HOKKAIDO UNIVERSITY

Title T4 VRETIBICE T B REETMELEDOEEN TS
Author (s) ik, B, EEk, BTHE; BKE, FE
Citation LB ERFERERE, 79, 53-65
Issue Date 2026-03-31
Doc URL https://hdl. handle.net/2115/99272
Type departmental bulletin paper
File Information 05 jang.pdf

Hokkaido University Collection of Scholarly and Academic Papers : HUSCAP




PR FE Vol 79 (2026) March. pp. 53— 65
The Review of Agricultural Economics

F VI A4 Y EmTiSIZ B B A AR O RGN

iR Be g% M B BIhHE - WKL % OG- B N b ke

Structural Shifts in Consumer Evaluation Standards within the Online
Food Market

Young-Soo JANG, Nonoka SATO, Yoshiharu SHIMIZUIKE, Hiroshi SAKAZUME*

Summary

This study empirically examines the structural characteristics of consumer purchasing behavior in the
online food market, focusing on the Korean frozen food sector as a mature market model. Integrating
structured data (price, ratings, review counts) and unstructured data (521 refined product reviews) through
a multi-methodological approach, the research identifies a significant paradigm shift in consumer evaluation
criteria.

Text mining based on the Kano Model framework reveals distinct roles for experiential and logistical
factors. While experiential attributes, such as taste and convenience, act as primary motivators for
satisfaction, logistics-related factors, including delivery delays and packaging defects, function as critical
hygiene factors. Notably, the negative impact of logistical failures (f =-0.056) outweighs the positive
influence of experiential value (f=0.038), underscoring that maintaining a baseline of reliability is a
prerequisite for online food transactions.

Furthermore, grouped regression analysis confirms a state of “Information Maturity” in the high-price
segment. Consumers in this category rely twice as heavily on detailed experiential reviews to justify
premium costs compared to the low-price segment, showing higher sensitivity to both price and extrinsic
cues.

The study concludes that evaluation criteria in mature online food markets have transitioned from
simple price-utility to experience-based value systems. Practically, retailers must pivot from aggressive
price competition to “Total Experience Management,” prioritizing zero-defect logistics policies and the

strategic cultivation of high-quality review assets to sustain market leadership.

Key words : Online food market, Frozen food, Consumer behavior, Kano model, Information Maturity,

Total Experience Management, Text mining
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4 FELw 5 BARRY 7 RO #E BR B
5 Ak 4 BT O WY 70 iR I
6 At 3 O O B B

7 ELS 3 JEE VxS % 1 2 B 70 5FI
8 wFLOY 2 BB L o> 18 1 72 1

9 KXok 2 PG 7 R RAR B 0 TR
10 fF 2 fd A BV B 3 2 Al R
At FEBRAM A2 B 44 47 LEGHEan OREBRAMALE & L C AT
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B5%K WHMWERS—7— FBIOMEEOH (1£710)

AT RFEFXF—7—F | FIRHEE (Count) AT EIR (Value)

1 EA 3 B 25 L2 0 3 B AN 2

2 g 2 AR — E AT A TEN 2 T 3
3 5 2 TR X AT

4 (sl 2 Wi/ AR O R T 55 )
5 DR 1 DR EE (BH) ~OB&EY
6 B 1 B O I 3 A T 7 BUG
7 TRHE 1 T AR OIS 7 ASHESEPE ORI R

8 51 1 SHH R i O WY 72 KBGO TR A

9 -t 1 = BRI ) Y 22 5 78 BUG
10 IR 1 SERRBY R — A DT D 5eH]
&t 15 RGOy AiEE & LT AT

BOXR MAIRIHAER (GRERMEMES & OWRER % &)

ZH IR E () | FRMERGE | i pfi i
GEHD) 4.452 0.075 59.36 000*** -
100g24 72 1) fifits (X1) —0.00013 0.000 =512 | 000*** | 1 (-) D
Lea—¥# (X2) 0.00012 0.000 298 003** | 1E (+) Ok
FEBRAG FEAHEE (Key_Exp) 0.038 0.011 345 001** PG 1 BRI
Wi s (Key_Log) -0.056 0.018 -311 002%* BRI 2 IR

EL1. RM2 =312, F=2215 (p<.001). @amflits (X3) 13HETHVIzDHFD 5 AHNE.

2. FFp<0l, *F*p<001

filiT& 5T, KEDOFBIN %MD < il
ThbHEMNTE 2.

—J5, WFL 1 ARG 2 OMREEZ B B R E
BIE X —7 — NEE (Key_Exp) X5ESICH
BEIE (+) OR% (=0038 p=.001) %KX
T3 2 e SNz Fh S Wity K RE
DEER 7 ¥ — 7 — FHE (Key_Log) 1X5F 4
IHEELZA () o (f=-0056, p=.002)
#MIETZ EDRERR SN, BICROGEER
DR B o Mot (0.056) A% R B G o £ $
(0038) & HRELSHHNATICHERT HLE
BdbH, TIUIHBEIEEN ZREREL D L%
FEIE LKA DA & o 72— ¥ 2 J 2wt LT
IO EE L TWAZ EZRIELTHEY, W
MOLEWD T VI 4 VARG OEIEZ L2 5
VIEDHHRGMETH A Z EFFMNITT0E. 2D
L ZHEFFAIC TR L 7238 Y ARFZE TRkE L 72 R
F1EEH 2 13T RO METICEZIC RS
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N, HBEEOFM T 54 2D LA SRR
BLOEEBOA LB L LR SN,
IR 3 AR e & ARAH S O LR B
LUV Ea—HHICB W THEELRERPHET S
LW IR R MREE S B 720 12T 0 A % 37 EE
T B TR & L CAiAE T B 1 22 54T
(Grouped Regression) % FEjifi L B filits hidh & 1K
Mg TS oM e % BT A LD L ) 1287
LEEHT 5.
CCTIEPEL T =7 2EH LT O 3 By
DT AR THNelTo72. & 1EMET—
F DTN =TT LT HIBRE TR S e T —
¥ %100g4 72 ) OAfitg (X1) o gefii % H g2
SHE L7 PR TSP A AR
L% Ll A s [EfitgE] & LT2o0
TW—=TIXGr L7z, 85 2 BRI AST L 72 [l o)
WM OERRICGEHENTZ 2007 )V —TIZxF L%
NENHOL L7 mR 5 2 £l L7z, 2 oFsIc
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NS B EB ORI ET. LR T TV
BB EIN L7z, 53 BRI R D
% (Coefficient Comparison) # %€ 7V 5
LHEINZMERE (f) RS SEFEMETHE

CClB L7z, Bl2E, (RAERE T IEMmE (X1)
DEEUEIE D ﬁL%ﬁ%ﬁTi%%mﬁ

(Key_Exp) OEEMWEN L Y PHFICHNLL &5
@:num%@mﬂﬁkﬁwﬁﬁﬁwﬁmnvy
A BDPELLTHBI L ERBETLEDTH S,
87 FIALHRT R (N=314) % 100g24 72
1) Ol 2 FeHe L A% C A R ME & D e
7 it AR R (166/18), 0\ i & T AR i
Tt (148fH) 123 T E AT o 7oA R TH 5.
HEEFEL (V) AT (462) AR
i (451 XY MEIMICAEEICE CH N
(p=.032). 23 [BWITEFFlIZ LY &#T
HbH| LMRTEL. ZHIdVoss et al. (1998)
FER O L9 IHEE O Mt 5E 1T 3,
R L TR O®m TS0 TH5. Thb
5 ORI TH 512 EWEEIT L0 BG4
FEHEEZHOCHFME TLTEBY, Sl R
= — X (Unmet Needs) (2L TdFFM K<
B EADH L EE2FRL TS, LE2—
Bo(X2) \xm A R (148.2) 2SMKAE TG S B
(1254) XD QAEIZECHN TS (p=.048).
ST [EWEITIE LD S CRNEET ] &
WOHBETEHEZRLTBY, SEEMT W
HEEE LB ) A7 DRE ERL S NEY
FIZABADL ¥ 2 — GEERIGEN) % X0 % i
R, BEBIITHGOERR &R LT 58)
WL DEMERIT 52 L 2R LT 5
REEREAME (Key_Exp) 13 mssapdsnEE (487

mEE (3251 XD b L BN (p=.001). =
TUIARWIZEDSZEH L & 9 & 3 5T E % 375
PEELFMLTH Y, ST O B H 1L HAZ
T ANE ) B A B A TR OEEN 2
(RRBRIOAMIE) % FEH M < BRI L3 LT
52 EDMERTE D, W& HE (Key_Log)
WZBILCTIE [EliTd 513 EREERLH ISR LT
IVHETHL | EFEAL. BEEPHLIZHT 5
AN O F B AL EAAE FE SR (12.4180) 0 J7 M
AR (82I) LY LA BICHETH - /2
(p=. 008) SJeak L7298 Y Kano® 7 )V (Kano
Model) (ZBWTYHIEL72 ) a0 (Must-
be Quahty) RN 5. Bl meEAT S
HEHEEE MG RLE ) SRR R - A%
LIROMER & L CREFLTHB Y, Bl —LY A
Jefr (Bea%i2iE, MaofifEz E) 1L Th &
D BUEP OB ERMICIN L TW5 2 EAREFES N
TWwh,

— 5, AR B R B & P B e AR
(FRELME) ASED L HNZE B &R 5720
I ZNZEND RGN % F i L7245 R, 8 FEKD
LT EA L OERDTRIEE NS, ks
FEIZ B TSR B 12 B A% (X1) 4R
¥ (B =-0342) PMEEEBEORE (B =-0.185)
L0 BB RICKELHNS. CTIEEEERIE
IR DS S EFASHE D AL AL D & <
R ESNDZ L RBEKRT L. U, B L7l
Fa7E I 00 1 e AP 2 00 25 S A3 AT A 4 & TR RR A2
E A B T d B 1T &L o 72kl A 3 B R
~NOMFHEDSE < AlitE EHIZHE ) AWEDS & DI
RENRT VI EEERL T 5. (HHROAE
AMRICBVWCLEEABMECIIL a5 (X2)

) 2BV TR RIS &% — 7 — FMRAHR

& REERfifE (Key_Exp) @

DRENIPEETEL D

O

BTE AN TR SR 2 BT
<57 ﬁ( Mfajf " ffﬁiﬁ* ¢l ol i
HEHEFE (Y) 462 451 2.15 032* ZEEH)
LEa—% (Xy) 1254 1482 —-198 048* EEH)
TRERMEAEE (Key_Exp) 325 487 —-342 001** B
WA HE (Key Log) 82 124 265 08| ERHY
1. *p<05, **p<0l
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Bl S EWNES

mie  HTIHE

i

it JEL FEE i R D FE . (BetafE ML)

BT E A (S) | SRR (S) 7 175 B 0 Bk
100g2 72 0 filiks  (X,) -0.185* —-0.342* T AR CAMAA AU AT L85 i
LEz—% (X 0.112* 0.225* AR CHS I RE RN A5
FEERAlfE (Key_Exp) 0.145%* 0.284** TR CREBRI R T ASE B Y
Wi E (Key_Log) —-0.102%* —-0.215%* AR TR R X ) Hdw iy

H1. *p<05, **p<ol

T2z eEsm BN 2 ik Huang et al

(2024) DIEHROBHFEERIL & —F L THB Y AHE
FEMPRECEHERGIEMAOL ¥ 2 — L Ak
1) 72 REBRIE A MRS O 21 72 8 R 2 AR 2
DR AN Z AL E LTEB T 5 2 L 2 FREL T
W5,

VD EOFEFESHOREREP SR EINL L) I28E
filfiis i i & ARG P L O ST o T o
A L THEEE IET 4 R (Regression
Structure) 2BV THEEIFLET S I LAVR
IS NS, EE ST S LR A LR
EHEKEWb oo, FIFICLE 2 — RN
fif &\ o 724MER 2% FA322 ) (Extrinsic Cues)
12 &0 i ARAE S B L 7B B ATEY & 7R 3]
Zhofe LicnsoT, BEOL Y T4 VinHE
SR TS AT IS & > TR X T 571 2595 L &
N7zt (Mature Market) OFF:% A LT
WA EEZ LN L VG 3 IR
TTEERD.

4. fEERERRR

1) BB LURMNES

I FE L SRR 2 & 2 IE O+ >~ T 1V EE
TS R RIZTF A M~ A = 7 LT
A L, BB OFHIIEEN &0 X 5 1HEEL
ENTWD 2% TR L7

#—12, KanoE7F VD 7L —AT—2 % Hn»
T ORGSR, BB (W, A 13EFA
WCEERIE (+) OB RITT—FH (1%
), WinnyER (L%, Mw) ORENZS R
R (—) OBERRITTIENHRSN
7o (GG 2 3249, H512, MinEE Bl oo
fix i (0.056) 2SEEBRAAIIME (0.038) % LlAl-
FITERICET S, UL, T4 I
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FLCB TR D 24720 5 i & (Must-be
Quality) | * LTHBEL T, WEZEDHE
W& D DAL 2B AR E L COEEMEA
RO THEN T & & PMAYICGE L T 5.
BB, AMAET BUAE S Ay BT % 3 U Cili
BEEASE LT RE S /ST 7 A 2D L TV T RE
MaoR L7z GH 33 si s hs). &4
P AT OO T B AR | AT U 559 2
s < RIS L Y — e BRI & v 5 724}
TEM 7 FAH DRSS 2 EAAHEE ThH - 72
AL IR BT E O G AE 25 Bl
T[S POERMEEERE L [
B NEHERRLTWA Z k2 L TR I
MR TH 5.

2) AEEBERBLUVBRY—TT 1> T DEE

BYRR =

ATIFFE D ST HE HA He D X B S L Ol
BEDNF L TA VA= T4 27 ORIETH
PR E IS ZRIREIRRO L ) TH D EES .
Wi B O ¥ 1 kb (Zero Defect) & HAD
WEHERIRASLTECTdH 5. AWFFETHEIE S /2B
Wit o Je Ml E 5 52 19 70 AR BR A i % 75 5 A AR T
D MRS, EEETEEET SEL%E R A O AN L
LW 2 T 97280, 28130kl 2 %
27z (%4 - ehliik] % RELONidimg & 3
RETH D, ML C 2 — G L S E
THb, FTT, BMEFTIETL I 7 LM% % IE
LA B 720 DR 7R RRBRIE S B g D%l
b, LI o THRDFFTOEHTIIR L,
RO TR A A & BARY 70 REBRAG A AVEE D) A
INEMELR LY 2 — 2 EIEIICER - BLiET
HVENRD L. BT b — 7 VRBREEAD
BATUEE TH L. BT O H & (Hlitk & 5
Bt L CEZTHAD HGBLA, F%ICED 4
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[ The Market for Lemons | % i U C it % Fij 12
TERRS 5 & & D3R B 70 i | & TS IR RS TR
LT3 A B 22 5 7200 295K % 3R IR (Adverse
Selection) DFEAA LIS L a 48 L 7=

5) HEEHNTA~Y— FOBEEONHY = 7137
=k, KB~ — b, EMZ - Eav—A
TV EALISHALE LT B REE AT
B, Ea~— ADEEFNE L2005 N %2
LEHEINLEHMOENT VD,

6) AWFECity =727 u—1) » 2 (WebCrawling)
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7o FEEGHTORER, AT HWEEETM ST 54 AT AU T OERERMEIME SN
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