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ABSTRACT

Objectives: This study aimed to analyze the consumption values of fast foods among
American consumers and compare the consumption values according to the levels of health
consciousness.

Methods: An online survey using a self-administered questionnaire was conducted on 351
American consumers. Based on the median health consciousness score (3.83 out of 5
points), the subjects were classified into the low health-conscious group (Low group) and the
high health-conscious group (High group). Factor analysis was used to extract factors for the
five consumption values (functional, social, emotional, conditional, and epistemic values).
The differences in the consumption values between the two groups were analyzed.

Results: A total of 14 factors were extracted for the five consumption values and 9 factors
among them (convenience, healthiness, and taste in functional values; health-conscious
people, young, busy, obese people, low class, and budget restricted people in social values;
guilt in emotional values; accidental situations in conditional values) showed significant
differences between the two groups. The Low group had a higher perception of the factor
of healthiness (P <0.001) than the High group. The High group had a relatively higher
perception of the factors of convenience (P <0.001), taste (P <0.001), and guilt (P <0.001).
In addition, the High group perceived the social values of fast foods more negatively. The
High group consumed fast foods less frequently than the Low group and perceived their
health status and healthiness of eating habits more positively.

Conclusions: The results reveal that the health consciousness level significantly influences
consumption value perceptions about fast foods in American consumers. Policymakers and
marketers can develop effective strategies based on the results of this study.
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PAEFE = (HEAS F781 vk duRlE2] g5l ueh whdst AL E o2 53] nl=lo Mg &
Q3 A E ZAE Yt 2013 ~ 20169 v]5 T3 A (National Health and Nutrition Examination
Survey, NHANES) & #4¢t Aafe] b=, 421 F AL G AAEFES 3 S vl &o] 36.6%%.2.H 53] 20 ~
30t19] F2 Ao A9 1 HlEo] 44.9%°) SEISIEH1]. AU IAEFE HH = FA8s A8 (2] 2 8Tz
AW [3, 4] o7 QI8 AHA o FA7E A7 = o] gtk

Ol

P

SAEFE HH 0] GBE v Qoo Al e AR FEo] AWHGE), 53] AGHE, e 2E5E A
Wok /M, o Bol IAEFE HAT HAsHe 2010) Aoz el YeH5-T]. A AF Aeeli= P, A 5
QATEALA 291, AF] 1A, 2557 5 AFE] - AAA e ohjeh Al dh But Azl i A e
AelA 99l Fo] G vAA ArHE, 0]. 53] AnlArh 4ES HESR U Qo] melshs 7S olajshs 2 &

v|zke] gl A F71E oldllshs AdSoletal & 4 Sl

7] (value) & 71219) Bl A= AA- A 49842 [10], “important and desirable end goals”[11]
oJst = gtk RIS F ek 7HA ol whe ARES vietE e AlZto] dEbA| e, o] gk Al 1S Al HlEE
AA A8s 5 theFst ol Fo8 Y mA A "rk[12]. AB|ARES AlFo v A8 27t Algshs 7SS Bl
7kstaL, ZRxlel| Al S8k 7 E Alwehs Zs Fle o2 Zppl o] 7HA] HaE @A ekalal SR AllsEo|u Au| ATt
Ageh=s 7S T4 0E 28R} 5S dgehs A ABREE] B8} e olsfigtal dSehe S ol vt
A Ak o T F o3 Myt = 4= Qi

Sheth 5 [13] &R} Aoy AUIAE AEE o o]5o] A|lFshks T 714 7Fx1Q1 7154 7FA] (functional
value), AF3]Z 7} (social value), 7782 7} (emotional value), 232} 7}] (conditional value), Q1412 7}4]
(epistemic value) ol 71234 A& EE shrka AaQitt. 762 7= 452 71, s, A8 & =814 &4
oA D& 4= Q= 7HA| oW, AR A 71| AlEolur Au| 2 2l FEl ERIZNS] mAt i AR A9y aghe U
Epf 32} & wf 7] 7R gt 1P A ZEX R AlsRo v AR AT b S A e A ] THRE R
st A5 ZERRE AP, 194 5 4] sk AR ZHAE dERdinh Q1A1A TR 3713, 271§, A2l digt
A T ME AP A=do] Ql= 7HR o

SHH, 7fR1o] g gell A 7tel el ¥l 7 AL 1S 218l 2 BeS st she A%
consciousness) 2kal sh=tl [14, 15], 77 EE 71912 273te] 9 AE5HE ofe} 253k 23l ol 9
S-S )X 7] wjitol] 2132 FujdlE e AdAdo] QltH[16, 17]. /11 AFBNE S8 WAEFE AF PFdn

Qe n|x)= Ao w W yE T QUH[18-20].
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¢

AR} 20120 A8 o] A H9) RS Fi RRIOE B AAEFE el oja) 7] o] &S

88 A7 AFA 0 AYH T EF, AYIRIEA A7), A7 AF, 7154 AF 5 54 A%l vs e

% 9 Blwe] Jge AT ATAH7E lorH21-23], AARAIEe] SAGe] AAEFE 2u7EAE Tl A

£ REe Agolth, mebd B ATeAE v 201A4E tho.R AAEFE] OEk AuEE BHS L, HAEFE
A

AT Q= 184 o)A A1S thato 7 sl o AP EAAQl Amazon’s Mechanical Turk
(MTurk) S 38 22k dEZARE AAIEAT MTurkS A7 9 B8 g840] =11, =% 2179 212 =9} efd T
7} o} [24] AL FErATo A de] AR E I QT & A= Kent State University Institutional Review Board®)
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Q1S WO ™ (No. 19-472), RS2 Ao E whar X askeict.

2. 2N &

1) M2 2

AT NS S8l vl A Ao SR8 tigtael] Agkael skl 9l gkl Al 119 dd o= 23]2] A
2OFERJEHE AT IAXTFJIE Rl = HAEFE A 9F st ohil 7F4] 47k [13] ) thgk A2k
AHEA AABHES sl IAATERJIEFolA B9 U183} HAEFE AF 9} Bash 3 (11, 23, 25-28]

88 1efste] F 106719 T3S =30t 54 713 36:8, AFs| 4] 7Fx] 233, 144 71 24433, 2354
7HA] 1458, 01414 71| 959,

A AR, AR, AESFE A4S AR 9 Q12 ARAEre] gk ko2 JMISIITE. ANl 5 V)
A 7oA = AEFES] " T8 BEv el El woske ARE 5F AR SHEES sler (1 =
strongly disagree, 5 = strongly agree), AF8]%] 7} x|o|E= Y AEFEZ 7Pg Wo| = 7P A7 HS 07 o
AR = Abtel "41 3 S5k s s3Il = least, 5 = most). A 7= WAEFE A3 9 B didke] 44,
A 7= 54 el Y] AAESFE AR WA A, A A TR E HAEFE gt ST E B EReE
At B 5Zq Hrw gueties itk A4 EE Gould [29]17F et A E Hes 74 - Bt

Michaelidou & Hassan[22]¢] 6230 % A8l o, 54 A x 2 238} = 519t} (1 = strongly disagree, 5 =
strongly agree). AZAAE 6532 ‘I reflect about my health a lot’, ‘I'm very self—conscious about my
health’, ‘I'm alert to changes in my health’, ‘I'm usually aware of my health’, ‘I take responsibility for
the state of my health’$} 2o, A2 nts Ao} ghs #4138 A3 0.877= U7 Aol & 2 o= vebstth. A
EFT A AL 9 Ao e HA iAEFE HH RIS A BA] gtk shrel 19 o Wtk k]
SHEs slolom, JAEFT gt HEE B 5w fAEFT st AZkS 170l 50= SHstes slqlch
(1 = undesirable, unpleasant, negative, bad, unenjoyable, 5 = desirable, pleasant, positive, good,
enjoyable). AF g =el tfs 532 ‘how likely are you to say positive things about fast food to other
people?’, ‘how likely are you to recommend fast food to someone who seeks you advice?’, ‘how likely
are you to encourage friends and others to eat fast food?’, ‘how likely are you to condiser fast food to
be your first choice for eating out in the future?’, ‘how likely are you to eat more fast food in the

coming months?’el sl 53 AT & LUslT= 59t (1 = very unlikely, 5 = very likely). H|AESE=] T3l g
Eol AF oo ot F&Ents Uyt 7k ZF2F 0.907, 0.914°0.2 YA LI o] & A1 o7 et

5‘3-&]— PAEFET} H A 2pA19] A E o] n]X|= 5k 1-10]94 A7 ] o]x]lz, 1-1;_0]4 A7FAAE o1 x| 2o el 22t
188 F7) A5k 58 HE2 SE3=E 8199 tH(1 = not important or very poor, 5 = very important or
excellent). A¥ARRRE A A9, ASAE, 15E, A4, A5 dist 3202 74313

2) NN QU ofH] RA}

12k FA S A= 349 e tietES o= AP ARE AAlste] e85 774 - Besigith 74 - Bekst A
22 Zgalo] Ant 2RAF 2018 o2 oAR|ZARS AAEIIE oR]ZAR= Amazon’s Mechanical Turk (MTurk)
= o] &3l A ]5?951 ], 287k Ao dfal] QQ1EAS AAIske] Q1A ANA (factor loading) 0.5 w|RE, 3573
(communality) 0.4 7]5kQ] 145-8H& A Q)sta 5 AEAE Js15ict.

wW
=

7(/\'-
EARE 20199 12€90f] AA8I o, F 3989l SHeidith SHARE AT Fare] Slwke! 3.83H = 7]
Tgi (30, 311 ailatat Ao s Two}(’*v}. A7 E Fatgke] T9l%kell aldst 472 A oA A el
% 3519 SRS HE T ARSIt AR Hato] S9lRkel slldet 4778 CAA] ol dAke] 11.8%)2 & A
VH oY A EToIU AR ET oftfell e &3 5 QAL T S ol £8 A AT AT AE T e
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BEE 229 BAEA = IBM SPSS Statistics 27 (IBM Corporation, Armonk, NY, USA)-& o] &3} t). 4H]

2 gl 2AS ARl o, QRIAAR| &} T80 7S A e 17 Alsksith. &nl7t

QIAsH= Z-97F 53l 7MEE S JIH st 4
]

al
2919 Yl e AR5 ot o AZSTh DT AT AN 29, HAEFE 4
o 3L

A AL ARkALERS Table 13 2t} F 79 AP E A4S v wdt Ay, AN ELS He 3. i
TS i 4.44740)0H(P< 0.001). AA thd=ke] 57.0%7F FAdolom F F 7o A xjol= qlglth T 2

Table 1. General characteristics of the respondents

Low health conscious  High health conscious Total

Characteristics (n=163) (n = 188) (n = 351) P-value”
Sex
Male 98 (60.1) 102 (54.3) 200 (57.0) 0.268
Female 65(39.9) 86 (45.7) 151 (43.0)
Age (years)
18 ~ 39 122 (74.8) 124 (66.0) 246 (70.1) 0.030
40 ~ 59 38 (23.3) 50 (26.6) 88 (25.1)
> 60 3(1.8) 14( 7.4) 17 ( 4.8)
Average 35.28 +10.21 36.97 +12.23 36.16 + 11.35 0.157
Marital status
Married 75 (46.0) 100 (53.2) 175 (49.9) 0.197
Never maried 70 (42.9) 76 (40.4) 146 (41.6)
Others 18 (11.0) 12( 6.4) 30( 8.9
Education level
< High school 43 (26.4) 32(17.0) 75(21.4) 0.045
Associate's degree 27 (16.6) 27 (14.4) 54 (15.4)
Bachelor's degree 81 (49.7) 102 (54.3) 183 (62.1)
Post-graduate degree 12( 7.4) 27 (14.4) 39(11.1)
Occupation
Management, professional 51(31.3) 65 (34.6) 116 (33.0) 0.445
Service 31(19.0) 23 (12.2) 54 (15.4)
Sales and office 29(17.8) 33(17.6) 62(17.7)
Others 27 (16.6) 39 (20.7) 66 (18.8)
Unemployed (including students) 25(15.3) 28 (14.9) 53 (15.1)
Annual income ($)
< 25,000 36 (22.1) 45(23.9) 81 (23.1) 0.395
25,000 ~ 49,999 43 (26.4) 58 (30.9) 101 (28.8)
50,000 ~ 74,999 39 (23.9) 48 (25.5) 87 (24.8)
75,000 ~ 99,999 29(17.8) 20(10.6) 49 (14.0)
= 100,000 16( 9.8) 17 ( 9.0 33( 9.4)

n (%) or Mean = SD
1) Pvalue by chi-square test or f-test
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HddHe 5204 2oz} o), A# (10 ~ 30tH, 40 ~ 50th, 60t o]4}) F-Eof|H= 522 el xjo] 7} Y=
tl (P = 0.030) A#AET2] 10 ~ 30th vl&o] U =okvh. wS52] -9 AA X o2 &2 52.1%% 7P g}a}
=, i o)Ake] wstEzle] vlgo] natol 68.7%%, AT 57.1%KCF =3P = 0.045). AH - FE9}
WEHFFS Al Q]S ThE ARAFERS 7 1 1hel|l f-2] 421 2ol 7} gloitt
2 AHI‘|[K| 00|5l_/\1
5714 *Hlﬂxloﬂ st @214 A= Table 2 ~ 5l AABIT 7154 7HXelA= 470€] QQlo] E&E o,
Enéuéﬁ]'ﬁ‘:}. %@g_ % JH/\EIfC gﬂ/\EaJ—.O_ u]x% o7 lla]q. _LH/\EI’:C
eﬂAEEu ﬂﬂ gl ﬂabﬂr FEE FgEoldnt FHA QL FYAEFEE= Heslth 5 I AEFE] HejAdd Pt
QRIZ HAEFT= AT2ds oA sith & HAEFEO] 11737 At 0]

Al Al D S21o] EEBIGIE, A SO18 AATA, Aol A0S she AR 50 B Eepelo
A7l ghdo] Q= Al o Bstelor], FHA a1 s, 100, ThlEoILh ulRl Aol EaHo]
a1, vhe], ueke) Alh O = WSk, A R0l WRTe] e Ak, Felo] EFEe] HopIE 0% WY
S, WA 291E elito] FYE AR, TS0l EgElo] lat ARl b Aoz Bt
WA AN 34 fele] BEHGON, 22t Mgk, A A, SAR O WS Aglsks 2dgtet

E ARG BAE FES0] TR, HAEFE AL DTS WS welETp So] 11 ofojtk. FuA 29l
Ql HAzke WAEFEe) BHY FYH AHEE, Ui HAEFES wx] hS w) JHS Ak, SAEFE
g Hom AARE 1Atk Fol SFHrh. AnA 22191 EAFL WAEFEES vS u) PEip T AAEFEL
A FAH 2} wdo) gl

&3 A el = 27 Q10 EEEQIT <EQPA S HIAEFES AHFEH] ¢ e A8 gt dEEE dAE

Table 2. Results of factor analysis of functional values

Factor label and attibutes FogTor Eigenvalue Varionce Cronbach’s
loadings (%) alpha
Factor 1: Quality
Fast food restaurants are aesthetically appealing 0.809 4,125 19.643 0.874
The mood and inferior design of fast food restaurants are appealing 0.778
Fast food restaurants have good facilities 0.776
The atmosphere of fast food restaurants is clean 0.770
Fast food provides a high standard of quality 0.710
Fast food provides a variety of ingredients 0.676
Factor 2: Convenience
Fast food is easily accessible 0.744 3.259 15.519 0.833
Fast food is convenient 0.725
Fast food is reasonably priced 0.721
Fast food is consistent 0.621
Fast food is everywhere 0.595
Fast food offers value for money 0.528
Fast food is familiar 0.520
Factor 3: Healthiness
Fast food is low-quality food 0.783 3.107 14,794 0.821
Fast food does not provide health benefits. 0.782
Fast food is not nutritious 0.764
Fast food is unhealthy 0.740
Fast food makes weight control difficult 0.668
Factor 3: Taste
Fast food tastes good 0.768 2.525 12.023 0.819
Fast food provides appealing flavors 0.759
Fast food is tempting 0.736
Total % of variance 61.979
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Table 3. Results of the factor analysis of social values

Factor label and items

Factor loadings Eigenvalue

Variance (%) Cronbach’s alpha

Social value 1: Health-conscious people

Health-conscious people 0.886 5.189 30.521 0.915
Vegetarian 0.858
Environmentally conscious people 0.836
People on certain diets 0.828
People doing active exercise 0.824
Rich people 0.764
Women 0.664
People with disease 0.572
Social value 2: Young, busy, and obese people
Younger people 0.711 2.639 15.526 0.760
College students 0.691
Office workers 0.691
Teenagers 0.667
Overweight or obese people 0.522
Social value 3: Low class
Less-educated people 0.794 1.784 10.493 0.687
Residents in black neightborhood 0.660
Social value 4: Budget-restricted people
People on a budget 0.817 1.431 8.417 0.558
Bigger families 0.794
Total % of variance 64.957

Table 4. Results of the factor analysis of emotional values

Factor label and items

Factor loadings Eigenvalue

Variance (%) Cronbach’s alpha

Emotional value 1: Socialization

Eating fast food would give me social approval 0.858 5.460 28.738 0.935
Eating fast food would help my relationship with fiends 0.831
Eating fast food would make a good impression on other people 0.827
| feel my identity when | eat fast food 0.813
| feel a sense of belonging fo the community when | eat fast food 0.808
| feel | am social when | eat fast food 0.804
| feel accepted when | eat fast food 0.748
Emotional value 2: Guilt
| feel accomplished when | do NOT eat fast food 0.852 4,873 25.645 0.904
| feel confident when | do NOT eat fast food 0.823
| feel in a higher position when | do NOT eat fast food 0.787
| feel safer when | do NOT eat fast food 0.775
| feel better when | do NOT eat fast food 0.746
| feel guilty when | eat fast food 0.743
| feel prepared for the day when | do NOT eat fast food. 0.720
| feel superior when | do NOT eat fast food. 0.717
Emotional value 3: Pleasure
| feel happy when | eat fast food 0.805 2.610 13.737 0.873
| feel satisfied when | eat fast food 0.770
| feel pleased when | eat fast food 0.744
| feel excited when | eat fast food 0.624
Total % of variance 68.119
https://kjcn.or.kr/ 314
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Table 5. Results of factor analysis of conditional and epistemic value

Factor label and items Factor loadings Eigenvalue  Variance (%) Cronbach'’s alpha
Condiitional value 1: Unsafety condlitions
Food poisoning incidents at fast food restaurants 0.888 0.498 45,326 0.928
Sickness or disease 0.871
Diet restrictions 0.853
Poor food quality 0.834
Poor service 0.818
Food consistency is not guaranteed 0.803
Doctor’s advice 0.771
Condifional value 2: Accidental situation
Time pressure 0.858 2,426 22.057 0.775
Nothing to eat at home 0.785
Stress 0.732
In unfamilior areas (e.g., fraveling) 0.709
Total % of variance 67.382
Epistemnic value 1. Curiosity
| am curious about fast food 0.834 4.354 62.199 0.898
Eating fast food is a good opportunity for me to leam new things 0.810
| want to leam more about fast food 0.808
| like to taste new menus 0.795
Promotions and reward programs atftract me 0.775
I like to do things that are new and different 0.775
| like a change of pace 0.717
Total % of variance 62.199

Ir

W AFE A o] EFH AL 9 4
o

w3t 44 7H= 1709 fRlo% &

A P OR A2EFES HAS H LEd
1 FTHE BFS Mol 5]

214 A}5)
E3lom, n|Ake] vl

oo T

3. HYZAILO| M2 DA EZE AH|}A] A9

AR w}~ HPAEFE 48]7EX] 9] 2lo]i= Table 69 AAISFSIE. 71552 71X olM = AAF 02 AL (4.07
7)), 9H(3.86%7) QQlof| thdt 71x]7F AtE 0 7 =7 HrFE Q). 7154 7)o 15 F2 Q915 A3 Hel (P < 0.001),
7217374 (P < 0.001), BH(” = 0.013) A4 41 zle] 7} Yebsb=t], 13 T2 AT mato v)s)] HalAd=) vhe]

7HE Y T8 of7]= b JH*E“CJ A7 1A= A Jﬂﬂ‘s}“‘:}
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U AR (P = 0.001) 0.2 143k Il

A8 A 7H M= HRREARE 729l ol 7 vebstk=H (P < 0.001), 18 = (3.675) 0] AV =T (2.86
ARG AEFES AHE W H2A%E ¥ Wol 2=71aL Uik 4] ZHA] M= ‘?‘1?——_-31 ol LdAT (P <
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Table 6. Comparison of values between the low and high health conscious groups

Low health- conscious  High health- conscious Total

Factor” = 163) (= 188) (= 351) P-value?
Functional value 1: Quality 3.10 = 0.80 3.25 = 1.01 3.18 = 0.92 0.186
Functional value 2: Convenience 3.87 £0.79 4.25 + 0.58 4.07 = 0.71 < 0.001
Functional value 3: Healthiness® 2.36 +0.82 1.86 = 0.79 2.09 £0.84 < 0.001
Functional value 4: Taste 3.73 £ 0.99 3.97 = 0.91 3.86 £ 0.95 0.013
Social value 1: Health-conscious people 2.28 = 0.81 251 +1.14 241 +1.01 0.024
Social value 2: Young, busy and obese people 3.87 +0.70 4,26 + 0.57 4,08 + 0.66 < 0.001
Social value 3: Low class 3.57 £0.86 4.01 =0.83 3.81 =0.87 < 0.001
Social value 4: Budget-restiicted people 3.42 + 0.96 3.80 = 0.97 3.62 = 0.98 0.001
Emotional value 1: Socialization 2.48 +0.94 256 +1.26 253 £1.12 0.371
Emotional value 2: Guilt 2.86 = 0.88 3.67 = 1.00 3.30 +£1.03 < 0.001
Emotional value 3: Pleasure 3.08 = 0.88 3.08 £1.22 3.08 = 1.07 0.655
Conditional value 1: Unsafe conditions 3.05 = 1.09 2.79 = 1.38 291 +1.26 0.127
Conditional value 2: Accidental situation 2.73 £ 0.93 3.28 £ 1.11 3.03 + 1.06 < 0.001
Epistemic value 1: Curiosity 2.76 = 0.86 2.88 +1.22 2.83 = 1.07 0.162
Mean + SD
1) Measured on 5 points rating scale
2) P-value by ANCOVA including age group and educational level as covariates
3) Reverse coding
Table 7. Fast food consumption frequency and perceived healthiness of the respondents
Characteristics Low higlt-fgg)suous High hﬁ]oih-]%c;?saous . Et§g1 | Pyvalue”
Fast food consumption frequency

< Occasionally 51(31.1) 75 (39.9) 128 (35.9) 0.025

< Once a week 64 (39.3) 80 (42.6) 144 (41.0)

= 2 ~ 3 times a week 48 (29.4) 33(17.6) 81(23.1)
Regular fast food consumer

Yes 105 (64.4) 75 (39.9) 180 (51.3) < 0.001

No 58 (35.6) 113 (60.1) 171 (48.7)
Attitude toward fast food 3.38 = 0.91 324 +1.16 3.30=1.05 0.201
Loyalty to fast food 2.89 = 0.94 2,78 +1.33 283+ 1.16 0.206
Importance of fast food in dietary life 2.40 = 1.21 2.30 = 1.44 234 +1.33 0.266
Perceived healthiness 3.29 +0.83 3.91 = 0.81 3.62 +0.88 < 0.001
Perceived healthiness of eating habits 3.14 = 0.90 3.89 + 0.85 3.54 + 0.95 < 0.001

n (%) or Mean = SD
1) Pvalue by ANCOVA including age group and educational level as covariates

TAAET(39.9%) A BT =gt T8y |AEF =] ek BT AF ol F o 7holl Zlo)7) Tt A4
2 QX3 A7 EIE 1l To] 3.97 02 AT 3.3- R B0 (P< 0.001), AAE QIX|ERE= A5ae] A%
A=) ] 3.97 0% APAT 3.138 5 =3P < 0.001).
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