purchase Intention of Local Food in a Local Food Store

Variable Explanatory Variable Marginal Effects
HINC Income 0.1138**
KNOW channel to know local food store 0.1369**
SATIS satisfaction with local food store 0.2405***
FACT1 purchase choice attribute of agricultural products (quality) 0.0872**
FACT3 purchase choice attribute of agricultural products (shopping convenience) 0.0577**

Note: significance level *** 1%, ** 5%, and *10%
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