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ABSTRACT

This study explores some basic issues behind adults' seeking and using patterns of alternative medicine as well
as health food (health food/medicine). In order to do this, 791 adult participants in Seoul and Busan were interviewed
face-to-face. The results of the survey showed that 1) interpersonal influence was the most influential factor in
relation to the adoption of health food/medicine(46.9% of the participants reported on the influences), 2) keeping
healthy was the main motivation for the usage of health food/medicine(34.5% of the participants), 3) mass media
was the important information source for health food/medicine, 4) with regard to trustworthiness of information sources,
experts were believed to be the most trustworthy while information from acquaintances were thought less, and
finally, 5) pharmacies and health food stores were main suppliers of health food/medicine.

This study suggests some marketing strategies for health food/medicine. For example, it can be suggested that
interpersonal communication among other information channels should be focused and might be increased trust by

using professionals.
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Table 1. General characteristics of subjects

Variables Frequency  Percentage
female 404 51.1
gender male 387 48.9
Total 791 100.0
20~29 85 10.7
30~39 242 307
aee 40~ 49 240 303
(years)
> 50 224 28.3
Total ™ 100.0
< Middle School 35 4.4
< High School 294 37.2
ducati
education < College or University 396 50.1
level ’
> Master Degrees 66 8.3
Total 791 100.0
< 1,000,000 68 8.6
1,000,000 ~ 3.000,000 380 48.1
thl
OTIY T 31000,000 ~ 5,000,000 240 303
income
> 5,000,000 103 13.0

Total 791 10.0
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Table 2. Usage experiences of Health improving Agents by gender & age

Female Male 20~29 30~39 40~ 49 > 50 Total
Category N % N % N % N % N % N % N %
no 83 208 78 204 24 286 57 238 41 173 39 177 161 206
usage yes 282 707 290 759 54 643 170 708 184 776 164 745 572 732
oriental medicine currently taking 34 85 14 37 6 7.1 13 54 12 51 17 77 48 61
399 1000 382 100.0 84 1000 240 100.0 237 100.0 220 100.0 781 100.0
Toul X'=7.630, df=2. P=0.022 ¥'=9.005, df=6, P=0.173
no 252 635 189 500 62 738 150 636 119 506 110 50.0 441 569
usage yes 142 357 185 489 21 250 85 360 115 489 106 482 327 422
a"irf:s‘:)r;’i‘j:“;osgzed currently taking 3 08 4 L1 1 12 1 04 1 04 4 18 T 09
397 1000 378 1000 84 1000 236 100.0 235 100.0 220 100.0 775 100.0
foul ¥'=13.931, df=2, P=0.00! ¥=25.197, df=6, P=0.000
no 38 9.6 83 219 9 10.7 31 130 46 199 35 159 121 156
usage yes 223 565 215 567 61 726 146 611 122 528 109 495 438 566
dietary supplement currently taking 134 339 81 214 14 167 62 259 63 273 76 345 215 2718
395 1000 379 1000 84 1000 239 1000 231 1000 220 100.0 774 100.0
Toul ¥'=29.778, df=2, P=0.000 ¥'=20.235. df=6, P=0.003
no 113 287 112 298 33 393 77 328 64 274 51 235 225 292
usage yes 218 553 211 5601 42 500 128 545 139 594 120 553 429 557
health supplementary food currently taking 63 16.0 53 141 9 107 30 128 31 132 46 212 116 151
394 1000 376 100.0 84 100.0 235 1000 234 100.0 217 100.0 770 100.0
Toul ¥=0.489, df=2, P=0.783 ¥=13.310, df=6, P=0.038

N : the numbers of the subjects.
% : the percentage of the responses.
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Table 3. The motive of taking Health Improving Agents by gender and age

Female Male 20~29 30~39 40 ~ 49 =50 Total
Category N % N % N % N % N % N % N %
by recommending of Experts 62 16.0 49 13.6 10 12.3 31 13.7 29 12.9 4] 19.1 1 14.9
by recommending of the salesperson 28 72 17 4.7 2 2.5 11 4.9 174 7.6 15 7.0 45 6.0
by recommending of acquaintances 186 48.1 184 513 46 56.8 115 509 107 478 102 474 370 496
through mass media 72 18.6 72 20.1 17 21.0 42 18.6 50 22.3 35 163 144 193
through the technical books 5 1.3 7 1.9 0 0.0 4 1.8 3 1.3 5 23 12 1.6
others 34 8.8 30 84 6 74 23 10.2 18 8.0 17 7.9 64 8.6
387 100.0 359 100.0  8I 100.0 226 100.0 224 100.0 215 1000 746 1000
foul X'=3.943, df=5, P=0558 ¥’=13.067, df=15, P=0.597
N : the numbers of the subjects.
% : the percentage of the responses.
Table 4. Reasons of taking Health Improving Agents by gender and age
Female Male 20~29 30~39 40 ~ 49 > 50 Total
Category
N % N % N % N % N % N % N %
keeping Healthy 123 348 110 341 23 338 69 333 68 333 73 37.1 233 34.5
recovery from tiredness 54 15.3 52 16.1 14 20.6 44 21.3 29 14.2 19 9.6 106 15.7
supply and(or) promote health 62 17.6 64 19.8 11 16.2 37 17.9 39 19.1 39 19.8 126 18.6
prevention of illness 27 7.6 25 79 2 2.9 14 6.8 17 83 19 9.6 52 7.7
treatment of illness 24 6.8 22 6.8 3 4.4 8 3.9 17 83 18 9.1 46 6.8
supply of nutrition 22 6.2 13 4.0 4 5.9 9 4.3 11 5.4 11 5.6 35 5.52
beauty effect 10 2.8 2 0.6 3 4.4 5 24 4 2.0 0 0.0 12 1.8
no reasons 23 6.5 29 9.0 6 8.8 16 7.7 14 6.9 16 8.1 52 7.7
others 8 2.3 6 1.9 2 29 5 24 5 25 2 1.0 14 2.1
353 1000 323 1000 68  100.0 207 1000 204 100.0 197 100.0 676  100.0
fou ¥'=8.916, df=8, P=0.349 ¥=30.854, df=24, P=0.158
N : the numbers of the subjects.
% : the percentage of the responses.
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Table 5. Considering factors of purchasing the Health Improving Agents by gender and age

Female Male 20~29 30~39 40 ~ 49 = 50 Total

Category N % N % N % N % N % N % N %

side effects 42 10.5 30 7.9 8 9.4 19 7.9 25 10.6 20 9.1 72 9.2

effects after intake 237 593 240 632 50 588 160 667 140 593 127 580 477 612
prices 10 25 12 32 6 7.1 4 1.7 7 3.0 5 23 22 2.8

reliability of a certain company 58 145 30 79 9 106 30 125 24 10.2 25 11.4 88 11.3
easy to get information 5 1.3 3 0.8 0 0.0 2 0.8 1 0.4 5 2.3 8 1.0
multiplicity of products 2 0.5 2 0.5 0 0.0 1 0.4 3 1.3 0 0.0 4 0.5
recommendation of expert 30 75 39 103 8 9.4 13 5.4 22 9.3 26 119 69 8.8
easy of taking 9 23 12 32 3 3.5 7 2.9 6 25 5 2.3 21 2.7

easy of buying 1 03 i 0.3 0 0.0 2 0.8 0 0.0 0 0.0 2 0.3
possibility of taking with other food 3 0.8 5 1.3 1 12 2 0.8 3 1.3 2 0.9 8 1.0
others 3 0.8 6 1.6 0 0.0 0 0.0 5 2.1 4 1.8 9 1.2
400 1000 38 1000 85 1000 240 1000 236 1000 219 1000 780 100.0

Total
¥'=14.514, df=10, P=0.151

¥=34.716, df=30, P=0.253

N : the numbers of the subjects.
% : the percentage of the responses.

Table 6. Places of purchasing the Health Improving Agents by gender and age

Female Male 20~29 30~39 40 ~ 49 =50 Total
Category
N % N % N % N % N % N % N %
door to door salesperson 34 124 15 17.5 1 2.9 16 1.2 20 13.3 12 8.2 48 10.1
pharmacy 101 369 59 29.5 17 50.0 60 41.9 39 26.0 44 29.9 160 33.8
hospital 12 4.4 12 6.0 2 59 6 42 5 33 11 15 24 5.1
health food store 60 219 57 285 4 11.8 27 18.9 41 273 45 30.6 117 24.7
internet 6 22 9 4.5 1 2.9 7 4.9 5 3.3 2 1.4 15 3.2
TV home shopping 24 8.8 20 10.0 3 8.8 13 9.1 16 10.7 12 8.2 44 93
supermarket 10 36 9 4.5 2 5.9 4 2.8 9 6.0 4 2.7 19 4.1
department store 9 33 6 3.0 2 5.9 4 2.8 3 2.0 6 4.1 15 3.2
others I8 6.5 13 6.5 2 5.9 6 42 12 8.0 11 7.5 31 6.5
274 1000 200 1000 34 1000 143 1000 150 1000 147 100.0 474  100.0
Toul x’=9.582, df=8, P=0.296 ¥'=32.525, df=24, P=0.115
N : the numbers of the subjects.
% : the percentage of the responses.
olgied), E3] oJAL 332%E ‘TV/ele’ EAg  of, 5ot olielde “AR/AA 7} 16.7%= 20H-30t]
& ARYoZ 7Es e 7/1_& Ul AR of Hlel 254 ol w3tk & HEVN & Fa R
AR = 10.7%Fd, B3] AL 13.6%2 oj4e] Yoz Be gkalz} SothollA 12.6%%.01; 20Th-40

7.9%x¥c} AdiFos &=Qktk

gz Tv/Eh]e’ 7} 2002} 30thofA 40%0]
Joz widzel ujs) Aoz w9tk 20049] 7

QAEU ALO]E 7} 36%E w=1AFT oiH] = lck HJEB_

gh 7-8%chol 1ck

712 ATEIME AR WA (12)01u HEHY( 13)
R e DUECATESE EENE 3
Yot Aom Uehith oA £ A7t “HH $)



446 | UTA| X% $o10) HYF

o BTy, 22
7} peh A -

A5t 2=

713 aolog =3

2 7R3l 2

ZIK| O§YEHO &S H

483k o vls), HAATEL
olg FHeHA e HlH viRE Aoz Motk 19
S} thEThAIA AF B
ok 2 Z7R A w3
9l o]tk Table 7).

7 e 7P AEske greoRy HEA S

ri

O O]
Hil 6

ge's

SEHAE 33.8%= 7MY gkt theeg Tv/E)

313%7} AlFshe FRYolgty ©et why,
AR 2 97%e] A diFIAIE AlololAE 4l
s T UAE YEbllth dollA RS 29.5%
7} 25 AR Yojeta @alot, A= AFshs AR
L2 15.8%7to)

Table 7. Main information sources about the Health Improving Agents by gender and age

A ens}

LS B 64

Ao 2 eERFTTable 8).

Female Male 20~29 30~39 40~49 =50 Total
Category N % N % N % N % N % N % N %
acquaintances 134 332 98 257 28 333 71 29.6 74 30.8 59 26.6 232 29.5
TV / radio 145 359 135 353 34 40.5 100 41.7 83 346 63 284 280 35.6
newspapers / magazines 32 7.9 52 13.6 5 6.0 16 6.7 26 10.8 37 16.7 84 10.7
advertisements 20 5.0 18 4.7 3 3.6 7 2.9 12 5.0 16 7.2 38 4.8
TV home shopping 16 4.0 7 1.8 3 3.6 7 2.9 10 4.2 3 1.4 23 2.9
internet shopping malls 4 1.0 2 0.5 1 1.2 3 1.3 2 0.8 0 0.0 6 0.8
internet sites 5 12 12 3.1 3 36 7 29 3 1.3 4 1.8 17 22
salesperson 6 1.5 4 1.0 0 0.0 0 0.0 3 1.3 7 32 10 1.3
experts 33 8.2 4] 10.7 6 7.1 21 8.8 19 7.9 28 12.6 74 9.4
promotional materials 6 1.5 4 i.0 1 1.2 3 1.3 5 2.1 1 0.5 10 1.3
others 3 0.7 9 24 0 0.0 5 2.1 3 13 4 1.8 12 1.5
404 1000 382 100.0 84 100.0 240 100.0 240 1000 222 100.0 786 100.0
foet X'=20280, df=10, P=0.027 ¥=51.701, df=30, P=0.008
N : the numbers of the subjects.
% : the percentage of the responses.
Table 8. Trusting information sources for the Health Improving Agents by gender and age
Female Male 20~29 30~39 40~49 > 50 Total
Category N % N % N % N % N % N % N %
acquaintances 61 15.2 63 16.4 14 16.9 41 16.9 39 16.4 30 13.6 124 15.8
TV / radio 128 319 117 30.5 36 43.4 87 36.0 68 28.6 54 24.4 245 313
newspapers / magazines 34 8.5 42 11.0 5 6.0 16 6.6 19 8.0 36 16.3 76 9.7
advertisements 10 25 9 23 0 0.0 3 21 6 235 8 36 19 2.4
TV home shopping 12 3.0 1 0.3 0 0.0 5 2.1 6 2.5 2 0.9 13 1.7
internet shopping malls 0 0.0 4 1.0 1 1.2 3 1.2 0 0.0 0 0.0 4 0.5
internet sites 4 1.0 13 34 3 3.6 6 2.5 5 2.1 3 1.4 17 22
salesperson 3 0.7 1 0.3 0 0.0 0 0.0 0 0.0 4 1.8 4 0.5
experts 142 354 123 32.1 24 28.9 73 30.2 87 36.6 81 36.7 265 33.8
promotional materials 3 0.7 4 1.0 0 0.0 1 0.4 4 1.7 2 0.9 7 0.9
others 4 1.0 6 1.6 0 0.0 5 2.1 4 1.7 1 0.5 10 1.3
Total 401 100.0 383 100.0 83 1000 242 1000 238 100.0 221 100.0 784 100.0
¥'=18.308, df=10, P=0.050 ¥'=57.581, df=30, P=0.002

N : the numbers of the subjects.
% : the percentage of the responses.
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