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[Abstract]

This study analyzes the effect of online sale management of agrifood enterprises on sales performance online sales promotion,
raising awareness, customer acquisition, and the improvement of marketing ability in the rapidly expanding online market. The
main analysis revealed that the positive factors affecting the four items were regular updates of promotional contents, long sales
history, and ‘social commerce’ as a sales channel. Therefore, it will contribute to the establishment of an online sales management

strategy through factor analysis and the implications of online sales performance.
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Table 1. Different definitions of the online Shopping mall

Author Definitions
A place of business in which the operator
provides courier service to deliver products

s | to homes when consumers find and order
((aé%?g)n, them onlinewithoutgoingtoaphysicalstore ,

or a place of business where multiple
merchants categorize and sell products
online.

Statistics A virtual place of business connected to a
Korea PC or mobile network to allow people to
(2016) transact goods or services

An activity of selling products without any
physical store through online shopping,
Kim mobile shopping or TV as a form of
(2015) retailing in which small retailers provide
goods and services to customers via the
electronic network called the Intermnet.
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Table 2. Variable Measurement

Variable Name Description
Sales Effective =1; if not =0
promotion
Online Raising Effective =1; if not =0
awareness
sales Customer
effect acquisition Effective =1; if not =0
Markvevtlng Effective =1; if not =0
ability
. If processed agrifood only is
Type of item for  sale for sale =1; if not =0
Product packaging Small packang only =1; if
not =0
Update  frequency Regularly =1; if not =0
General mall If sold melnl'yv in gianeral malls
=1; if not =0
If sold mainly in open
Sales Open market markets =1; if not =0
channel Social If sold mainly in social
commerce commerce =1; if not =0
) If sold mainly in ordinary
Ordinary mall malls =1; if not =0
Very satisfied =5; satisfied =4;
Satisfaction neutral =3; not satisfied =2; not

satisfied at  all =1
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Table 3. Demographic characteristics of the respondents.

(N=102)
Categorical variables N(%)
Gender Female 70(68.6)
Male 32(31.4)
20 something 6(5.9)
30 something 18(17.6)
Age 40 something 34(33.3)
50 something 34(33.3)
60 something and older 10(9.8)
0 i Corporation 72(70.6)
peration Work group 24(23.5)
form
Farmer 6(5.9)
oni | 1 - 5 years 60(58.8)
niine sales 5 — 10 years 34(33.3)
career
Over 10 years 8(7.8)
Completed No 34(36.2)
Online Training Yes 60(63.8)
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Table 4. Type of agrifood product item sold online

(N=102)
Division N(%)
We sell only processed agrifood 64(62.7)
Deructs.
We sell fresh agrifood products as well 38(37.3)
as _ processed ones.
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Table 5. Packaging of agrifood products sold online

(N=102)
Division N(%)
Small packaging for agrifood products 48(47.1)
sold _ online ,
Small and large packaging vfor agrifood 54(52.9)
products sold online
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Table 6. Frequency of online promotional content updates

(N=102)
Division N(%)
Updated regularly 31(30.4)
Updated non-regularly 71(69.6)

T2 ks 22l drf s Avny dukEo] 539

(52.0%), S-EZRH70] 3078(29.4%), FF-E0] 1078(9.8%), 427
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Table 7. Online sales channel

e

(N=102)
Division N(%)
We sell our products mainly in general 10(9.8)
malls. )
We sell our products mainly in open 30(29.4)
markets. )
We sell our products mainly through 9(8.8)
social commerce. )
We sell our products mainly in ordinary 53(52.0)
malls. )
E 8. 5AE 23kl o) giss
Table 8. Satisfaction with online sale of agrifood
(N=102)
Division N(%)
Very satisfied 2(2.0)
Satisfied 14(13.7)
Neutral 20(19.6)
Not satisfied 12(11.8)
Not satisfied at all 54(52.9)
4.3 SAIE 22121 #ifl = S310f| 0|X|= FEEA
A 2Rl ) = g el njA]E e EAE] Sl
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Table 9. Models to analyze effects of online agrifood

sales.
Division Dependent variable
Model 1. Effectiveness  of online agrifood

Sales promotion sales in promoting sales

Effectiveness  of online agrifood
sales in raising awareness about
products and their companies

Model 2.
Awareness raising

Model 3. Effectiveness  of online agrifood
Customer acquisition sales in acquiring customers
Model 4. Effectiveness  of online agrifood

Marketing ability |sales in improving marketing skills

ode 1] #4] 3 9) §-84 715 A7, Model19] X' gk
2 44783031 1257 0.00014 AFIHL p=00°] 7175
SHAFES Ao Lol v & a3 5 dujE7lo|
&k w2 FEFs A ekl Eshhal & ¢ Sl Begk -2
Log Likelihood #k¢] 96.580= e} 2o Agtslth= Zo]
9] 7F531th Model 2, Model 3, Model 42 212} Al | x?
Zke] 34.510, 25.563, 23.6610]3L §-2]5= 0.00014] 75714
p=0°] 71290t} 2 Log Likelihood #& 22} 103.959,
109.039, 114.328 0.2 JEJL} B-4] R 3o] 2315} 1 0 & LR
Tl(Table.10).
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Table 10. Analysis of effects on online agrifood sales by model

o3t Ao YEkon, FH Fel=o] o] E 79} 2}
o] W A& 955 0.01914 728k A o= Yelyith
Aol 52 v TH Felxrl 4718 og do|Ert @
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W= HO|E F7]2 Exp(B)#h> odds HI& = 3E &
= AR g B Huo|EE VA 0= sh= glo] 1R A
A g E7lol] 7 oS FHEe] 9.4830)7) B Bo=
Wik =3 vl S Exp(B) ko] 49152 sl A o] 19
AAH Ff Szl Z7F S BHEo] 4915817} Hr) whhA
FhlERlel GaHE 2] YeiMe TH 2= Qo] EE A7)
o7 sfal A 229l Bl E sljof wlEHel S
FEgS = Ho = Vet 4= glk

Model 2. 1A= A|3L G 3}of| W= JF FAATE B,
POl 0.10014 QHIOIE F7), o5 0.05004 BEE f
OJFFF 0.01904 AFF, Bl T S, Aol &
Aoz fogt JakS v Ao YRt QA% A|ar
of dgelo] T WFE AFEY, W o= VERh 7}
FAET wfelE SEAL A5 A E Al G2t s &

o
B0l or], MR/l e SR U5S UEI e S

o

Aal G} o] FolAE Aoz YEsitt o] we
5 A & AL &3} SHEo] & 02 el

Model 3-> 18R, glo]] w|x|= s 2415k Afolrh
AT} AE FAL FolE 0100, QUlolE 7] 2
T 00100014 BAH o= frojgt Anpa el AlE-del
RAXE AFTE S0 FEw YeRt S2Rlo = il A] 4

e Modell Model2 Model3 Model4
= B SE. | Exp(B) B SE. | Exp(B) B SE. | Exp(B) B SE. | Exp(B)
Type of item for sale | —.241 612 786 | 1.474" | 633 | 4369 | -278 | .58 757 156 550 | 1.169
Product packaging | -1.095 | .575 33 | -110 | 512 896 | -969° | 501 379 | -968 | 500 380
Update frequency | 2.250°" | 744 | 9.483 | 1.179° | 653 | 3250 | 1.507" | 661 | 4939 | 1.784" | 692 | 5951
Ordinaryl o0 | 308 785 427 | 1.021 | 1533 357 999 | 1.429 | —1.204 | .984 300
Sales channel| mall
(baseline = | General | o (o1 | 4433 | 125 | 3644”7 | 1.680 | 026 | ~1.466 | 1.411 231 | 35277 | 1469 | 029
social mall
commerce) | Open
oen | 4877|1628 | 008 | 778 | 1047 | 450 001 1066 | 1.001 | -571 | 1.027 | 565
Satisfaction 1476 | 1202 | 228 | 623" | 318 | 1865 | .493 304 | 1637 | -122 | .28 885
Age | -.308 | .305 735 245 276 | 12718 | 2% 279 | 1.283 | 411 272 | 1509
Demographic | Online
characteristics| sales | 1.502° | .485 | 4915 | 1742 | 464 | 5707 | 409 417 | 1505 | 790" 32 | 2203
career
Constant term 1260 | 2174 | 35%5 | -5633 | 2223 | 004 | -1.718 | 2068 | 179 | -1.188 | 1.903 | .305
-2 Log Likelihood 96.580 103.959 109.039 114.328
i 44.783 34.510 25.563 23.661
Z= 5 wxx p<.01 , ** p<.05, * p<.1
http://dx.doi.org/10.9728/dcs.2018.19.11.2149 2154
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