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ABSTRACT

The purpose of this study was to identify factors that influence the online purchasing intentions of food consumers and
to empirically investigate the relationships among TAM (Technology Acceptance Model) variables (perceived usefulness,
perceived ease of use, perceived compatibility, and purchase intention). Data were collected from 600 food consumers mainly
responsible for buying food for their families. The results of this study were as follows. First, degree of perceived usefulness,
ease of use, compatibility, and online food purchase intention had high recognition levels of > 3.5 points. Younger consumers
were found to have higher perceived usefulness, perceived compatibilities, and intentions to purchase. Also, consumers that
buy food more often online had higher perceived usefulness, ease of use, compatibilities, and intentions to purchase. Second,
individual’s online food purchase intention were significantly influenced by online food purchasing frequency, perceived
usefulness, ease of use, and compatibility. In other words, people who often utilize online food shopping, and more aware
of the usefulness, ease of use, and compatibility of online food purchases had higher purchase intentions. The results of this
study could provide a basis for marketing strategies aimed at improving the sales performances of food companies online.
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Table 1. Description of the respondents

Characteristic N %
<39 120 20.0
40~49 182 30.3
Age (yrs)
50~59 178 29.7
>60 120 20.0
Male 90 15.0
Sex
Female 510 85.0
Metropolitan area 300 50.0
Area
Non-metropolitan area 300 50.0
1 129 215
Number in a 2 146 243
household 154 257
(except
yourself) ~ Over 4 25 42
None 146 243
Married 400 66.7
Marital status
Single 200 333
Equal to or more than 262 437
once a week
Frequency of
purchasing once every 2 weeks 135 225
food online
Equal to or less than 203 138

once a month

Total 600 100.0
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Table 2. Results of exploratory factor analysis
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A= T Table 33} 2t} QAE #8709 45 370 &5
B AR wE fold Z}OE HER 2 (p<0.001, p<
0.01), 30th ©]3le} 4otholl A =& FF& H1aL, 60Tl

el S vebgt. A" AgHde] 7

2ol

Fact Ei
Variables M=£S.D. ac'or 18en Variance(%) Cronbach’s a
loading value
Purchasing foods online helps save my time. 4.30+0.63 729
Perceived  Purchasing food§ online can help reduce 4364059 807 2336 17.972 206
usefulness unnecessary outings.
Purchasing foods online is convenient. 4.39+0.58 .641
It is easy to learn how to purchase foods online.  4.17+0.64 .801
Perceived . .
It is easy to select and settle the foods online.  4.15+0.72 .802 2.307 17.747 .844
ease of use
It is well known to purchase foods online. 4.13+0.73 759
. Elfl;:tl;zizmg foods online fits well with my 3.8940.77 268
C:ni;‘zgfl‘iity _ _ 1.814 13.951 882
Purcha}smg foods online fits well with my 3854075 867
shopping needs.
I would like to purchase more foods online in the 3.0640.71 756
future.
In the futur.e, I will Purchase foods more often 3044073 744
through online shopping.
Online food I will purchase previousl rchased foods
purchase Py Previousty pu 4.05+0.65 724 3.590 27.616 911
. . online.
Intention
I will en(fourage people around me to purchase 3.7840.94 779
foods online.
I plan to say positively to the people around me 3.04£0.67 771

about purchasing food online.

KMO=.919, Bartlett=5,135.263, p<.000.
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Table 3. Comparison of main variables by age (M+£S.D).
Total Age (yrs)
Variable _0 2 F-value
(N=600) <39 40~49 50~59 >60
Ef;:hasmg foods online helps save my 35 063 4414061°  436:0.66° 4274061° 4.16£061° 401"
Perceived Purchasing foods online can hel
usefulness & . P 436+0.59  4.48+0.63"  4.43+0.57° 4.31+0.55> 4.20+0.57° 6.083""
reduce unnecessary outings.
Purchasing foods online is convenient.  4.39+0.58  4.50+0.59"  4.49+0.57°  4.31+0.53°  4.23+£0.59" 8.123""
[tis casy to leam how to purchase (5 ) 01 4540061 4134065 4144065 4214061  1.066
foods online.
Perceived It is casy to select and settle the foods s 00 4261070 4.17:068  408£070  4.13+0.81 1499
ease of use online.
[tis well known to purchase foods 12 )00 423071 4106075 4084074 413069 1122
online.
Purchasing foods online fits well with 5 05 77 41300 78" 3040074  384:075°  3.63£0.79°  9.256™
Perceived My lifestyle.
compatibility ; ; ; "
Purchasing foods online fits well with 5 o5 75 4 04078°  3.004072% 3834074"  3.63:072 6371
my shopping needs.
['would like to purchase more foods 5 g0 71 4100077 3.996072°  3.9340.69% 3.82:0.63° 3404
online in the future.
In the future, T will purchase foods 5o\ (20 407,083 3970074 3914069 3824066  2.527
more often through online shopping.
Online food T will purchase previously purchased oo 0 6 4114075 4132063 398063 3974061 2477
purchase  foods online.
intention I will encourage people around me to
£¢ peop 378:0.94  3.98+0.84° 3.79+0.75° 3.76:0.65° 3.6120.70° 5366
purchase foods online.
I plan to say positively to the people
around me about purchasing food 3.94+0.67  4.07+0.79 3.95+0.65 3.91+0.62 3.87+0.61 2.058
online.
™ ANOVA tests: ~ p<0.05, ™ p<0.01, ™" p<0.001. *"%: Duncan’s multiple comparison.
2% Tl ye] glo]Zaeldy) 2 gty gE-S 30 = Holx| ggton x|H ALE folAe] ¢ 37 =
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(»<0.001). 3HA, ‘T F21F Fulle= o] &£ 8o & FAF Sy -8 Wk o2}l ARile] A vbalof] A3t
gr=th 52 300 olslrt felekAl &, 50 2 60d] & stttz AZteta e ALoZ Yehgth ol ¥ dxe
o7 747t oA B 914 S UERITHp<0.001). & A&B[AkEC] 28101 B3 HE ozl ezl v
3 Fueze] A, & wet 2 A9E vepled, o A dista Held Aol slen, dA Aple]
FRALRECA 280l &S B3 FAE FulE FHE golZaEldoly AEuEe gS A3 a3 Wow
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Table 4. Comparison of main variables by frequency of purchasing food by online (M+S.D.)
Frequency of purchasing food by online
. Total Equal Equal
Variable qual to or qual to or F-value
(N=600) more than Once every 2 less than
weeks
once a week once a month
Purchasing foods online helps save my time.  4.30+£0.63 4.39+0.59° 4.4240.60° 4.1240.65°  14.033™
Percei hasing fi li hel
erceived - Purchasing foods online can help reduce 4365059  4412059°  446:054° 4224059 8844
usefulness  unnecessary outings.
Purchasing foods online is convenient. 4.39+0.58 4.47+0.58" 4.43+0.58° 4.26+0.55° 8.178""
It i learn h hase fi
tis casy to learn how to purchase foods (0 ) 00 4011060 4.16+0.60 4.13£0.59 860
online.
Perceived It is easy to select and settle the foods
ease of use online Y 4.15+0.72 4.24+0.71° 4.13+0.66™ 4.06+0.76° 3.448"
It is well known to purchase foods online.  4.13+0.73 4.29+0.69" 4.16+0.64° 3.91+0.77° 16.129™
Purchasing foods online fits well with my 3¢5 07 4040075 3.06:0.65°  3.644082°  17.569°
Perceived  lifestyle.
compatibility ; ; ; .
Purchasing foods online fits well with my 5 o5 76 4 3.0720 3.84+0.69° 3644077 16.367
shopping needs.
[ would like to purchase more foods online 5 ¢ 71 41040 600 3.96£0.63  3.77£075°  12.769"
in the future.
In the future, 1 will purchase foods more 5 ) 23 4 540790 3.96+0.65" 3.69£0.76° 21353
often through online shopping.
Online food . .
purchase inﬁi purchase previously purchased foods 050 s 4 180066"  4.042061°  3.88:0.64  13.000
intention ’
I will 1 t
will encourage people around me to 3.78£094  3.92+076°  3.80:0.62°  3.59:0.74°  10.704
purchase foods online.
I'plan to say positively to the people around 5 5 ) 7 40610600 396£057 3784067 12816
me about purchasing food online.
"ANOVA tests: ~ p<0.05, ™" p<0.001. ***: Duncan’s multiple comparison.
18] o]3} ol LFNA FolstA w2 Q12 —’F%—S: ERA o, T A&AHQ ) 9% ¥ 4 g& F Eg =2
THp<0.001). ©]¢} tEo] QAAE A& golde] 3, 28 Ao ® eyttt
Ao Pl FAFS 23 A AL Hh, 49_3}
QoA FAFE Fulshs Aol ity 27 gEo] ¢ 4. 22121 SAIE Fojjo|x AdEeol 24
3] o]g} FulaFolA AP R bt SHFEES i%}\—— 22kl FAE ARl el re s mXE 8UE
W, 1 Zol7t el 3HA E]r‘xl'%<0'001» p<0.05). 1A= 6} | 8l & AFolAe ZARNEAE A5, ol Hi=
4%“04 A5 270 UH FoA F13] o] 179 14 M 74 WHFE 8t HFTHoz AR
Fol frelapll 2w, 4 18] ol 25e) Q14 Sl % ?LHH HE 9 edel BAF Tolel the AXE §8
71] HERSATHp<0. 001) o] &2 Z3te ool T3t *Ur A 8ol A3 s SHESTT 289 FAE T
Al YeR o 17t 2845 ooz Uigk 85 5 o] ol mX|= gkl digt &7 EA AI= thE Table 5
= frofsl e AR TAEATPp<0.001). =, 2ER1S o} Pk B4 Avle] mpaw, By 2 VIF A5 1.203
53 FAES AT FliEte AHALSE 289l BAE ~1.8452 10 "|Rro]Rl o, FASAIE 0.542~0.8312 0.1
Tl 84, AR Bold, Aol digt Q14 ol =% ooz gEgAAdel gl Aoz eyt 3k 2219
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Table 5. Factors affecting online food purchase intention

oS
3
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Unstandardized Standardized
Independent variable coefficients coefficients t-value
B SE 8
(Constant) .828 156
40~49 —.011 .045 —.011 —.031
Age (yrs)” 50~59 .002 045 .002 .050
>60 .034 .050 .022 .673
Frequency of purchasing food Once every 2 weeks —.083 .037 —.065 —2.262"
by online” Equal to or less than once a month —.055 .040 —-.038 —1.363
Perceived usefulness 133 037 .095 3.035"
Perceived ease of use 175 .033 .176 5221
Perceived compatibility 497 029 .595 17.1817
R*=0.616, Adjusted R>=0.611, F=118.460"", Dubin-Watson=2.017
Dependant variable: Online food purchase intention.
T p<0.05, 7 p<0.01, 7 p<0.001.
Y Dummy variable, Reference group: Under 39 years old, 1=Equal to or more than once a week.
=HUAES 7453 23 Durbin-Watson £4|&0] 2,017 A} o &
V] gl Zes Y 2 AR R
0.6112 A-5AIEH 543 22l s2F ol hak <l = A7e 2R sAFE Al A 4% el w
AR FE AL fol, Aol Fololel vl B R FAF Pl ol v A3 Pl ol
Feo] iete] oF 611%] AL Advkn @ 5 k. T vIAE 290 FHske U 54 £ 539,
ANAG sold A A, Aol A9 fel@ Auh g Ll Tol PAL ARE PurlEe) EQoR uI J)%
ERA] ekgtom Jtuf Wio] A9 F 23] Fuj) W] 3 S=8-% 3 (technology acceptance model; TAM)= #8315 2.
AAF7Y T8 YeERGTtH=—2,262, p<0.05). ©]= 3= 23] ), AR 54 2 2] s2E Tl gk IAE
T avlAe] L2491 BAE Pl Tk 18] ol Tl 8, AHE Bold, MY L Trlelwe whE By
vl vla] Gelel Yo £EUS HolFT o9 g ATh ATE AT 24 20219 89 23U RE 4UT M
o] TAM W91 2291 HAE Trjo] gg Ax® 484 W AF F 7IAS oR edel AR B S 5 o]
I ARR gol4, A3 3] SPHSE BF Lkl HAE FolHlon, HF 600 S HolEE B4 2833
Fujelzel feld Yol FFL vIAE Ao ey th ¥ A9 Fa dvhe vt 2k
(p<0.01, p<0.001). AAE Fr842 22l s2F o7} A, 22tQl w25 Folel it dAE 784, AHe &
Arkt FEUAA BT dom AdE dokeka, gl ol AW R ) s 0T 359 ol 3l e A
g 92S Zole 5 Lalol BAE Tuje] WS AL FFES UEpith ARl e ato]RA Azt <lAd
5 PUlLEA ol A0 2 4 Tk AAR S Gol  FED, ATE R PolE L RE 5ol BE 72
Qo) 7% LS Eg BAE TS AL A1 A%e @ AolE veblov], ol tpRel FEH 02 300) ol
Tl =AGE Juf o) ol How ®olth wixwto. oA fols 1 Q1Y FES UrEWM ol¢} HEel T
2 QXE APl A5 LoelS B¢ BHF Pt 24} Pl frel @ Al

3 AF ALl ateh gto] Z et 4?}}‘1 lr_'—uHHP/\lo]g]_
2= w) e o% gk I A
et

QR H £8A, AHE
=7F ddH e g A Jehgh
2AE B4 whE AhoE 7]

€58 dTEIAE Yeht=d(Kang TW &
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Namkung Y 2018), Park WJ(2010)2 o] 841} Q1G-5A184
E47 FE7E FEe] AUAL &9 EATEolY
Fagh gQlo® Fgom, 53] Ao A FuI= +8&
= 9 A s Fa tﬂ#ﬂ g F d5E AR
(le SH 2007). 24 S Thekgt FEI|wo] A &AL
T, 7YY= Tl < ?%% H| 2w, THE TAM ®lFSo] 3
54+°ﬂ nA s dFHAAME 24 23t v HSE
Y THKim YJ 5 2011; Ryu JH & Jung HJ 2013; Jeong
BO 2016). 34, Fudlzef e} TAM W52 Q14 ¢+
o frelgk zkel7F Ueht=tl, o] Chae IM(2016)°] A
oA mutd siAAE P WErF #2 1FC] #84, At
4 8ol T A2 FFol =A vehd 2 AR A
oln], 2219l £E Tl Aol UAY o] BSFE
A7 E {879, AHE &olA, A =Tt Hoitke &
AFobw WS o] GrHKu YS & Lee SM 2001; Park C
& Kang BK 2003).
=4, 22kl FAF ) o= < ?‘z}—% n2E 2l
rﬂ-g]_ 1:1}\4 7344_ .Q‘;q.ol lr./\]

o

3849 dIg= Hl Ae AR ‘/]’E]r‘/}-l— A
3}tH(Kanchanatanee K 5 2014). 2 IT 7]&9] Y= o]
o #E Anzt 6@501] el TAMS 483t A et
ATs0] = en, 535 Qe &3, el AAH,

21 AFYE Auja9) A-E V& &8 P A
3l7] 913 Al=Eo] o]ojAlar tkSuh CK & Seong SJ
2004). A7l w2H 2t ) A4AE Full(Chae IM 2016),

Q27| ge] AulEE o]Z &-g(Pae SI 2018), FFH FHE
Fel= g-8(Eu HS & Lee IS 2019), 58 #go] ~nleE
& A(Lee KS & Ham S 2015), 21 YA (Jung SG
2019), ~¥=gFo] 2219l Ful(Kwag MS 5 2014) 5 T}
G Aol 2Tl Al el dEsiod iﬂh}a:«] A
84, AHE GoldE SA e, ol Wavh RIS &g
= 7 ol dEFE vAE AR YEsTh 53], 4

A mEgE QIEYL, ®utd AR g B IT 7] t’a‘%}i
22l A FEIF F53 dEAQ1 AFe R olgk
d 2RSS PES AWsh] 918 TAMS 2483 A+
Eo] AT o]¢} tJEo] Kanchanatanee K 5(2014)2]
AT Aol w2 AAE Ho] e-nHAE AR o=
AHAQ FgS vX & ALz YEEO™, Crespo AH 5
(2013)9] AT AAE APl eAM 2 Tof B o)
& el Wl B Ass fAR AL & &

Aetk

F

i

%o}'/\] o]’ Ekﬂ:_(jﬁ—:— =N

YC & Sagynov E(2015)2] Atellre A&E& X
'31' E}OJ o] 184 3 AR 8ol gk ¢14o]
= TFuje = g oAl E Ao Yehd, & A9
Fote fFAFSIGATE ol ek Tl Eo] Q1x]E ALE- 8-o]/de]
2RRIE 8 AF Tl el A4 FEFE vAE Ao
oj ] Aol A ﬁiﬂ Uﬂ(Bauerova R & Klepek M 2018;
Nguyen TTH & 2019; Chung JE % 2020), A& &°]X
(Kang SR % 2013; Bonn MA 5 2016; You JJ 5 2020) 2
A3 (Crespo AH 5 2013)°] 9—3}01 AZ Fu) o] xe]
gaglolgts AL 2 AT AR 2HE = 5
o} mgh Fuf HlEr) e o et A veRd
o] -, 71E Aol w2 F Tl dEecleR
ol MI=E 72 A7 AR 492 & F UTH(You SY
2008; Kim HC & Kim MR 2019).

}_,

HJHU rb

Fk’

ot 41 it ¥& rx Y

v ojxe] J&gE A= 821% 7]1E58 23 (technology
acceptance model; TAM)S 2 -&-3lo] FH8te Ho| &4

FACk B AT Aite vt 22 A, AFA AlAE
AL AR gt

7|48 23 (technology acceptance model; TAM)-= T}%F
g Ao FEVE 83 o] & e B Tl P AH
7] Yol E8F ot el B4Z e HEd AF
Edle AdHer AgEdey a8y HT COVID-199]
WA A AAA G olF2 28l FAF AN A
F45H = wHEsig e, 2 o2 Wi 28
Ql, B2utd fego] opd AAIRE AfUA ol dS 7IRke R G
frRE, golB WE Fo] R AER e 5 A=
= FE 7o A8y st A&E 1 ok & Al
M= TAM W45 &-83te] LH|AHE9] 2] 524% 70
of ek 143} Fulf o= & gtetsigion, Rdlo] o5 W
Tt HeEl] WS BdsiA AHshs Ao= Yehsith
5, &% 20l Ao A2 FRV|eS 83 A Ad
ojuf Al WAg Bl 2ES FHldte Al gk vt
AXF 78 o= gl Fuf ool fs] ] $IsiA
TAM= &83 4 glon, o] 2 A3 AE F3l ekl
SAF HAEAA 2HAE olsfdte MRS AlZHE Al

A 5 9E Aoz Argd
2 AT Aol J1na ATA AR e Tt 2k §
A eeel FAE Bl 19SS Brh ARslE Lo A%
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of wial stetstar, 7HE am Aol AAT ol 74 vhES
A7k Au| 2 TR Al gl =& 7]&ofof 3t} HE 7]
ol 1% G LA FHeIAR A1 Lokl Age
3 COVID-19 5o A= avakse] A FAHl
Wk @95} S4le] chsegich 5 A sl f
3 Pl s F7hE A% A ZPwer ohe, o] &
A=9] EA WHalzE Q13 AA Hx]-o] %J’Q.TL o
HI2HES] F2F 7l oA Bl dFE miAlE Q%
27 Vehte ggelth. ¥ AT Az w2 2o
/\ln :[LuHoﬂ EH?—?_ 0_9_/\4 /\]._& _Q_o]k] zhg/ﬂo]] 1;]4{‘5_}
o o o== A
Fg uglon, pu
ERsttt. o] é% Az
a0l 551 2 712 anAEe ATNE fske ol
a4 1 ST S A P

oF $2 Uehiich 58 Jridom 1< 22 B5
2utel B4E Ple] #84, e o4 BE Fxdta,
A eel ZoEede] e AF FHN BE 5 e o)
b A% % & 5 9lon, 300 4ot o)ek anlAET &
glel o7} ol aulabselAE 47149 Tt ool
4 % 9 aAs} B,

ols} HEo] 719 AN FIze] FQ, A 5 B3
AR &3 BaE 29l olo] Lajel Tl 973 9 A
A1318 A A2 $o) Aotk 2 A7 Azl of
W eeiel B4F Tolel F847 AHS goly 2 Ao
T ool Feoldk YFE vIAE AR YEwth 5, &
HAbgo] 2Rl
Hls) Aejetn E2ad AdH v &S 2L 5 9deH, 1
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