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An Exploration of Well-being-oriented Consumers’ Consciousness toward
Sustainability : A Qualitative Research

Young-Hun Kim
Department of Restaurant & Foodservice Management

Abstract

Using a qualitative method, this paper described briefly the well-being-oriented consumers consciousness toward sustainability
concept. The paper identified the major obstacles facing well-being society as evidenced by consumers own experiences for
consuming products which are meet the necessity for environmental preservation.

Over seventy percent of respondents who had a experience consuming the sustainable products said that they consumed it
for themselves and their family’s health of all things. Beside their interests about health, they made mention of the safety of
sustainable products, high quality of sustainable products, to preserve our environment, confidence in sustainable products,
encouragement from others, and curiosity for sustainable products. The respondents who did not consume the sustainable
products argued that high price of sustainable products, genuineness of sustainable products, lack of information about
sustainable products, unconcern about sustainable products, and difficulty to access to sustainable products were not allowed
themn from consuming the sustainable products.

Key Words : well-being, LOHAS, sustainability, well-being society
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<Table 1> The result of respondents’

Never ’ 39 8.2

ropensity to sustainable products consume

2l
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25L 2019H~300% &0 HA SR 38.2%,
3017HI~4007HY =£0] 27.3% , 1019H9~2002HY £
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Never 9 1.9 V

Understanding No 137 287 No 72 151
about sustainability So-So 218 45.7 Interest about sustainability So-So 213 447
Yes 75 15.7 Yes 164 344
Absolutely 8 1.7 Absolutely 19 4.0
N=477 Mean=2.74 SD=0.84 N=477 Mean=3.23 SD=0.82
Never 19 4.0 Never 32 6.7
Preference of sustainable No 104 21.8 Intenti(?r'l to pay No 131 275
products So-So 200 419 an additional payment for So-So 190 398
Yes 142 2938 sustainable products Yes 122 256
Absolutely 11 2.3 Absolutely 2 0.4
N=477 Mean=3.04 SD=0.87 N=477 Mean=2.85 SD=0.89
Never 13 27 . . Never 7 1.5
Intention to persuade No 104 218 Natural environment will No 87 182
others for using So-So 226 474 be. protecte‘d caused by So-So 238 499
sustainable product Yes 123 25.8 using sustainable Yes 132 277
Absolutely 11 23 products Absolutely 13 2.7
N=477 Mean=3.03 SD=0.82 N=477 Mean=3.11 SD=0.78
Never 3 0.6 Never 3 0.6
Natural environment will No 57 11.9 . No 35 7.3
be improved by using So-So 126 26.4 Othe@ av.v?re what is So-So 147  30.8
sustainable product Yes 247 51.8 sustainability Yes 238 499
Absolutely 44 9.2 Absolutely 54 113
N=477 Mean=3.57 SD=0.84 N=477 Mean=3.87 SD=0.74
Never 5 1.0
Intention to use recycling No 107 224
So-So 231 484
products
Yes 117 245
Absolutely 17 3.6

N=477 Mean=3.07 SD=0.82
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<Table 2> Users’ reasons for using sustainable products

Improving one’s health and one’s family’s 167 7076
The safety of sustainable products 49 2076
High quality of sustainable products 33 1398
To conserve natural environment 31 13.13
Reliability of sustainable products 19 8.05

Solicit for using sustainable products/an
advertising medium

An ambiguous curiosity of sustainable products 4 1.69
*respondents=236, the plural responses cases=311

8 3.39

<Table 3> Users’ impressive experiences while using
sustainable products

ridiculously high price
High quality v
No discrepancy between sustainable products 2% 1102
quality and the rest of its
Distrust of sustainable products’ genuineness 22 9.32
Lack of information about sustainable products 13 5.51
Improving one’s health through using
sustainable products 12 5.08
Getting anger by using fake sustainable products 5 212
Low quality 3 1.27
Lack of the variety of sustainable product 3 1.27

* respondents=230, the plural responses cases= 197
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<Table 4> Sustainable products users’ satisfaction level

Never 0 0
Are you satisfied with No 16 68
) So-So 88 373
sustainable products?
Yes 118 50.0
Absolutely 14 5.9

N=236 Mean=3.55 SD=0.70
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<Table 5> Reasons of not using sustainable products

A ridiculously high price - 128 5311
No discrepancy between sustainable

products quality and the rest of its 59 2448
No interesting about sustainability 49 2033
Distrust of sustainable products’ genuineness 33 13.69
No aware of sustainable product 27 1120
The rareness of sustainable products 14 5.80

* respondents=241, the plural responses case=310
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< Table 6> Comparison between user or nonuser propensity to
sustainable products consume

Understanding about User 3038 0779 7.774*

2740 Nonuser 2448 0875 7.783**

User 3530 0711 8.284™
Nonuser 2946 0822 8.297*+
User 3517 0705 13.717*%
Nonuser 2583 0.777 13.729**

sustainability

Interest about sustainability 3.235

Preference of sustainable products ~ 3.046

Intention to pay an additional 5 User 3267 0756 11.196*
payment for sustainable products Nonuser 2452 0831 11207
Persuasion for others to use 3031 User 335 0767 9245
sustainable products "7 Nonuser 2714 0751 9.243*

User 3225 0730 4179
Nonuser 2921 0850 4.185**
User 3275 0747 4383™
Nonuser 2967 0790 4385
User 3767 0789 5.189*
Nonuser 3.378 0.848 5.193**
User 3877 0742 6.696™
Nonuser 3407 0791 6701

To protect for natural environment ~ 3.071
To improve our natural environment 3.119
Others aware what is sustainability ~ 3.570

Intention to use recycling products ~ 3.639

# 5<0.001
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