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Abstract

In this study, we tried to analyze purchasing determinants in online and offline seafood distribution
channels in China and explore what could be preferred and moved forward in online and offline seafood
distribution channels from the perspective of consumers. The survey was conducted from September 20th
to October 6th, 2023, targeting consumers in Shanghai, China, aged between their 20s-60s. In the
measurement variable, we tried to find out which factor variables have a greater influence on the
preference of distribution channels when consumers purchase seafood.Factor product attributes, price,
customer service, logistics service, purchase risk, time cost, influence of others, and purchase environment
are set as independent variables, and as dependent variables, purchase channel intention represents the
preference of the purchase channel when consumers purchase seafood, and was measured by explanatory
variables such as mart preference, street vendor preference, market preference, online preference, and
Hermashen Sheng preference. According to the analysis results, product attributes, prices, purchase risks,
purchase environments, time costs, logistics services, and other people's influences affect consumers' choice
of seafood distribution channels.

Key words : Chinese seafood, Seafood retail, Online & offline distribution channel
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<Table 2> Characteristic of Respondents

<Table 3> Factor Analysis

Category Variables Frequency Ratio(%)
Male 300 50.0
Gender Female 300 50.0
20s 96 16.0
30s 140 233
Age 40s 126 21.0
50s 148 24.7
Over 60s 90 15.0
2,000~4,000 150 25.0
“ﬁ,‘f;ﬂnmj 4,001~6,000 200 333
(Yuan) 6,001~8,000 144 24.0
Over 8,000 106 17.7
Junior High %6 143
Educati School or Less
i‘ca 11"“ High School 142 23.7
eve University 310 517
Graduate School 62 10.3
Student 70 11.7
Public Servant 78 13.0
Company 206 343
Occupation Employee
Worker 98 16.3
Full-time
13.
Homemaker 80 33
Other 68 113

Marital Married 456 76.0

Status Unmarried 144 24.0
Presence of Yes 412 68.7

Children No 188 313

Total 600 100.0
2. 2091 EM(Factor Analysis)

29l BEXo= F 4171 HE gy A 3
28 el g FYREAL NG 242
7} KMO(Kaiser-Meyer-Olkin)i= 0.945% %2 3%
7 & AoZ YeEy o H, Barteletted] T84
A 8666.287(p<0.00)Z WFE ko] RE
APAFE oolehs ATAME 7)eten. 4
FHOE TfH 1 o4E NFOE 29 AFE
st A9 T g7l Qflo] =EHUY 2917
A ZE HAFelA 06 ooz vEom,

Factor Variable Fac‘For
loading
Quality 0.710
Diversity 0.775
Product Freshness 0.750
Attributes Size 0.743
Origin 0.777
Brand 0.758
Price discount 0.808
Stable price 0.758
Price Reasonable price 0.754
Discount coupon 0.747
Group order discount 0.750
Customer service satisfaction 0.642
After-sales service guarantee 0.752
Customer S ;
Service Speed of service issue resolution 0.748
Service attitude 0.712
Complaint system 0.759
Introduction by relatives 0.748
Evaluation by others 0.709
Influence :
of others Blogger ratings 0.792
Live commerce 0.769
Advertising 0.705
Logistics information notification 0.716
. Logistics tracking information 0.781
Logistics T :
Service Logistics after-sales service 0.759
Cold chain delivery 0.736
Logistics complaint system 0.745
Freshness guarantee 0.792
Corruption and darTlage during 0736
Risk transportation
Difference from expectations 0.758
Possibility of fraud 0.771
Safe payment provision 0.718
Convenient and fast payment 0.725
Quick product search 0.734
Time Cost Return and exchange time 0.694
Distance from home to store 0.787
Pickup after reservation 0.730
Environm Gooc.l purch.ase envir.onmAent 0.737
ent Stylish design and interior 0.767
of Store recognition 0.767
purchase Purchase convenience 0.730
Operating hours 0.726

Bartlett’s Test of Sphericity = 8666.287, KMO=0.945, p<0.001
Extraction Suns of Squared Loadings % of Variance = 72.234%
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<Table 4> Multiple Regression Analysis — Mart

3. CES3| 2 (Multiple Regression)

7k mtE

FAHE A" &4 87 QRle] T FAbE
H| 2o mEE X TS B
W, 3 BES o AowE YEHe
(F=21.401, p<0.001), 3]7] =¥ A 2
2 Yebthadjusted R?=0.370). ¥ H-Aj oA =
HHFE 5908 87) Q9o BF &

H A& Ao 2 HEFGTHp<0.001).

HtE AE Tl S v A 290 v
A (B=0374)°] 7P = Aoz vEhgth )
AL Fabzel Fule] o RS 5 Qe 9
FAAE BT, &5 T I o7 Ao], A}
7] 7Fs/d, kA AAe] #sk Aolth o]t <k
s FoAISHE anlAbEe] xRl Adel
ntEE o] &sh= FH olfrgt g 4 9tk

oz ERRIS F¥B=0.291), T A
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A9 1A Au|AE FaAgt & = g

Unstandardized Coefficient

Standardized

B Standardization Error Coefficient Beta tvalue

Costant 3.520 .059 60.023

Product Attributes*** .249 .059 197 4.231
Price*** 258 .059 204 4391

Risk*** 374 .059 296 6.369
Environment of Purchase®** 283 .059 224 4.819
Time Cost*** 229 .059 181 3.902
Logistics Service*** 243 .059 .193 4.144
Influence of Others*** 291 .059 231 4.958
Customer Service*** 214 .059 .169 3.640

*p<0.10, **p<0.05,***p<0.001

Adjusted R? = 0.306, Durbin-Watson = 2.189
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<Table 5> Regression Analysis - Street Stall
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Unstandardized Coefficient Standardized tvalue

B Standardization Error Coefficient Beta
Constant 3.520 .059 60.023
Product Attributes*** 232 .057 195 4.044
Price*** 262 .057 221 4.580
Risk*** 231 .057 195 4.038
Environment of Purchase*** 313 .057 264 5.473
Time Cost*** 222 .057 187 3.877
Logistics Service*** 227 .057 191 3.971
Influence of Others*** 238 .057 .200 4.159
Customer Service** 162 .057 136 2.822

#p<0.10, **p<0.05,***p<0.001

Adjusted R? = 0.306, Durbin-Watson = 2.189
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<Table 6> Regression Analysis - Market

Unstandardized Coefficient Standardized tvalue

B Standardization Error Coefficient Beta
Constant 3.543 .059 60.522
Product Attributes*** 303 .059 246 5.169
Price*** 207 .059 169 3.538
Risk*** 280 .059 228 4772
Environment of Purchase®** 336 .059 273 5.731
Time Cost*** 250 .059 203 4255
Logistics Service*** 214 .059 174 3.653
Influence of Others*** 223 .059 181 3.796
Customer Service*** 169 .059 137 2.875

*p<0.10, **p<0.05,***p<0.001
Adjusted R? = 0.320, Durbin-Watson = 2.171
<Table 7> Regression Analysis - Online
Unstandardized Coefficient Standardized ‘

B Standardization Error Coefficien Beta
Constant 3.457 .062 55.493
Product Attributes** .165 .062 132 2.641
Price*** 237 .062 .190 3.793
Risk*** 219 .062 176 3.508
Environment of Purchase®** 331 .062 265 5.300
Time Cost** 164 .062 132 2.632
Logistics Service** 152 .062 122 2.440
Influence of Others*** 347 .062 279 5.566
Customer Service* .096 .062 .077 1.539

*p<0.10, **p<0.05,***p<0.001
Adjusted R? = 0.251, Durbin-Watson = 1.883
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<Table 8> Regression Analysis = Omni-Channel

Standardized
Coefficien Beta

Unstandardized Coefficient

Standardization Error

60.522
5.169
3.538
4.772

.059
.059
.059
.059
.059
.059
.059
.059
.059

3.543
303
207
280
336
250
214
223
.169

Constant
Product Attributes***

246
.169
228
273
.203
174
181
137

Price***

Risk***
Environment of Purchase***

5.731

4.255

Time Cost***
Logistics Service***
Influence of Others***

3.653

3.796
2.875

Customer Service***
*p<0.10, **p<0.05,***p<0.001

Adjusted R? = 0.320, Durbin-Watson = 2.171
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Hypothesis
effect on supermarket preference
effect on street stall preference
effect on market preference
effect on online channel preference
effect on omni channel preference
A3} HI~H6°1A]

=

Attributes of seafood selection will have a positive (+)
[}

Attributes of seafood selection will have a positive (+)
Attributes of seafood selection will have a positive (+)
Attributes of seafood selection will have a positive (+)

Attributes of seafood selection will have a positive (+)
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<Table 9> Hypothesis Testing
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