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A Research of Purchasing Behavior on Sauce Product &
The Credibility of Mess Media Advertisement
— The Residential Women Consumer in Busan —

Kyung—Mi Seo', Jong—Hoon Kim
Hotel & Food Service Culinary Management, Kyungmam College of Information & Technology

Abstract

The purpose of this study was to understand purchasing behavior on sauce products and the credibility of
advertisement in Busan. For the study, 240 of samples taking cooking courses at welfare centers and private
institutes were selected. The questionnaire consisted of demographic characteristics, the practical situation of
purchasing sauce products, and the credibility of mess media advertisements. 260 questionnaires were dis-
tributed, among which 240 were returned and 233 were used for statistical analysis. The result of the study
was as followed. Considering the practical situation of purchasing, the samples took information about sauce
products from discount markets, and TV advertisements.

Purchasing sauce products was done by themselves, and the main reason that they didn't purchase was
health. Seeing the credibility of mess media advertisements, they trusted '"The recommendation of a familiar
person’ most, department stores were the second highest, and TV advertisement was the third. The statistical
differences partly existed depending on demographic characteristics: job, and material status. Identifying the
decision making factors on sauce products was needed as further study.

Key words : sauce product, purchasing behavior, the credibility of mess media.
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Fojxa glom, 71 Ul aulAe] A= 99 (Table 1> General characteristics of the sample
T = A
2

T 7HLSH F AvlEe A8, 88, 2% N(%)

5 59 4FE veve IFo (A - U <30 30( 12.9)
2 2005)3te] A3IGTH <40 119( 51.1)
Age <50 64( 27.5)
3. oiury 50< 20( 8.6)
2 A7 222 2457) s 34 Ao Toul 2T
N 2E32E $7ERe AYEL oz sl o id 0D
A AEZANsurvey research)S AA)5140) & : Herro
) The number 2 125( 53.6)
TAZE B a2t 2R} A B3E of kid 5 20( 86)
& 5 J27t rhes EXuy 295t e 3y 4 1 4
3tom, 37) g2stds} BB Ayt A Total 233(100.0)
A HES 3l AEY HAd sl A 23 Yes 73( 31.3)
F A7 AEC] A 7143 T @AolA ut Job No 160( 68.7)
2 3Fse e AMesigien, yrR] 27) Total 233(100.0)
AR A4 $BoE 5aack AR <30 S7( 24.5)
7172 2005 102 1994 109 200747 4 =40 S10219)
NS F 260%8] BEA7} WO, o Amual <3 T
3 200 Aesol v Abes v Ik, ) 59
:l, EALE 7S 3 AEA 7TRE A3 23_3 No answer 62( 26.6)
7t TAENC HE=HUtk A7 2HE =2 Total 233(100.0)
3}7] 913l SPSS 12.0 window M AL 0]-8-5}] <High school 94( 40.3)
71& & Al(descriptive analysis)o} HTHE 2jolg <& Junior college 16( 6.9)
7] 918} Fleladlo] B4(xH)E AAEYTh Education  University 116( 49.8)
level Graduated A 3.0)

1. 7E=|J—_,_I_ _E_&' college
Total 233(100.0)
1. RS S L o san
2 A7 AHE =E23] g8 AR B <20 78( 33.5)
T gEAES] ATEAT B4 AR (Ta- idhage -y 18 7.7)
ble D3} 2t} AHNE A B9 2007} 12.9%, <40 10( 4.3)
307} 51.1%, 40th7} 27.5%, 50t) o])2to] 8.6% Total 233(100.0)
At FHLE RE 0]5hr} 40.3%, AEHE 6.9%, Marital Married 201( 86.3)
& 49.8%, e o)A} 3.0%QJ). 2E = status Not married 32( 13.7)
7)E 86.3%, HlE 13.7%Q.om, A= gt Total 233(100.0)

19.7%, 1% 17.6%, 2% 53.6%, 3 8.6%, 49
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Ak HEAES oz 3 71g 4F o)
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{Table 2> The origin of acquired information

Classify N(%)
Discounted shop 153( 21.40)
Department 60( 8.38)
v 105( 14.69)

Acquired - yyomen magazine 64( 8.95)
(n’:ji;e Public transportation 8( 0.42)
answer)  Internet 25( 3.50)
Friend or family 103( 14.41)

No answer 197( 27.55)

And so on 6( 0.7)

Total 715100 )

{Table 3> The decision maker of purchasing the
sauce product

N(%) 2(p)
By themselves 127( 54.5)
Kid 71( 30.5)
Husband 15( 6.4) 53.29
Parent 5 2.1 (.002*)
Other family 15( 6.4)
Total 233(100 )
* p<05.
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{Table 4> The reasons of do not make a purchase on sauce product

Classified item N(%) 2°(p)
No answer 246( 35.19)
Taste 52( 7.44)
Not healthy 160( 22.89)
The reasons of do not Don't know using method sauce product 50 7.15)
make a purchase on Don't know where can buy it 26( 3.72) 56.72
sauce product Untrust the product company 28( 4.01) (.000%*)
(multiple answer) Dislike sauce 21(¢ 3.00)
Prefer making sauce directly 98( 14.02)
And so on 18( 2.58)
Total 299100 )
Purchasing sauce Yes 183( 78.54) 45.12
product No 50( 22.46) (.04%)

* p<05, ** p<00l.
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(Table 5> The frequency of purchasing sauce product

Classify N (%) 2% (p) Classify N (%) Pa))
< 1/month 45( 19.3) < 1/month 12( 5.2)
1/3 months 78( 33.5) 1/3 months 25( 10.7)
1/6 months 54( 23.2) 1/6 months 54( 232)
Mayonnaise 1/9 months 10( 4.3) (.2201*:2) Steak  1/9 months 12( 5.2) ('(9)20;; 5
1/year 35( 15.0) 1/year 47( 20.2)
Don't buy 11( 4.7) Don't buy 83( 35.6)
Total 233(100.0) Total 233(100.0)
< 1/month 64( 27.5) < 1/month 17( 7.3)
1/3 months 78( 33.5) 1/3 months 36( 15.5)
1/6 months 52( 22.3) 1/6 months 54( 23.2)
Ketchup  1/9 months 9 39) (l‘(l’gf;) V;’:’r:ftslzr 1/9 months 16( 69) ('22?1*1*6)
1/year 24( 10.3) /year 51( 21.9)
Don't buy 6( 2.6) Don't buy 59( 25.3)
Total 233(100.0) Total 233(100.0)
< 1/month 12( 52) < l/month 13( 5.6)
1/3 months 44( 18.9) 1/3 months 30( 12.9)
1/6 months 55( 23.6) 000+ Tomato 1/6 months 46( 19.7) 000+
Mustard  1/9 months 15( 6.4) (' S1987) |& spaghetti 1/9 months 13( 5.6) ('80.00 4)
1/year 56( 24.0) 1/year 55( 23.6)
Don't buy 51( 21.9) Don't buy 76( 32.6)
Total 233(100.0) Total 233(100.0)
< /month 38( 16.3) < 1/month 12( 52)
1/3 months 50( 21.5) 1/3 months 28( 12.0)
Salad 1/6 months 46( 19.7) 000+ Nangchac 1/6 months 22 9.4) 000+
dressing 1/9 months 9 39 ( 35.661) sance 1/9 months 17( 7.3) (131.004)
1/year 34( 14.6) 1/year 60( 25.8)
Don't buy 56( 24.0) Don't buy 94( 40.3)
Total 233(100.0) Total 233(100.0)
< 1/month 9 39) <1/month 28( 12.0)
1/3 months 40( 17.2) 1/3 months 26( 11.2)
Dipping 1/6 months 41( 17.6) 000+ M,eat 1/6 months 31( 13.3) 000%*
sauce 1/9 months 16( 6.9) ( 80210) marinade 1/9 months 13( 5.6) (148.708)
1/year 48( 20.6) sauce  1/year 28( 12.0)
Don't buy 79 33.9) Don't buy 107( 45.9)
Total 233(100.0) Total 233(100.0)

** <001.
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Fae A% e JAde] 3.89, A gl Ao]
4.045. AGFEA Fue A7 dE o]
3.78, A% Qle FAdo] 35593, JARAE F
e Aol 4.08, A3 gl Ado] 3.780]1%)
oy, e Fuee A3 e FAdo| 3.71,
2% e Ado] 3510101, A Fae 3
2 A= Aol 3.77, 7 gle FAdo] 35592
o, FHARE 330l A3 gl o] 4970|149
I, A% gle Jdo] 499k AR 4575 3

{Table 6> The credibility level on motived media

Classify M+SD p)
Discounted shop  3.96+.873 (6090325)
Department store  4.41+1.149 (f:dgif)
v 415£1240 (.5016(1)23)
Newspaper 4.00<1.165 (50203 :i)
Yellow page 3.6241.139 (f‘(fdgff)
Women magazine 38741030 :(;31‘:)
m:onaﬁon 3.5741.061 (.5016(3)51)
Internet 3.62£1216 :05(;332)
E:;‘;Ermxzﬁ 4.98+1.465 (.5016(9)11)

** p<.001.
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£ o] 4380|90em, TVRZIE 7|& o]
4.19, v]& o] 3.94% 1, AFFue 71E F
©o] 4.03, B|E ko] 3.780|3Uth. AHFRA|
e 71E FJdo] 3.65 HE Fdo] 3.4701%
A, 4A/AE 71E FAdo] 3.79, WE o]
441019001, tFuys FuRe 71E Fdo]
3.60, U] & Fdo] 341013, el = 7)
& 3] 3.58, v|E o] 3.84%101, 51 A}
H 3ol 71E o] 496011, v]E o]
516010tk AE ARE VFLZ 3l wiAE
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(Table 6> The r-test on kinds of media by job

Job N M+SD «p)
. Y 73 411+ 614 2063
Discounted shop N 160 3.89+ 962 (.080)
Y 73 4.47+1.042 547
Department store N 160 4.38+1.197 (.585)
Y 73 4.2241.109 567
TV advertisement N 160 4.13£1.297 (.570)
Y 73 3.89+1.008 1,003
Newspaper advertisement N 160 4041230 (317)
Yellow Y 73 378+ 932 1587
page advertisement N 160 3.55+1.217 (-114)
. Y 73 4.08+1.077 2607
Women magazine N 160 378+ 997 (.041%)
' . Y 73 37121073 1368
Public transportation N 160 3.51£1.052 (174)
Y 73 3.77£1231 1257
Internet advertisement N 160 3.55+1.207 (21
Recommending friend Y 73 4.97£1.518 —.071
or family N 160 4.99+1.445 (944)
* <.05.
{Table 7> The t-test depend on kinds of media by marital status
Marital status N M=+SD {p)
' Marricd 201 3.99+ 857 953
Discounted shop Not married 3 3.81+ 965 (.346)
Married 201 4,411,055 127
Department store Not married 3 438+1.641 (.900)
Married 201 4.19£1.226 1012
TV advertisement Not married 32 3.94x1318 (318)
Newspaper Married 201 4.03+1.166 1128
advertisement Not married 32 3.78+1.157 (:266)
Yellow page Married 201 3.65£1.086 671
advertisement Not married 32 3.47£1.436 (:506)
Married 201 3.79£1.019 3408

Women magazine
8 Not married 32 441+ 946 (.001%)
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{Table 7> Continued

&2 ABS T B ol FolA
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‘ . Married 201 3.60:£1.040 858
Public transportation Not married » S 4141188 (396)
Internet Married 201 3.58+1.164 _ 940
advertisement Not married 32 3.84+1.505 (:353)
Recommending Married 201 4.96:1.464 713
familiar person Not married 32 5.16+1.483 (.480)

* p<.05.
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