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2 % o] ATk RAFE AvhYL B AT AT, RLRE Aulg o §ASL o WPl o] &
WEEo] mAE Qe BASNGT AAAAY BN T BEo] H BAIF COVID-192 ) A9 ik
2 QRS Avlshs QeQl, 2AFE Aohgo] et walol nEHI Stk RAFE AL o T3 Svhske]
Aol oF 5547047 Aol olek. T, o] FA Aol wel AR Uz vidEA] Bachs S Ho|
39k wepd B ATE A9 24%E Auigold ol87 5008E o MEEAE UAste] o]§ W
L WA 2o thote] BAlsteth. BAEH, oA, B, BQ, FHdol Sost B I HAE Aoz
Ueha, B3] B40] 2 4% WAL A0 tekith, oleiat AT Aol wel, 2ARE Auge o8 o84
S0 PEEE Fol7] PoAE FUS ¥ol7] I3t ool Folurt R 7 AL B 4 Yk, o] A7k RARE o]
A9] 28|BEL oldska ZAFE Hujgel 4o FEL S HeF 4o 9o] J12AEI} Heh

Abstract This study explored ways to revitalize local food stores through an analysis of user satisfaction.
Along with global efforts to reduce carbon emissions, interest in local food stores which offer a means
of consuming safe local agricultural products is growing in response to the recent COVID-19 pandemic.
The number of local food establishments has been steadily increasing year after year, aggregating
approximately 554 establishments nationwide. However, there is a limitation in that this quantitative
growth does not reflect consumer needs. Accordingly, this study surveyed 500 people at local food stores
across the country and analyzed the factors affecting user satisfaction. The analysis revealed that safety,
diversity, quality, and price all had a significant positive effect, with quality having the greatest impact.
Based on these research results, it can be said that above all, efforts to improve quality are required to
increase the satisfaction of users who use local food stores. These results would be beneficial in gaining
a better understanding of the consumption habits of local food users and in providing basic data for

developing strategies for profit generation at local food stores.
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Table 1. Number of local food stores and sales
Unit: Store, KRW 100 million

Year |2013] 2014 | 2015 | 2016 | 2017 | 2018 | 2019 ] 2020
Number

of | 32| 71 | 103 | 148 | 188 | 270 | 469 | 554
stores

Anmual) 317 | 048 [1,659| 2.560| 3,565 [ 4.347 | 4.902| 7.143
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Table 3. Frequency and reason for visiting local
food stores
Unit: %

2-3
times a
week

Once in| once a

Frequen everyda Once a
yeay 2 weeks| month

total
cy week

ratio 18.2 24.8 47.6 5.6 3.8 100.0

Local
Reason Environ |Freshnes .. |Economi
Health revitalizal total
for use ment s tion c

ratio 27.1 4.4 49.7 14.8 4.0 100.0

T AAe 24 e o mejsks R it A
=(Table 4)olM% A=} FEHOE £ 69.4%5
ZIA5HAL Qo] 2AEE FujA}; o] & AS0] 2HIT O

7= 7197t Aol 24o] SEAUATAL Hojxi.

Table 4. Things to consider first when purchasing

food
Unit: %
freshness | Diversity | safety price convenie total
nce
69.4 3.0 18.2 6.4 3.0 100.0
2A%E W olgo] WEsA tet SuAT
(Table 5)olAE "WERTF 7L 46.6%, WS wHEgich

7} 38.8% »}EM gHEitH 1]8o] 85.4%%
et Aoze AAsEel Aot AdEe
= g we ﬁ&i A=l

a Hir
o X

Table 5. Satisfaction with the use of local food
stores

Unit: %
Ve‘ry‘ Unsatisfied| Neutral | Satisfied V.er.y total
unsatisfied satisfied
0.4 0.2 14.0 46.6 38.8 100.0

42 0|2 BIEX ggF Q9

R, T, £4, 7H40] ol 8RS R PA= F
FE BF] 5t thEIAEAE AT 1
A3 Table 6ol4 B Hiel Zo] 3HRFL AL

2 f95H YeREoH(F=83.671, p<.001), 3]AHEE
o] AgE2 oF 41.0%(8E RAIEFS 40.5%)2 ek
JrhR*=.410, adjR*=.405). 38 Durbin-Watson &
A 1.9398 20] AR & Kol 2349 =94 7t
Ao EA= fle ZAoE B7HEIY, EAEAA|S
(Variance Inflation Factor:VIT 2% 10U|7to2
A ey o3448 EAe fle 208 ddEgl
o},

SAASS w2 HE 2 P4, ‘:}o“‘é, £4,
7VAL HF ANhY fEro] 393t F(+
Ae Ao& Ueydth & by, oA,
LolA4E AulA TIEET} kol AoF ¥ 7};}5{3\ .
®E3} A9 A71E vlwstd, F4(8=.272, p<.001),
7FA(B=.238, p<.001), FA(B=.219, p<.001), T}¥
3(=.130, p<.01) £O& o]-§ WFLo] & FFZ v
A= ZAoE FFEUT

5. Z

rhu
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COVID-192 <18} X949 srbes A Avlstk=
FEIRL, 2EAFE Auge] tigh ilo] AxFHI Sl
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a7t A= oIl g, ol2’t oFA] Aol wisiA
AHIARE] Y27} i HA] Z3tthe Al 2ol gl
o webA, & s A=e] 2AFE Hui 32740
A o]-&7l 5007 e HERAES HA5le] njg

Table 6. Results of multiple regression analysis on factors affecting satisfaction with local food use

Depe'ndent Independent variable B S.E B t p VIF
variable
(Constant) 1.403 0.160 8.760" .000
Safety 0.170 0.029 219 5.889" .000 1.133
Satisfaction Diversity 0.111 0.038 130 2.947" .003 1.577
Quality 0.254 0.043 272 5.945™ .000 1.709
Price 0.192 0.034 238 5.633" .000 1.460

F=83.671(p<.001), R*=.410, adjR?*=.405, D-W=1.939

*p<.05, **p<.01, **p<.001
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