o] FaEd we 5

AH[XtQ| F B0 TE f~4HE JTISAES
r

L2
Mesao] e 17

eete Abe - A A HO b FoE () - A T RE
Ryl zlo] FEstel Fwlel TR L PPHWR ot 4YF AuH
MBS opy] AZth A4S 42 A A BFA Q2wA, HED B
A A TE el Besn RS E4A 2k bed 5L FTE
oggon wekdel ghom, Aol e A ANe $4 W Feso] FxwuA

Q

(MIFAFF, 2009) &vte AA48S d9istr] S 259 A - 75 - 41 -
WstE sk

tlEo] #ehat 7Ee] daow Q& MR AEFH TteHo]l sAFoRM whE
Hrjolsol AE su|FEe W37l o9 7MEsE L Qo
Astar w7 9w I glo]l wEA HHAT + 3
oF 7ha A% O L& f, Processed food)o] A& & BEES A3t F271 A
HAxox F7kta AvH(Kim 5, 2000). FAA SR Sevete] ThEAE wEdS
1997 ok 16x9ell o, 2003 ¢F 23x9°% 6 3t °F 43%7F & o
2 A A3l o) & sk $h(KFIA, 20045 Kang, 2008).
].;T'_ 1%0 NJ—_/] % 11%:.2:./‘}\]—% 7_1|—71—_/] E}HO N—gq 7]—
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rE
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[e) = =
Agdoel whel kst FEE AlxzEoAH, 107k Fsh= 7haAEe dH T 7
& 244712 AHgetn Y B2US AFS HY - 2ud Fogolel wu uR
Askel g7 ARsheE WHoRN, FAE - &7 R - Ak 5oy F - FA
=9 o= & AEe] AFHol flo] vdeA EEHa v 53] FabE 7heAke
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sk FARES] 90% o) ol&ske Hul - ZA (Jung & Lim, 2002), F

& Sl SERHEAxY Azt 3 ¢ s Bk oy, A TxHE AT
o] - FA - A - o] - - %fﬂ A 5 gk FREZ G- s
Atk 2003d Fdl FAEFEHE F oA oF 8% % 2 2AE o
(MOMAF, 2005), A AAAcZE 709 7, $2lvetelds oF 39 MY FatE%
Hol] e @EE e Ak W &) 7h o] Fojx ol 9l 3 (Lee, 2006)°]t}.
AA Yaree] 7295 A A= (MOMAF, 2005) 2 407} @
Rom, olF Fdl FAE HEst FAETIEAE Avke] oist

OHH rﬂa
10

ﬂ
!
o b
oo 2
BN g
—i
= or
Rl

B~ rlo Jm BN
=
2L
it
off
o BN
o
o
=

e
i)
o2
%
19
N
g
=
__)rl_t“
1o
ol
N
N
=
X
=
St n{m

S (MLTM, 2003; Kim, 1999; Jang, 1994; Han &, 2000; Bonna

KH, Bjerve KS, Nordoy A, 1992; Grundy SM, 1986). 3t Au]zE52] <12)o] !

el A F7 9 AAA A or MEstAA ddele A% W Vs AFoE <l

AEo] 23 Qlo] AAE AL HAdsky] f1E B ow An7F GoiEa Qo 1

A Az Hul FAbE AB[EFE 009 olF AW+t 2.9% St '07d 2 VE

55kge 7153t 9l om (MIFAFF, 2008), ol =7l 1909 FAHE An|&o] Ayt
T;L

WAL uHL ATjQIE Y Ake Aokaty] dt @
DA A R G FAEATAE B 2o ARG B4 0 4ol 2
Zo s AFAG Aue] wgse] 35 A%How g Ao AR vl
. %, aHAES AEEAs Fraee] wesl AL dold A AYEd
so wet A% A% JPol AR5 HEE AL FLE QA0 2§

2} A F7hA theksl A5 (Lim, 1989; Lee, 2005; Han, 2006; Lee, 2008;
Kang, 2008; Lee, 2009 s)°l gal 7t ¥ oz A47F 2dxo] g5
T Beta, FAETIEAES YR 3 dge AR g AFo|t), o3
Aol B AFs FAETAES THOE 2HAEY] AndgEE AFTFOEH,
M| A7Y FFekE sl A S WAt Rl FuRE ThofeteE AS

ﬂJ

AR BHOR Utk ot FF 2ulA |59 thepats Ay eFel wE A
AFEAE A PR AE 9 5o AAY Ayl Az g s
B DAFYE FFBW ohiel tobrt Ty FABIFHENSY $H - A
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2.1 ZAY R 712k

AEZAFE TA A 2D A
1070 ol FAHETFE A FS HHoH AEol Qv An 12}2 ﬂWOi o}oﬂt}
ZAPZ1ZEE 2010 5€ 193 F
o, wxy dEAE F 65004 ﬂ#% A= 613%‘—@#% 94.3%) R o™,
o] F SHuUlgo] A 7" HEAE ALst F 562585 Aol AFEISIT

2.2 ZANLIE B UH

2 AT AEAE ke
o7 dto] Z+F KA W AF=F

WA A4S S oAb A ol
& Jung, 2006)2 2udty, Gluckman(1986), Charters et al.(1999), Morey &
Spark & Wilkins(2002), Kim(2002), An(2006), Han(2006), Kim(2008),
Lee(2008), Lee(2008)% A+E 7|22 £ AT 9@/ HAEwdds AASSH
ol ¥ AFeM= &R (), AxAA, FE71E, A, W, ARl dS
A, AEHE |5, U, FEd 3, Fa 9 FE, AXRIARIAE), 7HA
shlsal 2l © AR (OIWE) O] F 14709 &S A|ASke] Likert 573 74_‘::_(1ﬂ—
FTQskA o, 23 -F Qs oy, 3 -REolt, 43 -F s, 53 -m¢
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A2l A3 (Peter & Olson, 1987)%  Ywulstd, Engel &

S 7|¥ke 2 Han(2006),
Kim (2008), Lee(2008) Park (2008) ¢} Oﬂ?’“‘ ZLZo}O% 2 AT HHof wrs A
TEds £ - meste] AFAdEgith Frdeudd 2 & 127 2Fgoew
Likert 53 HE=(1H-H38 29 ), 28-09% 4}, 37-RFolth, 48—
gop, 5 - 2¥thE SHs3T
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AR FAE7EEAES] o] &S dotsty] e FFow T Wol Fujste A
F oA AZ AE, €87 A 25, s, T ZRY, el 3o wsre] 7
N Edow FAEA

A, FatErteaEe] FF FuoeE getstr] ¢ el g
Rom ogAA, AFEATA A A 4d, dol, 3y, A9, 7= 734
T 3 7S FH, AT A, €97 AAE AEH], €9 FAEVHEAE T v

-
& LIYF 207 TAAL.

BE Fge quzAbE Foel AHEe B4 PF ¥ AT AREgel A4
G, ABAFS F7AU BAH ATE AF 450l AEl ATAN I
W, Beld, 1FY, AAGCR Agetel BIS THY

2.3 A& 24 iy

FHE 259 FAA A= SPSS 14.05 AFEekith 7 lEAsty 54 9
FAETRE A EO ol &AHE Totatr] fE WE, WEs, By 2FEa 59 )
=% FAS AAsiglon, A& W FEHe AFEe gEEE HF6H]
Aste] @147 Cronbach's e Al4E AbE3th 3 FAE7HE 252 AEs
A3 FE g e AEAdS B TA (Correlation) & FA45FA T B Ao A= x4
Wy E ARgste] T8 AWy 0}‘/];{]“} WHEE 2He] dAle 43S v & Qe
A ULE) AN ES ATEA e 2FAIA K Fujore] JFHS EA5H7] 9
3 o374 ((Multiple Regression Analysis)= 2Al 89t}

. g1 o =t

3.1 ZACH AR QIR SHEEEY
ZAFRAERFE] QI FEATAEA LS <(Table 1>04 A|ASE vpel 2o}k, FAME7FEA
o Tl Aol A= 562uu AR F 914 (60.5%) 0] B4 (39.5%) ol H] &l
FolAdo R =A e, A9 264FE 354 ©]sH(32.7%) 7t 7Y Eskow,
254 ©]3}(30.1%), 36*1] 01 ZHH-E] 554 ©]3H(10.0%) w2 X F HQla, Hi A
g2 32.9542 el
e gty A18(36.3%) ¥ HE(35.8%)°] frAtet vl&S HAow, A9
A(31.5%)0] 7F& moki, dul AFRZ (27.9%)0] HE olqty. 7= =
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ouAe] FralElo] we &

(50.2%)0] FHuFE AAPon, o F uEolm x| A AFsE 7}
(38.6%) 3 71EolW] Ag B AFSE 71 (36.7%) TARET ¥ 5w

pu

UEbR 715 Ae M2 (60.7%,)°] 7P w2 Ao TAME oW, 49 T

5L 3000 o)A 4009HY WIWH(25.1%)°] b wWera, 3009k w]wmb
(22.4%), 6009+ ©]%(20.4%) o2 YElow, HF2 448.86Wd o= ZA}Q
ATt € F YA ER = 357 vuk(28.0%)°] 7HE B Ao ® YERR L,

T ol 60THATINE(26.6%) 0] 1 HE oIt o T, €H T&gﬂfg—é}%iﬂ

TR g2 1Rk o]} 5k Rb(51.3%) 0] IykFold o R LrERE

<Table 1> The Demographic Properties

N(%)=562, ¥
Variable Group N(%)
Male 222(39.5)
Gender Female 340(60.5)
25 and under 169(30.1)
26- 35 184(32.7)
Age 36 - 45 135(24.0)
46 - 55 56(10.0)
56 and over 15(2.7)
Average (standard deviation) 32.95 (10.03)
High school graduate(12 years) 62(11.0)
Undergraduate(13-15 years) 204(36.3)
Education University graduate(16 years) 201(35.8)
Postgraduate(17 years and over) 2(.4)
Average (standard deviation) 15.37 (2.33)
Professional or government employee 44(7.8)
Office employee 157(27.9)
Job status Sales or Services 63(11.3)
Student 177(31.5)
Housewife 67(11.9)
Other 47(8.3)
Single 91(16.2)
Tf’;‘;f”;f Husband and wife 38(6.8)
Husband, wife and children 423(75.3)
1 23(4.1)
) 2 44(7.8)
Size of 3 102(18.1)
family
4 282(50.2)
5 and over 90(16.1)
Residentia Seoul 341(60.7)
| district Gyeonggi 172(30.6)
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Other 41(7.3)
Total under 3,000,000 98(22.4)
average 3,000,000 and more, under 4,000,000 115(25.1)
monthly 4,000,000 and more, under 5,000,000 78(17.0)
household 5,000,000 and more, under 6,000,000 70(15.2)
income 6,000,000 and over 93(20.3)
Average (standard deviation)
under 350,000 134(28.0)
Average
monthly 350,000 and more, under 600,000 149(26.6)
expense 600,000 and more, under 1,000,000 47(8.5)
for food 1,000,000 and more, under 2,000,000 116(20.8)
2,000,000 and over 32(5.5)
Average (standard deviation)
Average
2:;';::’(; under 10,000 60(10.8)
for fishery 10,000 and more, under 50,000 288(51.3)
products 50,000 and more, under 100,000 81(14.4)
100,000 and over 57(10.3)
processed
food
Average (standard deviation)

FAETLE A E 9] o] g A= <Table 2>9 vl Av| RS0l 7}4 A5 Fujsls=
F 9 HEshe AFS A7 FX(78.8%, T4.4%) T SRl M wokon,

B
ko

& o

TSl 181~337F 82.6%% M8 A WERRTE itk FeiAE S
FEJANZ(71.7%) oA =7k dE= Follstal dglen, AEa) dd gre
el dsol ol AFAAMFIL(GL4A%) S T3 Aok Aow AT
S5t AL 2 S (75.4%) 02 AMEEY] SaMdEte Sde] b ggten,
ol thell thepa=o] FufabEe] v (44.8%) 8k AT

<Table 2> Utilization Status of Fishery Products Processed Food

Variable Group N(%)
The most Pacific saury 34(6.0)
frequent Mackerel 17(3.0)
purchased Whelk 51(9.1)

product Tuna 443(78.8)
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anl Aol Fyaleo] me Sake hgaEe] AEs ol Bk oy

Hairtail/Mussel 7(1.3)

Pacific saury 33(5.9)

Favorite Mackerel 12(2.1)
product Whelk 66(11.7)
Tuna 418(74.4)

Oyster/Abalone/Mussel 23(4.0)
2’\2’:;22 18] ~ 33 464(82.6)
number of 42| ~ 52| 57(10.1)
63| o4&t 25(4.4)

purchases
Supermarket/Convenience store 128(22.7)
Large-scale discount store 403(71.7)
Purchase

place Department store 10(1.8)

Traditional market 3(.5)

Internet/Home shopping 9(1.6)
TV/Radip 119(21.2)

Purchase Inte.rnet/News.paper/Magf?lzine 54(9.6)
information Neighbors/Friends/Relatives 49(8.7)
resource Product Ads displayed in the store 306(54.4)
Clerk/Staff 10(1.8)

Other 18(3.2)
For meals/For side dishes 424(75.4)

Purpose of For snacks 49(8.7)
purchase For travel 29(5.2)
For family 11(2.0)

For accompaniments of drinks 33(5.9)

Very dissatisfied 6(1.1)

Satisfaction Dissatisfied 34(6.0)
level Average 249(44.3)
Satisfied 252(44.8)

Very satisfied 16(2.8)

3.3 EXEFO EfeN U MBE HE

2 A7 A B A5S dd AA 5 7424 Cronbach's a7l
2 AbEsEel A, QA A shbe] uhHel FAAREA S o] &35Fgith e Q14 A
(Factor Loading) & =°]7] g3l g9 A (Varimax with Kaiser Normalization)
s AAETE ol o] Ay Yyehes 29 gt deE I5H
(Eigenvalue) 19¢]7o ol Frofl 98] <Table 3>, <Table 4>%} Zro] AAF
pa=

>

o2 4>
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<Table 3> Analysis of Reference for Selection of Fishery Products Processed Food

Factor 1
. ! Factor 2 | Factor 3 | Factor 4 [Cronbach’s
Attributes Product . .
. Brand Recipe Price a
Information
Manufactured date .862
Expiration date .855
Country of origin .790 .844
Food additives 722
Content of nutrient .565
Advertisement and promotion .827
Recommendation .683 696
Packing and design 657 '
Manufacturing company(Awareness) .620
Ti k .87
ime to coo 870 807
Cookery .866
Price .807
Discount event or complimentary 723 .656
Volume(Quantity) .698
Eigenvalue 3.058 2.211 1.916 1.833
Factor loading 21.840 15.793 13.687 13.094
Accumulation loading 21.840 37.633 51.320 64.413
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3.3.2 =TS AF FH6 =0 thet Etdd A4S

& = o}# <Table 4>9} #r}. Q9
Ast7] 18k 4+ Qolo] MAREALS AWEd £ Qe ALE e of

=
#k (Eigenvalue) & B5F 1.00]749 A& 722 319, T A4S 66.72% %

o]zl 3
Aetth. A4 Ay el 47EA 8] AeE EREen, 7244 eQle Sl wt
8dls FEY , s<2E WyA | e]I3e aHEA, Q4E AAY
oz} Wit 7Y T Q2@ 7 7P =A vEtwer, 1 HE ol
QRI3(ALHA), 24 (BAY), 812 HA) =o= YERET
<Table 4> Analysis of Pursuable Benefit of Fishery Products Processed Food
Factor | Factor Factor Factor
. 1 2 4 Cronbac
Attributes : 3
Nutrie | Conve _ |Ecomo| h’s a
. Quality
nt | nience ny
1. | think fishery products processed food is good for health .845
2. | think fishery products processed food helps my diet. .844
3. | think fishery products processed food contains nutrients 892
necessary for the various age group. 792
4. | believe that ingredients of fishery products processed food
are fresh. .668
5. | think fishery products processed food save my time to 812
cook.
6. | use fishery products processed food because it's easy to 810
cook and convenient. 508
7. Fishery products processed food can be used easily during 786
the travel.
8. | can easily find and purchase fishery products processed 731
food around me.
9. | think fishery products processed food needs to be .876
developed into quality products. 645
10. | prefer fishery products processed food that contains .782
quality fish rather than cheap fish.
11. | purchase small amount of fishery products processed food -840
when | need it. 482
12. | purchase fishery products processed food at a sale or an 652
appreciation event.
Eigenvalue 2.712 | 2532 | 1.512 | 1.250
Factor loading .602 |21.099/12.599|10.420
Accumulation loading 22.602|43.701|56.29966.719
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3.3.3 sM=/ESAF MUY EdD FH6He 2HEY

FAEEAEY o A AuEY e w

S 7t
A&l Person® A& A#AATE AESFU S, 1 A= <Table 5> 2t A8
B T AFRAR, BAE, 2R B g, B, 1A, AAR A FAl
HAIE Hols ZAo® Yewt ofe AFAR, B, ZeURlS 1o s
v Ak FAETREAES SE 99, By, 19A, AAdE FEE 9
ok ek AEEY F 7HAS g, HeAd, AAdCdA = FEQ dAE Bl
), o= 7HAE agste] Fujske AHlAbeE ARV A RS SE Y3, HYA,
BAYE QA ge onl st

<Table 5> Relations between reference of selection and pursuable benefit of fishery
product processed food

Pursuable benefit
Attributes
Nutrient Convenience Quality Ecomony

Refer Product Info .90* 203*** .278** 120*
ence Brand .366*** 192%x+ 242%** 273

of
select Recipe .290*** 231*** 194%** .200***

ion Price 194%+* .364** -.028 343%**

'P<.05 "P<.01 "'P<.001

L

3.3.4 HE#H o YUH FH

4
24
it
N
of]
1%
g
lo
=)

S5 9l o] oid oA S Bk skl Got
7] 3 v 3 A (Multiple Regression Analysis) & AAISFATE 37153 <
] = Fr7] g8 SHHTE M g3 A4 (Multicollinearity) o1& HAF
stelom, 1 A3 FAH(Tolerance) $F WEF5% 2]l (Variation Inflation Factor
VIF)el est  FAdAAGF7E 25 10l 7h7ke Zlow yeon, VIFRE 19 v
= = Holu Slo] vs3AdAdY wAle Sl AoE yEwt =
AHEZbE A el gt SR Fuioes SRAEY QITEARA HAL
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) k9] 3] elol )

A4, vol, sty A, 7FEFE, 7S 7, ATAY, €987 A4E AE6], €3
FAEZIE A e g, €8T A5 AT TS vH e o Fut
o}, ZAMAFALY] QlFEASRA EA B EAHSo JES ALH EBAEaAt o)l W
T2 3 Ao LA TH(Model 2). o] <Table 6> <Table 7>& E3] A3t
9Tt

PR

3.3.4.1 $£LMEISAES UHFTO| ot X HLO MOfH FEH

Model 12 SAMFRl Q&4 5ol AR He 459 e vA= 9
g gorsty] gl AAEANSH, Model 2& AT7EAE A 9 AR
w9 AEEA, Foelge] kel mAE JdFHe EHs] fs AAEI
Model 1A Fib=7tgaFEe] jtSke] dFS vA= e A (@fz/Au s
), 7 AFAS A, 9987 A48 ASHE e ol FabEThe A

ol

Fo T A FR AR aA/AN AR 99 kS b g2 T

et HHETE g5E AARRTE 3 Al AFehs LnART A&l AFehs
2ol g A" AEHTF e 2nALSFE FAETHAES el diw
7 EaE AUETh Model 2014 wabEvbe A vbSRe 9FE A
Ags AFAS A, 228, 99, B4, BAd R YEiwd. ol Al
AF8hs 2HIARG Mgl AFes anAe] FatEvbeAEel Wi STt =
on], FAbETeAE T Al U E TR AuSHoR uddes, JE
A dE, A,

A AARE FTEFE NS 255 v dth

Model 1914 FANFE AMERS o 5.7%2 2H9E& 23 or, Model 2014

A2 AAERG S 3N TS wole= Aol 11.7%%2 F7Fskith

<Table 6> Relative Influence of variables on satisfaction level of fishery products
processed food

Dependent Model 1 Model 2
variables
Independent variables B(F) B(E)
Gender: Male -.090(-.065) -.072(-.055)
Age -.003(-.041) .001(.013)
Education -.026(-.091) -.011(-.037)
Demographic Job: Housewife

properties Professional/Government employee .042(.018) .175(.077)
Office employee .110(.074) .209(.150)

Sales/Services .289(.137)* .237(.119)

Student .052(.032) .219(.143)
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Other
-.164(-.071 -.015(-.077
Type of family : Single ( ) ( )
H if
Husba:zbi:i?ea;:dvzhﬁldren 281(.108) 181(077)
Si;e of family .164(.099) .143(.093)
.087(.137)* .050(.084
Residential district : Seoul ( ) ( )
G .
’(';‘:]r;fg' 010(.006) 058(.041)
Average monthly expense for food ~381(-152) ~268(-113)*
Averal 2 monthl yex Znse for fisher ~001(-127)* :000(:347)
; roducts yroc:ssed food ’ 001(007) -000(-392)
P P _ 000(-019) 000(-.058)
Average monthly income
Product Information .000(.000)
Reference of Brand -.020(-.020)
selection Recipe .098(.125)*
Price .039(.038)
Nutrient .124(.135)*
Pursuable Convenience .283(.237)***
benefit Quality -.081(-.101)
Economy .138(.122)*
Constant 3.616™** 1.791***
R2 .093 173
Adj R2 .057 17
F Rate 2.533** 3.078***
'P<.05 "P<.01 "'P<.001
3.3.4.2 £MEISANES Foizof it N HL4o AN HEk=

RS 40‘0}71 Sl AAE e, Model 2

= 4 L
25l ﬁ%*#*é, FrslEe] FuleEel wA= g 2Ae] As AAE AT
E3 Modell 32 75704 54 8l FAe7baade] AuEy, 789, ws

T7F Fuje] e wA =
Model 1914 FAbE7FEAEe] Fujolme F3Fs v X = E‘i
A &EH], G FAHETIEAE Fulb 2 YErst o= 99

AHETFEAE TR EEeE Pl =55 9v]skth Model 2904 FAME
7FeAEe Fuj e JES v WgE 9 FAETIE A E ], oA,
HAYd oz YeEtgtt ol € FFAEIIEAEY] b 7F 2EFE, FAE T2
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n| o) ol sl whe Ak b3 Eel HEEgel $ek ol

Fo THlE FE YUY 2 AYAH S FAETFF YR =55 AXFSTH
Model 304 FAbE7FEA %] Pl e S nX= Wy G54, 94, =t
S eyt & FAEZMEAEFS] s S Jd 9 A s F7EE,
Tk el digt SRV 2555 FF PR 255 v st

Model 194 FAHETE A3

BEE ANYS 4
3L

ARG S 34 2

<Table 7> Influence of variables on purpose of purchase of fishery products processed

food
Dependent Model 1 Model 2 Model 3
variables
B B B
Independent variables ®) ® ®)
Gender: Mal
en Aere ae 075(.068) 033(.032) 045(.043)
Edufation .002(.029) .003(.059) .005(.084)
Job: Housewife 011(-.047) 005(-.021) 004(-.015)
Professi I I
rofessiona /.Government employee - 126(-.066) 082(,044) 051(028)
Office employee
. .062(.053) 122(.110) 114(.104)
Sales/Services
Student 171(.103) .153(.096) 109(.151)
Demogr Other -.004(-.003) 177(.148) .182(.151)
-.183(-.102 -.009(-.005 -.012(-.007
aphic Type of family : Single ( ) ( ) ( )
propertie Husband and wife
R Husband. wife and children .128(.062) .046(.025) .019(.010)
Siyze of family -.025(-.019) -.047(-.039) -.053(-.044)
Residential district : Seoul 025(081) ~013(-028) ~022(-047)
G .
‘g‘:;?g' 048(.041) 071(.064) .065(.059)
Average monthly expense for food ~031(-016) 024(.013) 045(.024)
Avjra ’ mon‘t’hl F;X e 001(.130)* 001(.094) .000(.063)
fishe ; roducts yroc:c:ssed food 015(.158) 018(.194)™ 000(.091)
P proce .000(.036) 000(.021) .000(.026)
Average monthly income
Product Information .049(.062) .024(.031)
Referen
ce of Brand .010(.012) .020(.024)
selection Recipe -.021(-.035) -.019(-.032)
Price .002(.002) -.012(-.015)
Pursuab| Nutrient .184(.254) .173(.238)
o Convenience .303(.322)*** .277(.294)***
beneit Quality .009(.015) .026(.041)
Economy .058(.065) .029(.033)
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Satisfaction level .163(.207)**
Constant 3.454*** 1.210** .928*
R2 .072 .284 .295
Adj R2 .034 .235 .245
F Rate 1.892* 5.838*** 5.879***

‘P<.05 "P<.01 "P<.001

v. 2 & 2 A o

=~

B ATE FARITAEY AWAQ o] guH e Tol A 2uAst FsAl el
S &4 2 FrdAge selsn wEE 9 o] vxs Gae FYehid
shsach.

FABNFAE F 20ATL P AR Tose AFG b HEse AFl B

2] (78.8%, 74. 4%)5 vebgth € Hd S 1394 338](82.6) B $H0]
74 wgkom ) R F Qi (71.7%) ol Fuj7F o] FojA L itk o= Tl
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Fishery Products Processed Food Research for
Reference of Selection and Pursuable Benefit of Fishery
Products Processed Food

Kim, Jong sung - Ha, Kyu soo*

Abstract

Consumers show higher interest in fishery products processed food that
are effective for the personal health and good for convenience, nourishment
and taste. But current domestic research for fishery products processed food
1s marginal. In this respect, this research systematically analyzes consumers'
consumption patterns and relationship to comsumer's pursuable benefit,
reference for selection, satisfaction level and purpose of purchase.

This research shows results as following. Consumers consider product
information the most important in reference for selection, and convinience
the highest in pursuable benefit. And this research analyze influence of
reference for selection and pursuable benefit on satisfaction level and
purpose of purchase using demographic properties as control variables. The
variables which affect satisfaction level are residential district(region),
recipe, nutrient, convenience, economy and the variables affect purpose of
purchase are nutrient, convenienct, satisfaction level. If this result is used to

develop new products and industrialize fishery products processed food,
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Department of Venture Management, The Graduate School of Venture, Hoseo
University,

1463—10, Seocho—dong,Seocho—gu, Seoul, Korea. Tel: 82-02-523-3015, Fax:
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consumer market of fishery products processed food can be expanded. And

this result can be utilized as fundamental reference for sales promotion.

Keywords: fishery products processed food reference for selection,
pursuable benefit
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