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A Study on Extracting Chinese Online Pharmacy Buyer
Profiles: Focusing on Health Functional Food Purchases on OTC
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Abstract

This study empirically analyzes and reports the profiles of online pharmacy non-prescription OTC products such as
health functional food for 750 residents of the three largest cities in the Chinese market. Several previous researches
focus on telemedicine and prescription of online pharmacies, but empirical analysis is lacking in non-prescription
market that can be targeted by Korean companies. Of the total samples, 46.3% purchase drugs online, of which
heavy users purchased Korean red ginseng, a non-prescription product, at a specialized online pharmacy with 20.5%
of the online channels. In addition, 24.6% of the total samples were light users, and 12.3% of the online channels
purchased Korean red ginseng from online pharmacies. The profile of heavy users to be targeted by the Korean
pharmaceutical and food industries was found to be relatively young, younger children, highly educated, and
somewhat low-income. This result can be used as basic data for the targeting and product assortment of online
pharmacies in Korea.

Keywords
e-biz, e-pharmacy, China online pharmacy, non-prescription product, health functional food

* ZAdmEdsta A9 - Received: Feb. 26, 2025, Revised: Mar. 07, 2025, Accepted: Mar. 10, 2025
- ORCID: http://orcid.org/0000-0002-5993-6984 + Corresponding Author: Dohak Kim
#* Eo] 27U E CSORLAIA A} INUSCOMMUNITY Co., Ltd.

- ORCID: http://orcid.org/0009-0005-8160-3528 Tel.: +82-2-519-1217, Email: aduksinil@naver.com


https://crossmark.crossref.org/dialog/?doi=10.14801/jkiit.2025.23.3.219&domain=https://ki-it.com/&uri_scheme=http:&cm_version=v1.5

220 = 2l o= FuiA TR FEel A9k A HAY AFE T AA7ISAY FE LR

.M =

e-health= 21A417] e-biz®] T8 EWHE=9 shU=E

A 3ol itk e-healthehs o & ofdf ©aFak =7}

oA H2t31737]S(EHR, Electronic Health Records),

A 9] B(Telemedicine), &2+¢] F=(Online pharmacy

or e-pharmacy), 718} HAE dxFo] &4
|2 ARt AlFE A o).

Aot 22 T ehealth HIZY 2 FollA 2z}
771 5(EHR) Hoks 19709 oAl AlZHE A
. @79 EHR2 SRIAZRITES T 7AR19
EAE F3 F gsAEA 1 HelE nde %

g

Jsle] g gMuA FHE =ola itk = 44
O]+ COVID-19 7IZF &< A E4E, HE
Zo08 ¥9s HAste 5 OUE tAE A
o] £FMAE AFA AR 2l = T
o A Exolt} daqH 93] B2C == C2C &2
QAAO|Eof o3l oJokEE Hufste A folle ook

o A9 oiFe =8 Y a5e HRE F
gith= olfZ  AltEol stk Wi <
COVID-19 o] dFH &2Ql =] o, =
21 712 Zo BAsEA.

eukel ke BulAsh Fuia Abolo] o)
FAE ATt 540l Sith B2cy C2C Hl=
Uz mHoAes AE7h A4l e fAke] AY
glo] BARARE ol AL o] FolA 7] W&ol AlF
29, oHd, AF8E Fol| tig F43k B4l
A ¢ ek sARE 22l of=e Mol &
He el si7ke 22l mfgelA oRakel
mjz7E Ao ek BAgle] kAT ookE
gL AFe] At 7hssivke AAlel At

g Fo 2R’ ok AL ebizd YEOE
olml 2000t Aol AuHlzTE AREHRS
COVID-19717tl 24t = 221 o=
M YA E(Telemedicine E% internet pharmacy
consultation)ol] &J3l] AWH o2 ojkEFul7} 7h53)
A, © Yot AR gl Fid Qe
OTC(Over-The-Counter) AF=  Tul7}  7hssith
20140 A Az 051% =33,
e-commerceA|d 2719] 0.06%°] AN T= 2}
Ql oF= AA-E COVID-19 7|3t 353k 2023

ofy

k

oz

it

o 12499k o2& Z Alo] H3iTh2] 28kl
okol A AujEE T 20239 ART|SAEL
TES = 632dol o]eth =< 2023d =7}
o sto] 638729 As AtetA T 1747154
Y AAEE =719 A mEgH o s kg,

olgdA  d=3} FTHL  ehealth ®oF T
e-pharmacy £kl A AXe =4 A3
Holl A zfo]& Hola 9t} d=% 22l o

£ S48 1% BE =99k m=do] A7zt 1Y
SOIT3][4]. = Aok @ AFVIHY e-bizg ST
223 ZHdA I a84% Agrheael 9
=i e 2l el tiEiA e AR =9
Aol e e A7% JAFHL UTH5]6]. T
2ol Fxe = AoF H AEVYY FL AE
=272 F ok

7NE T iﬁ}"l oo gk 79 EAL o
L3 2ok AA, 20108 oA 27] AFE 1%
AHEA A ZHo A ofE QRlo] 2l oo
A AF g Tl =g 2 ke Tl W*%

il . =4, 20200 COVID-19 Al7]dl&=

Lzl QHOH et 28 S AMESE

Azt el=o} dEo] gk AF7F AP ATHS).
s 229l

AT AA el o Tzt TojASe] T
3 AZEM ATHTE Fopur] YE Aol
AR, 2l z2 eelel 94489

I 713 jAAe] FH Zlo|
78‘—?— oAe oA M Ay
HAE Aol wEkA A
| 22 oA Fust=

AFol v A7 THsr] e
S, ojAM 2 AnjAte] AAMES B A
Syt E4 Ao o]Am 2o o] & W] o]
glo ok A7, HAE vHAE 5§ dolHE &
& Bl HEau A7 So] Auk AZsE A%
At P ECE HIAE Xsta JATHI1][12).
B dTe Ao sdnelA w2249 oF
=9 Stad AFH Fug vFed 53 2
Atk A WA Sed BAL Fo dA ez
TRt opd 2240l ok heavy user] UTF
et = 7= 449 A4

A ES
£ AFstd = 2otk

fu}

L

lo

fu

_NA_',

o

R

rlr 20
o

ofo



Journal of KIIT. Vol. 23, No. 3, pp. 219-226, Mar. 31, 2025, pISSN 1598-8619, elSSN 2093-7571 221

r°*'
g
ﬁ
o
-
o
-5
lo

s
X
Qs
N
o
ofN mi &2 mu I

Aot
e 7Y WA lw«l = ebiz

e-pharmacy A% X&e] @27t & 4 Utk
tfole] 4%

2.1 222l Hlolg g

SHARE 2431 k3l WA AL 6
9 ol Tujs ABL 1A ARL ooz e
o B ATAE WA AZe T 32 7Y
o) AE 7ol Y& AR5 TR FHALL:,
S9A 2 T4 1Y oy TuE Aol Yo
W, BAG A, Ea 2 §4kE SRANA, B
JAE Z Holx ) AFEL el B LA
2 #2390

ki F3E 2 24 25070l
FROZ FEoe] F SEA FE A 75080t
NNE AT F Y438 AFME F2 184 w9t
Aad 9 oolsg O R 3 A7t Bt kA
Hoo] Ao iAol He A7eA e B
Hog g shsAol w1 2Rl $Hol 9%
3 AolS Ao gk wE Surlo] AL
T 98T A5 7,000919F ool 71E SHA
Aol HdE 7 FAS 2000094 b o)Apel &
HAE Ao

o] (Cross sectional study)®] A
A& = SEAY JAFEATH
HFAFEAN, 9%, Yo, 745, AFE

AR, ARASAE, AEFaAd, T,
T 2 SFERTS o= 29, AEEY
7} (Reservation price) 5= FE3FA T

TZHE € 25,000-35,0009] Qo] AT

E 1 B2 o7SA 3N SN

Table 1. Demographic characteristics of online pharmacy
purchasers

ltem Sale of item | Freguency Y
Gender Male 375 50.0
Female 375 50.0

Agelyear) 20-29 240 320
avg=35 30-39 270 36.0
40-49 240 320

Income 20,000-25,000 237 31.6
(RMB/montt) 25,000-35,000 382 50.9
Over 35,000 131 175
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Table 2. BIC with number of segments by mixture
modeling

No. of | Log-likeli BIC No. of BIC
Seg hood parameter | change
1 -16022 32396 53
2 -15452 31613 107 783.0
3 -15229 31523 161 90.0
4 -15049 31522 215 1.7
5 -14915 31612 269 -90.6
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Table 3. Segmentation of purchase channel(Wald=34.9,
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. segl | seg? | segd3 | segd
Channel (seg Size) | (31) | (pag) | (219) | (21)
Major supermart 254 | 002 264 | 002
Online store 0.1 99.9 0.1 99.9
Convience 00 0.00 1.8 0.00
Import shop 99 0.01 172 0.01
Fresh super app 29 0.00 56 0.00
Watsons & maining | 182 0.01 143 0.01
Drug store 436 | 003 334 | 003
Influencer 00 0.00 06 0.00
Etc. 0.0 0.00 0.6 0.00
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Table 4. Segmentation of online purchase channel

Online channel segl | seg?2 | segd | segd
(seg size) 31.8) | (246 | 219 | 21.7)
None 100 0.1 9.9 0.1
Tmall brand shop 0.0 37.9 0.0 39.9
Jingdong shop 0.0 20.7 0.0 22.6
Tmall supermarket 00 88 00 84
Tmall global 00 15.0 00 70
JD international 0.0 5.1 00 15
Tmall pharmacy/JD 00 123 00 | 205
pharmacy
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Table 5. Segmentation of demographic variables
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Total sample (%) seg2 (%) segd (5) Wald (p)
20-29 32 0.1 73.1
Age (year) 30-39 % 38 267 (033551)
40-49 32 61.1 02 '
none 10.8 1.7 19.0
1-5 29.7 28 69.4
. 6-10 29.3 38.1 11.6 876
Child age (year 11-15 14.7 303 00 (0.000)
16-20 144 26.0 0.0
over 21 1.1 1.1 0.0
7,000-7,999 16 2.1 19
8,000-8,999 3.2 3.1 45
. 9,000-9,999 14.0 16.8 13.0
Ind. '”f%rgﬁ)/momh 10,000-10,999 320 27 40.7 o
/ 11,000-11.999 215 20 145 '
12,000-12,999 16.1 18.3 16.2
over 13,000 1.6 15.1 9.3
20,000-24,999 31.6 24.0 33.1
House income/month 25,000-29,999 32.3 30.7 39.6 237
(yuan) 30,000-34,999 18.7 270 16.1 0.02)
35,000-39,999 11.7 134 6.4
college 6.1 9.5 2.8
. undergraduate 80.1 82.9 82.5 158
Education graduate 129 6.7 134 (0.069)
Ph.D 0.8 0.9 14
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Table 6. Segmentation of OTC health food purchase

Health food | Segl | Seg2 | Seg3 | Segd | Wald(p)
Protein 400 | 459 | 309 | 390 | 2.0(0.56)
Enzyme 331 [ 396 | 340 | 31.3 | 2.7(0.44)

Probiotics 504 | 61.7 | 67.1 | 494 | 10.2(0.02)
Sleep modifiers | 442 | 399 | 435 | 476 | 1.800.6)
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