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[Abstract]

As the online food market is becoming major channel and fragmented, online premium food market is also emerging and
growing. The purpose of this study is to clarify the experience factors of consumers in online premium food market and define
the differences with offline. It is suggested that the online premium food market should be differentiated in terms of providing
contents and services by revealing the differences in experience of cognitive, aesthetic and emotional experience with offline
premium food market. In addition, the channel that consumers use in the online premium food market has a combination of online
and offline experiences, so it is necessary to provide a consistent experience to the consumers. The consumer experience derived
from this study is intended to be used as a basic data for providing content and services from the consumer perspective in the

service design of online premium food market.
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Table 1. A Preliminary Study on the Consumer
Experience of Premium Food Market

Researcher Studies
R Consumer Value Life energy, rewgrd aqd
Arin Kim . fulfillment, self-satisfaction,
from Premium Food . e
(2011) happiness, Joy, pleasure, life's
Market . ..
margin, superiority
Sejung Oh Consumer Types of Practlc'al
(2014) Premium Food Hedonic
Market Beneficial
Borum Kim Pursulr}g Value of Funct{onal
(2016) Premium Food Social
Market Emotional
Shopping in a pleasant
Esther Song  [Pursuing Consumers’| environment
(2016) Need Shopping for a special
experience
HyolJung Kim Expepence on Cognitive, aesthetic, hedonic,
(2017) Premium Food escapist, relational
Market pist,
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Fig. 1. Customer experience model (AIDEES) applied
Interview guide
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Table 2. Characteristics of research participants

Participant Age Children Job Frequency
Participant 1 28 None HR ox;:lrorlltﬁer
Participant 2 31 preK 1 Developer Oﬁi)ﬁ £er
Participant 3 34 T:rdedllzrl ! Planner O‘;irofl tﬁer
Participant4 | 34 | Toddler 1 li‘;‘;:r °‘:lr0ﬁ£er

.. preK 1 Graduate over 6per
Participant 5 37 Elementaryl Student month
.. pre K 1 House over 3 per
Participant 6 39 Elementary! Keeper month
Toddler 1 over 8 per
Participant 7 42 pre K 1 IT worker mon tﬁ
Elementary1
Participant 8 45 preK 1 I?;l;s; oﬁi)fltﬁer
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