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Abstract

A total of 100 adults were surveyed on types of favorable meat products. They tended to show
much of unsatisfactory on the market products. Those unsatisfactory were mostly conceptual such
as instant products, unreliable raw materials, sanitation conditions, list of unfavorable ingredients, mix
of harmful additives, and etc. The results indicated that the consumers purchased the products of
ham, cheese, chicken, sausages, and canned products mostly at medium-large marts(56%), depart-
ment stores(22%), retail stores(19%) and others{(3%). They were also concerned with the distribution
date, prices, shape of packaging, and etc. The types of products and frequencies of purchasing various
products were varied by time. For the purchase of products, mixed items were more favored rather

than the single items.
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Fig. 1. Consumers’ attitude towards proces-
sed meat.

Wbm

% Cooked Chicken
@ Beef Jerky

W Korean Processec
6% W Canned meat

Fig. 2. Consumers’ preference for processed
meat.
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Fig. 3. Consumers’ recognition of pro-
cessed meat products.
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Fig. 4. Consumers’ preferencial categories of
processed meat products.
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Fig. 5. Consumers’ checking points when
buying processed meat.
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Fig. 6. Consumers’ distress factors for meat
products.
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Table 1. Frequency of processed meat purchase (unit : %)
1/day 1/week 1/month 1/3month
Ham 3 59 34 3
Sausage - 32 57 8
Bacon - - 24 12
Canned meat - 14 63 15
Korea processed rib - 18 27 4
Beef jerky - - 16 17
Cooked chicken - 5 23 30
Table 2. Dining pattern of processed meat (unit : %)
Break{fast Lunch Dinner Week days Weekend Holidays
Ham 18 33 46 47 22 13
Sausage 3 37 42 32 24 20
Bacon - 2 18 13 24 29
Canned meat 4 11 24 19 25 20
Korea processed rib 6 17 20 10 23 18
Beef jerky - 2 42 12 33 29
Cooked chicken - 2 26 17 24 23
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Fig. 7. Consumers’ attitude towards food
additives.
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Fig. 9. Consumers’ preferences of meat pro-
ducts as a gift.
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