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A Study on Purchase Intention to Factors Related to Well-Being Food

between South Korean and Chinese Consumers
9J&}9H(Hai Bo Lin), ©]%4](Seung Sin Lee)
Department of Consumer Information Science, Konkuk University

<Abstract>

Since 1992, with the beginning of trade between Korea and China, their commercial relationship has become closer than

before. As a result of better quality of life, the consumers of the two countries value well-being more the before. Thus, this

paper examined the information search, awareness, purchasing motivation, and purchasing intention of well-being food of

Korean and Chinese consumers, and identified the dominant factors influencing the purchasing intentions of well-being food.

Firstly, the information searches of well-being food showed significant differences between the Korean and Chinese consumers.

Secondly, the awareness of well-being food between the consumers of the two countries did not show significant differences.

Thirdly, the results about the purchasing motivation of well-being food showed that the Chinese consumers had stronger

purchasing motivation related to “social responsibility’ than that of Korean consumers, and the differences were significant.

Fourthly, the results on the purchasing intentions of well-being food indicated that the Chinese consumers had greater

intentions than Korean consumers. Fifthly, for the Korean consumers, the variables influencing the purchasing intentions of

well-being food were the considerations of health care, purchasing motivation (‘personal desire’), and the awareness of

well-being food. For the Chinese consumers, the awareness of well-being food, gender (female), information search of

well-being food, and education were formed the main variables.

ATA| 0] (Key Words) : 4 2] (well-being food), 717 2] = (purchase intention), " X254 (information search), --"l-5-7](purchasing

motivation), ?14}(awareness)
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Table 1 Reliability of the Scale

Variables Contents Cronbach’s a References
Health care The extent of health care 0.745
Information search to the Family Members, Friends, Tv, News, and Magazine,
well-being food Advertising, Internet, Salesman 069
Y. Yang, 2011
Awareness to the well-being food g\;:lllc_ Tgn(;f f\(/)\f)eél—:ﬁglghffods, relationship between 0.784 i/l P]El?;,zgéég
H. Jeon & M. Jae, 2007
Purchasing motivations to the Purchasing motivations for "Pursuit of health’, “Social > qwl' 2011
. DT, . 0.841 S. Kim & M. Park,
well-being food responsibility’, “Emotion’ 2011
Y. Yang, 2011
Purchasing intention to the L . D- Kim, 5. Kim, & K.
. Future Purchasing intention to the well-being food 0.822 Lee, 2011
well-being food
H. Yang, 2010
Y. Jang, 2011
Table 2. Demographic Characteristics of the Sample South Korea: N(%)=140(100) China: N(%)=140(100)
Variables South Korea China
N(%) N(%)
Male 60(42.9) 73(52.1)
Gender
Female 80(57.1) 67(47.9)
) Married 49(35) 74(52.9)
Marriage .
Single 91(65) 66(47.1)
<29 79(56.4) 80(57.1)
Agelyears) 30-39 28(20.0) 47(33.6)
>40 33(23.6) 13(9.3)
M(SD) 31.46(9.85) 29.34(6.00)
<12 34(24.3) 10(7.1)
Education 13-16 94(67.1) 105(75)
(vears) >17d 12(8.6) 25(17.9)
M(SD) 14.52(2.22) 15.96(1.82)
Professional 17(12.1) 30(21.4)
Public official 24(17.1) 30(21.4)
Job Own business 27(19.3) 20(14.3)
Student 46(32.9) 28(20)
Others 26(18.6) 32(22.9)
<100/ <2000"" 55(39.3) 54(38.6)
. 100-200/2000-4000 41(29.3) 53(37.9)
M‘(’;ill%olggfme 200-300/4000-6000 27(19.3) 16(11.4)
=300/ = 6000 17(12.1) 17(12.1)
M(SD) 164.07(146.5) ¥3565.36.29(3333.56)
<50/ <1000 77(55) 69(49.3)
Montht allowance 50-100,/1000-2000 50(35.7) 44(314)
(W=yl 0000) 100-150/2000-3000 7(5) 15(10.7)
=150/ =3000 6(4.3) 12(8.6)
M(SD) 67.52(53.93) ¥1779.5(1818.69)
>40 18(12.9) 24(17.1)
Health care 2.8%~4.0 90(64.3) 105(75)
<28 32(22.9) 11(7.9)
M(SD) 3.14(0.71) 3.53(0.65)

a) 1¥ =180% (2000¥ =40W)
b) per capita GDP(2012): KOEAR 24,849,000%, CHINA 3,781.6¥
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Table 3 Information Search to the Well-Being Food between South Korean and Chinese Consumers
South Korea China
Variables T
M(SD) M(SD)
Obtain the 1.related mformat}on about well-being food through around 3.07(0.89) 3.40(1.03) 28494
people (family members, friends, etc.)
Obtain the relate§ information about well-being food through TV, 3.19(0.90) 3.21(1.09) 186
news, and magazine, etc
Obtain the re{ated information about‘ well-being food through the 3.03(0.98) 3.11(1.00) 663
market advertisements, and commodity trademark
tham. the related information about well-being food through the 2.46(1.03) 2.78(0.99) 26734
induction of the salesclerk
Obtain the related information about well-being food through internet 2.87(1.23) 3.20(1.02) -2429*
Total 2.93(0.53) 3.14(0.70) -2.899**
*p < .05, ¥p < .01
Table 4 Awareness to the Well-Being Food between South Korean and Chinese Consumers
South Korea China
Variables T
M(SD) M(SD)
Regard purchasing well-being food as environment friendly 46(0.87) 3.37(0.91) 807
Regard the raw materials as environment friendly 3.48(0.78) 3.43(0.89) 499
Regard the well-bing food as no side effects 3.27(0.85) 3.36(0.95) -.865
Regard the well-bing food as full of nutriments 3.59(0.67) 3.50(0.90) 904
Regard using well-bing food as the way for more happier life 3.28(0.98) 3.77(0.90) -4.376***
Total 3.41(0.57) 3.49(0.71) -946

w5y <001
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Table 5 Variables of Purchasing Motivations to Well-Being Food

&k Aol FES e flsl o] 2.5250]11, AW #
TRG TIaRke] drE Wtk 29138 QSR

3. 2HlAfe] YA E hE Tl 5]

APE O & 302 YEith 1) LAFe] tigk Fujs7] 89
Sk - F Anxpe] AR 2Ed g

AW Ao Y3t 212 HAS A2 A¥e <Table 5>9F #th
o 2A] 8RR duE BY F

Foll gk Q1A A=E AHE 2 8212 FEHIL 891 AT

AHoZ St Fo LA alfgko] 2902011, A EAR- 26.39%,

Variables Factorl Factor2 Factor3
Purchasing well-being food for deriving low calories 883 125 117
Factorl: Purchasing well-being food for deriving low fat content 848 154 186
Pursuit of health pyychasing well-being food since they have effects on weight loss 807 .050 280
Purchasing well-being food for preventing obesity 760 314 -.002
Purchasing well-being food for considering the environment protection .085 805 181
Factor2: Purchasing well-being food for the responsibilities of consumers 127 749 -.037
Social Purchasing well-being food for leading wholesome consumer culture 186 720 302
responsibility
Purchasing well-being food since it can benefit me and the people 05 716 e
Purchasing well-being food because of my curiocity to new products 190 041 814
Factor:3: . Purchasing well-being food is conformed with my own hobbies 109 194 .796
Personal desire
Purchasing well-being food for keeping my dignity. 140 326 713
Eigen value 2.902 2.525 2168
Pct of Var (%) 26.385 22958 19.705
Cum Pet (%) 26.385 49.343 69.049
Cronbach’s a 0.873 0.824 0.751
Table 6 Purchasing Motivations to the Well-Being Food between South Korean and Chinese Consumers
South Korean China
Variables T
M(SD) M(SD)
Pursuit of health 2.94(0.95) 3.07(0.89) -1.119
Social responsibility 2.52(0.86) 3.02(0.75) -5.087***
Personal desire 2.55(0.79) 2.60(0.93) -576

w5 <001
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a1, A Bk 19.71%, AFEE 07512 Yt =3t T AR AYAE Felwel ik #H W
FE A JFgFHS ARt ¢4 HEE s
2) 3 - F AHIRY AYAE dig FulET] A= AL getsty] flske] FAFEH (tolerance) 9F w4HE
Sk F AR AR AEd g FulE ] ARE A SRIVIF) S AT mebA st T3] A jg
B Ay <Table 6>3 2t} 7] Aol 9y A5S AQsiHon, U] W
St AR ARF o g FelETE #ol < Tolerance 0.1& Z3}3}al VIF gro] 107|THo. 24 S|
@ i}om S ACZ ekt AEA Ao o Tl AT BAY 98-S 18 F B4 o) g3t 4,
S9u3t 2Jo)E BYon TR} 2 v} 292 7PH 4 (Dummy Variable)} 5t¢ 3] A4S AA|

'wa A 9P SIS e SR e, S5, $4T DA <Table £ 2
NAEF A g FulsTIs fFolgh ztolrt Yl AoR FRHE B A E Fojoxo e F3S vl W
UrebsTH FEE o] 49 A7) BAE(R=0256)7} 71 2 FF
< U3, 1 o sl 9E7)(8=0.226), 4
4. 2178 WYAE Y Fohelw SEel HE [HE0179) mom UER $HE B
DA Fol i3k Q14)(8=0.320)°] 7HF & FFS PIHA,
1) & - % 282 4Y4Ed g TridE s 7 The-& A3 (1R)(B=0.168), FEFA(B=0.158), 3+ (B
S T Anate] dARAEed e Frioe AEE =0.137 —fEP_ et & @59 Avixke 117 A
AR ANE <Table 7>3 2th HA o2 g=htt 5 T, NG gt 7], AR AEe tigh 914e] =
S GF WA U AN E e sle ags ISl O Be ASE Ukt 2R2EIAE
2 Uehdth ol FRauAE) 5 @A sl ek @uAEel dig 94, 3R A9 B, AR, o
© B AFDAT A QA o e AANE o] 5% TSIEA O we Ao ek 3 B
of mE Aol ae] Aol W WA FAIH B 2, 5% wE A tja d4lo] W pulelse] 4
A3} AR A dFE F= A= Yehy A3 A7(H. Jeon and M.
EPUZ W0 e AF1H0l RIS WIAES ol Jae, 2007)5F DABE A0 Uehgeh w3 FHaHA

5
£ Zoltk, e WIAES olga] As) AFHeE A9 WYAF) U AugAe DY Toloe] FHal
A} MG TAG o] drkee BPIA AU JBL FE A0R UEhh 4397 S Lee and M.

oAt WUAEG e TRl O B A0R  Ryu009)e] ATOIA vie) AU AE 26 @50 WPl

UHERs T AR 57 283 JFS AT YYD 2HE AA
ki qlok
2) ¢ - T 2R AYAF Fujolro] tigh #H W A9 AHEe dare] AS 427%0|9031 T
Eo] o3k 59.4% 2 UFERSITE

Table 7. Purchasing Intention to the Well-Being Food between South Korean and Chinese Consumers

South Korea China
Variables T
M(SD) M(SD)
Purchasing well-being food when possible 3.66(0.73) 3.69(0.88) -296
I will purchase well-being food even the price is risen 2.83(0.90) 3.21(0.90) -3.583***
For using well-being food I can devote appropriate time and money 2.70(0.92) 44(0.87) -6.860***
Purchasing much more well-being food once if the buying becomes more easier 3.36(0.94) 3.41(0.90) -.389
Purchasuﬁlg much more well-being food once if it is better packaged and easier 3.47(0.99) 3.44(0.96) 306
for cooking
Introduce well-being food to others 3.35(0.85) 3.41(0.97) -.589
Total 3.23(0.65) 3.43(0.67) -2.576*

*p < .05, **p < .001
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Table 8. Variables Influenced the Purchasing Intentions to Well-Being Food between South Korean and Chinese Con-

sumers
Purchase intention
Variables South Korea China
B(B) B(B)
Gender Female .050(.038) .226(.168) **
Age -.014(-.019) .001(.005)
Education -.018(-.063) .051(.137) *
Monthly allowance .001(.209) * .000(.024)
Professional .039(.020) -.006(-.004)
Public official -.218(-.127) -.183(-112)
Job Student -.039(-.028) -.184(-.110)
Others .096(.058) -121(-.076)
Information search of well-being food -.010(-.008) .153(.158) *
Awareness of well-being food .202(.179) * .305(.320) ***
Health care .245(.256) ** 126(.122)
Purchasing Pursuit of health .066(.097) .083(.110)
Motivation of well-being Social responsibility .097(.129) 117(.131)
food Personal desire 186(.226)** 074(102)
R’ 427 594
Constant 1.478 -201
F-Ratio 6.641%** 13.055***

*p < .05, *p < .01, *p < .001
Dummy: Gender(Male), Job(Own business)
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