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Abstract

Consumers purchase bakery products and evaluate them with various wants and needs when they need
them. It shows that there are changes and improvements in quality factors like miritional consideration rather
than simply eating for survival.

The purpose of this sindy was to research how well the consumers perceive necessary nuiritional infor-
mation, how muritional infermation on bakery products affects the consumers’ perceived risk and evaluation,
and how consumers’ perceived risk on bakery products affects their evaluation on them.

The research was done through surveys for the people in the Busan Metropolitan area. 200 out of 250
answers were used in analyzing frequency, facior, and simple regression through SPS5 Win 10.

The findings were as follows; first, the more mutritional information consumers have, the less perceived
risk they fed, i.e., positive nuiritional information affects redudng the consumers’ perceived risk. Second,
as perceived risk gets reduced, consumers’ evaluation on bakery producs has meaningful influence on their
perceived risk level, Third, these consumers’ perceived risk affects their evaluation on bakery products
meaningfully.

The results of this siudy can be the meaningful base of information sources in establishing marketing
strategies in bakery industry.

Key words : nutritional information, perceived risk, consumers' evaluation, bakery products

I. A

i

Hog FoTF THE AE(o1AH - GIE
2004)0) A &42 ©d] Hethe &7 S5
A AAH Hog walEgla, ol whel 944

¢17te] &4 He 8= HdeEld, AlElEg]
AN Zo] FEE 2005995 22 9o =4 vid A

W
B¥sgoz oz B $48 4AFE &

o] Tt 9 7L obEt A A (totally) §1 A
77 s8] o|TPoulain 1983). Hh <} To] ZA

[ : B2A=} 011-9513-7021, cookies@ysu.ackr,

A3 U= FA0ITh =5 o] g T2 Ho
Az AT ALE AL

2A%9) AT $EIE



Hlel7ie] AlEe Qded FR7 AdE A8 L0l Az A G A a7 99

B ATEE Q5 B

o ghgo] BB 9 =4

FHERS
SlF 27 o <¢l§)
323yt Sl 2 12 59 A AU Hlo
A TA A JAH FEe G 2298 F
g ez At o2 § dleH T 44
4 AL AT B S Ho|AR Z A
o|Z AFpelre ZF GAH T AAe] 7REE =,
AHlZFE2 B, TV, ] 7EA] diFel Aol
93 PR T4E AT JUch

AAEY F8ERE &HIRY A
DA (I 2002), T, 5
Ak F %‘— FiE HlolAE A A=
it GAE THeE AT BEE, v E,
HEEF 52 ﬁ"}v%kﬂr 3F da AFFE it?]
e FHFREANAE AEEin Stltjr 1
S8 F4bE AHlAEe] AZde it
£2L T4 g Z7EIT &S 9n
AH|ZbE ©eE] gh o] 1 1%4
2 7IA R A} o|H S Ao F

ok

r-i; fi"i

[+]
B¢

cHet
B,

r
LP,
2

o

dofg "

o &
w~@§

_,4
Jﬂﬁ,—f
=
©,

2 e

710l HEHE AHY LwAE L ol
gk FojA L obd ThkE £ E X
aH| AP & TE2 Ho]H
A A8 7R ek 7128 zn
7kt AR 718 HlolAE A #H
# AFEL F2 Hlo)HE AFe] Ad M}ﬁ‘
Sel e 23S Eﬂ%ﬂr(‘%ﬁ’}i
HE s 9 - o]EHE 2003). 0P E Hﬂ
AR oA A" &4 g /e A7
& - 2142 2004 ; H73H 2003b), T H|e] A
17 AZe 28 FTF FrHe1B2 2003) 5
AT7E F2 o FoA Hh Wo1AH AF
148 &HIAEe] AZ gis) =re A
B Agont Hwr A A7 AT 39

_rE_,
3

i
e

e
ALt
O LT

i rE: f-l‘r

_'“
=
_,:

doi
'|n1r
_,oZ:

:|:}

=
o S

&ode 2

O

R

|

er/ﬂ B AT A7 B892 FA|Fog A
A1EE, AA, HolAR AEE ol43e 24S
gz HelAR AF g dusty gu

€ o= A= NS T, 2 Rt &
Hzke] A2+ A g A Fe] digh Hrlel] of
¢ L PAeA AESLTA gt

A4, AZE AR AF g LHlA FHoL
7h A FRAAE THAEA FetE At ¢
=

HTHoZ =2® AF Z2#4E EUE H9]
A=) AAH v A= T 7R AR EA
4 g UeF 3zt gt

1. |2 uj

APolt BAHoE Fo

& AGAME 24 U o1y Bed) HnE
2 $237) 918 48] ohin F49 B¢ o
A BT G B AATF s B9
gz7 4AL Mol HAF FS FusT
SlAe AT ABT A GITL v
gt M=y g & A9 AgeM e 2001d
SRFONY v gk ?H de ol ofdt e
g <t #EgH AEFT JUT B
314 THU.S. Department of Health and Human
Service 2001). ©]& Aol 2 V)58 NIH(the
National Institutes of Health)ol| A= A&H|AE<]
Bt A% 242 4HE 5 UER FEE A
TiHFE AL @Y FEE 3T UrHBurton
- Creyer 2004). &, &8z} 2T HeNT £
#Hopll A HE2 ToREHE AlE 29l AR
I o5 A I AR E Edi=
AZE FviE 24T  UTh olHF HE HF
DAY EAAEET st rEdAE 197595
B A A3 0 19903 NLEA(*F & A %
&%, Nutrition Labeling and Education Act))E
A7Ete 1904078 thF-EL 7HE A o
¥ AR BAE YT e o mE ity
T2 £ AT o] AFHog RS
or HHEHY AFL LHAEAA Fudt #



100 FhazaghE =] Al
HE F43 JRE ATEEud = AT
£2o] Auk, Ei}ll‘ﬂ' iiﬂ’“lﬂ]i FE, 4]

A4, 28T wid 5 grhyg Ei—"’hﬁ e
A 2l BAgH A FEH Fejy 27
7t B o] &z A B FEE AREE
A HBurton et al. 1994).

FEVUER=E 19963 RE S 94 AEH A
Z BEx HEd G99 A ARE TS 7
Bl 2E2 49 ARE AASETE A P
FE EESe 719 2 4R QyRSos
Az EE5A K3t AchFHE 2002). 2
21 WolAT FAAME 19962 F|HoZ
e T F8 W ATFIANES FHLE FY
HAE EAAZL 4= Tl 5F] Z¥de
AHZIE S A tigh JH Y St} vlE
A771% HERHe] AlEHT 2o F 7%
A AL Wol ALBIT ATHAAL - o] FT
2003). &HFHE o]2§E 3o AF BAIE
ARE EdZ 4Fe] AW 77 (healthfulness)
AT E S = (Burton et al. 2004), =1
78] 018 Hrke AF Aol A shiy] ZAEE

A e 2 4 itk

FYE FE e} HaEY vy E 7R 4
3] AJHRBAE HoeE EF(Kozup ef al.
2003yl M= e 22 27 AA =G
=, FEEQ G JEY FUEE 2 H(cdaim)
7t AN EFE 2 AF it iz FF Bz
(nutrition attitude), T 11 Tl Y=7} Bt} =
A etk B8 AE GEEE A 2
4 EA 2pldabel) FE T FUHY 24 F
BH7F &dzby 14, ols| gz, aE T AFe
gk Frtel] Am st FIE RXeA PES A
FellE 712 = EH(reference) HE 7T B2
5, 2 gpde] JUEE JHE Hol AdTE
T I AZE 7D YTt =2 HeE BT
E YT Burton e al. 2004). A& X H A<¢]1E of
oz 2E, "5‘%}, A7 =} 2, 2 F 9
x4 FE F7 52 UDE9 wHo s ZAst

133 A 233(2007)

e pats)
At =, 2 o]F o Alm YA S A%
A FAE H3] 575 2Fel o] 2| &35}
Ho] G245, A5 F AE FH &
718 U ARE v ®el glon AE BA F
HY FEE 2olEds AlEe] 38.7% FEE
vehgth o2 S FA A9 anlxkgl oY
o] AFE BAE % JRE v O AE
£ BrlEkn $E FolE 243 = Aelgn &

AT AT AR 237 25

Bioof f0 od

o3

1 oA FANAE ol A
gk 1 319} U FE EAAE Zst
©obo] ZEta oheFe] Ak AES Z3s
o] wlolHA7 olr]AE AadAF]7] HAs B
Wﬂr McEwan - Sharp(2000)=
Hlo|A 2] A E s 4wl
o tigt A7E AASHETE 2
Ho| AP AF o] AukE gvt
W 3EERRL slon, # g dis) elasta
Athe 28] E&Eth AT &HRHE 0]
=7 g4l T8 g FEHE Ako] FoE
Ho|A 2 AFe] debdt shleA a2y 23
Ago] YRbEg] 724 AuE TR AFE
o guht o BlgA ] S Fe Ao s Ve
Woh 7ref Asle] wolA 7] AE gt - F

2
=13
P
i

o,

< g2 7Tl A AHes =EEH Hok 2
Hi 2 AFe o A#Y e ARt
2ol Aure] SE AFell tht ¢l4jol £
Hgl B2 PIAA "ok FES AT 2
= R4 Fige] HolAT AFNE 53
=2, &, §H Fv), 471 5 A7 YAsE

AMgstE 5 B FUg e 7% Yfunc
tional) Al o] We| SAIHT UTHAHE - o]+
41 2004).

2 Azt H=
A" A (Perceived risk)2 Bauer(1960)7}
Hzg &HA 95 d7A BHE £ 899



Hlel7ie] AlEe QdEd FR7 A" A8 LnA Az vAs G @ a7 101

o 2= AZE HEE «kuAEe] e EE
P AT EE EE s 292 o
& 4 g7 R AT £BAEC] =7E
HE HErog AFSEtt Eg Cunningham
(1967)2 &H[ALES] AEB A AZ4E HES =7
EAE S Aoz FREI HET A
oA «hvlRtEC] AFot BHEE Fol e
T e Y FEE T B4E e g
ghe gaE gy Fxrg He}Eth Bauer
1960)= HES BFUST B FH AETY
S48 71 o)A HS] FE2E NI 9
A &zt 7ol 27t GAEE M-
Gaughey - Mason 1998), J== Tl Zdell 23
Rt AoiEel 7R gl o si(Novak
et al. 2000) LA FHFolgtn & F ith o
A A" Age o A FR/IE [ATh
Jacoby - Kaplan(1972)-=2 A Ztel ${ge| =4 771
Az FAETD Bedh &, AFH Ag, A9
A9, AEE A, 28E 9, AEE Sg, 9
9 Ag, 293 AvkEel A€ 5ol Aok AF
A H¥(finandal risk) 2 W 2 DA L2
b4 WE AgEge s £4L Jde AL o
=

Azt A HEE F& AF 0] 2ol o]
Zol4 st=d Wood & Scheer(1996)= A ZH@
Agol 14 Hel Hrist ol gz vlA= g
2 HESETE Doods - Monroe(1985)= &Kl
A7 A A 74, AZE £, 282 A4
7EAe sl &vlRbe] Hrt 28-S AASHETH
T2 AH[AES] oW AL A ZE 7hx|¢] ¢
3 Foid AL, AZE 7Re A2E 245
AZE g e 95 S deva
A3k T3 8] Foijzks Tzl vlE 19
8918 H9 8918 ] A AZDST 2 ol
Aol tist E3Ao] ATE HEEL Eol
2= 7ol G5E ASAE FolEe ATE 3
THA S - 285 1999).

H AFY M= A7 A A S Doods - Mon-

roe(1985)4] A Hrht 7ol Szl e L]
24 AZE QRAZ) 2L SHos AFF
Atk &, A= AUE T AFEFHe=E
o|9E YAYAEEY el sl &EE A
M E B7T FFCHWood - Scheer 1996). ©]Z]
A Hrte O 22l 7R AL E
I HA A tist B Al it
7h AFE HE, 28T AT HE 55 239t
o} AFH H¥finandal risk)2 A E o] A
T wAHEY, FeirtEe] 859 7tede =8
ke A A dAstE AFH U2 HoH
A HHorton 1976). T3 AT HE 2 oJE A
Fell M8 dEst efzdd Foistnal i
AETE 75L& LA ZHE o 2=
£4E E T (Peter et al. 1975).

716l A AAE Burton 5-(2004) 2] @Tel A
= od w7 G5 ATE FU4TH R}
W el i §14E Eol T, AR Wy
ol tigt 8L Faln, FEH¢ FYES
HEE A3 o] whgel ti g AZE Y
< ZEANAYT AAEFHTL

3 HMIZo| Cier aH[AF B2t

B2 AE Sl A ol2= Ty
wE BEEEg] 7ERUY o3 &HArt 2
ol sl A3t o wet AlFel gk 7R E
BAste ©AS HrE g F9E TEAE vt
go g 7o AL ZHE e A9 o] A
=] UTHMonroe - Krishnan 1984). A =9] &
dell diF s FRI PleEg gREY &
HIZE 2 A3, JE 5 o2 7HA o& 7hest
SHES T3 AE] A FAFH 7R E AL
SH BT o]E EUE el AR S HET
(©1% -2 2001).

B2 " a7AEct dF AsRiER
LA &B 2T AF Wy FEe] Ad TS
A8 BrRteAg 7] 93 tekst 478 A

T3 gk AE2 T A dadiv =

W o



102 ] ghE] A Al 133 A 23(2007)

o] HI volrt ¢ 894 el e e
o2 RAEALET 7|eHiEE ] ZEE Y
S|t ©) 32 2003). Kotler(1983)= A Zo|& &
HZH] @A, 85, A e Ll s Al
AA AFE F s ZE FHOE o2 224
O, MBI, A, Bk, 22, 28T olelde)
£ ZESIT Ut SFET E8 Stanton (1965)
< B84, g5 £4o] 23 E Al 27,
A, 7HA, AP AR BT ME] A
Y vl A 4o Z23E BELH 7 A Fol
2T St B AEE ZE MR 254
718 @ o= Kotler (1983)= AES 25

2 Al 7HAE TR WA F4 A F(core
product)2 AH[ZZF A Tiekst &7 S5
A F= AoeA LA AFE THoE
g3l 24 == A4 A ol ot £AE SiZE
F0] o] Y(benefit) S AFT3F= AL Uit
©] 312 A3 A E(tangible product) S FH AEF <]
FAG A2 ESAgths Ao s Fezirt
AAH e g = F e oA gl2g AE
MNEez 2 AFe] Ad EAL FHHes o
sk #2287 &7 A E(augmented pro-
duct)2 AHZ7E 7HR]E Bodste H o 7|9
o LuAellA AFdhe AlE - 23 - A&7t
A & 2ESHE Ao g AA AFd SR
AFEE MEl2y o] T Agelth

A7l AAERE NLEAY 93] FoEhE
epde] BE&g og A BEty SA7E 2 714
=4 Ad¥e] vy AZFAE dEHE 5 547
2| (Ippolito - Mathios 1990), & H|AFS2. ¢
At FEgt JEE AT 4 SichBrown
et al. 1991 ; Cole - Gaeth 1990 ; Moorman 1990).

Burton 5(1994) 52 A-H|A7F GUEd AR
£ 9 1HET Hrsh=AE NLEASH A3
AA PEIETE S LA 0] BT AES
Tl Al FeFEE R o] 23 2hd ¥ (Nu-
trition Label Format)® °§ et B So| 4&H]
748 g1, AER7E Foll Amst FIE =

A el 72 S Buton F(1994)2 <94k
HE Hrist BEE 3 HFEE 41 (beliefs),
Bl (attitnde), T 772 =(purchase likeli-
hood) & TEFHT AT A= v
oh wA gl HERE BgHos BEY|H 3
W FEE ovAE A F o R it
A, HE, 2T FrlYeE AT B
§ NLEA® ]3] &vlatrt A g sk A4
2 FTHE AT, AWATE B2 FUthE 24
2 7HFE AE gt Hrtet 7o 27t =
Al vEbsTh

=

M Z=AF &7 2 A 2HY

1. 7ol a7

olgH T2 Bl wolA AFel i &
Hlzte) Azt 9T avAEste GRE
Aol s YEL VETE 2L T 5 ok
FAAoE YRS UL e AYEL 4
A & ok

, ZgkA ek, EH2HE,
BE, o], 2 @E 5L drpd £
et T, B AV FHE By £
F7F B AR 2 AFE YR BAAE
© 4&HAE Y FREA Q5 A4dE HE, 2
I el B2 FEL AT =, el Al
A)1E Kozup 5-(2003)F Burton - Creyer{2004) %]
ATE B9 e g2 7S] =2EAE

& ik

HL : Hle[A g AFel tigh Fo4etd ust
Wol AM 25 A" AP 7%
apelzh 31& Holth

B2 : Wo]A Y AF g G FRot

1

oo

A A drg A gt 2H)A H



Hlel7ie] AlEe Qg FR7 AdE A8 LnlA Az A G A 97 103

e 5 Alrt 48 Felch

2) A2l Hdnt 2R F@otzie] 20
Az e 2HAE0] e ZE P47t
W7 T BE OfE 2HEL 52 T 8l
71 g2 A7le 2RlARE ] =7e od HE
(Bauer 1960) 2 2] AH|AE 9] Fof A Azt
ZEAe 28] g2 T, Tl 2R HE B
Bl e] A2 AEE Feol7] wEd Tl 2
28 295 FHALE 5 1999). =, Ho]H
] AF 7l A AZE Aol ZaE 55
T AE tiE &8zt T s wobd A
o FED & Utk EF Y7 A4 E Bur-
ton - Creyer 5(2004)2] A7 A oW AZ
o thet Aot Frrt gotdss I AlF
it Hrteh Foll dz e wokd 4 slch wEt
M o 2 THEES AT 7 T
H3 : Hlo]A AFe e AzE Ay
2 &7 Bk gk S Rl
&

WO &

S g

Mutritional Information

AT M= <Fig. 1> T2 ATEHL HPF)
Aok o] 2R = Fustd FEIF X ZE
Bt AFel gt Frtell L & Aolm,
$ AZrE AE2 AavlAl FHole] FEE £ He
2 71851 9o

2 dEX] 7
E ATe dolAY AFE o435t
e 2 gokshd HHrt AZ4g H
Zb 7t gt YIS vAeA k1§
Aol L]zt Hriell FIE 7 1—115 "%—I—%
BTz}t 3 18 H3H Burton 519903
Wood - Scheer(1996) = Kozup $(2003)8 AT
g T4HCE FUHFE, AE HE, LuAEAE
ZEA A EA #®3a] (Table 1> 3 o)
15— 1% Zhd st T,

nﬁ:rﬁ: ml

) 21 %@ma% Fdoe Wl AT
g3 TelE B8] e LNAE B
o2 4EEAE AIBET,  ABA AL o
Aol o] ATEGo] 71 AT 2 AN 4

Perceived Risk

Ceonsumers' Evaluation

<Flg. 1> Conceptual model



104 P28 E) 2] A 1338 Al 25(2007)
{Table 1> Questionnaire items
. Mo, of . L
Wariable Questionnaire items Source
Ttems
The nutrition information provided on the bakery product 1s very easy to set
The bakery product has nutrition walue as a meal
Mutrition 5 Barkery shop provides nutrition information of the bakery product if T want.  Burton ef <l
informaticon The nutrition information of the bakery product is not confusing at all (1954,
The mutrition mformation provided on the bakery product is very easy to
understand.
The bakery product of this shop is definitely worth the money.
The bakery product of this shop is a poor value for the money.
Considering the price, the bakery products of this shop is of excellent quality
for the price
Pensived If T buy the bakery products of this shop, I will be saving a significant armount  Wood -
Ak 8 of money. Acheer
I'm confident that buying bakery product of this shop is a good decisions. (1996)
I firmly believe that the bakery products of this shop 15 satisfactory.
I will buy the bakery products of this shop continually.
I amn very confident that the bakery products of this shop keep a good taste &
quality in the future
I think the rutrition level of this bakery product is good.
This bakery product 15 good for my health, accerding to the explanation of this
bakery product.
Consurmers The nutrition level of this.bakeiy product iz good, acc.or.‘ding to explanation. Komp et al
. 8 The bakery products of this shop match up every nutritions.
evaluation . . ) . (2003)
I make a decision of purchasing bakery products according to explanations.
Mutrition information on the bakery product affects quantity of product.
Bakery shops provide healthy bakery products mere before as
I am willing to spend money to healthy bakery product
fxﬁiﬁphw 5 Gender, Age, Marriage, Income per fammily, Bakery style

3] 2006 89
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<Table 2> General characteristics of subjeat

Contents  Characteristics Frequency  Percent Characteristics Contents Frequency Percent
(m () ey )
Male 57 285
CGrender Under 100 75 375
Ferale 143 75 100~200 43 215
Income
300 28 14.0
Single 108 540 (mit 10,0008
hfarriage 400 15 15
Ivfarriage g7 43.5
Over 400 15 7.5
Thder 20 4 2.0
2029 71 355 Hotel bakery & 30
30~39 73 365  Bakey type of In store bakery 32 110
Age
40~4% 41 205 shopping windows
50--59 9 4.5 Bakery 167 835
Over 60 2 1.0
s Zare AAS Aok el ggleg FEHAHT o 8UHAA
o BEHE S8 A23 Y variman & 4153}
2 ARMTF EE S B, TE8LE DT Cronbach's o) AlFE ARE
71l ANE FHEES AT EFET I AYEE AR, e o

7 A B S B SAE 29 EAS
AR I 23 WelAY AFll e &
H2te] A7 A B 2 2o e) 54

{Table 3> Factor analysis for perceived risk

(Table 3>3T} T} 4@ A2 AH dFH
o] &F 6304, AH|A Hr17E 5506 F=ET, 5]
9] Cronbach's o 3= 60 ©|AFCF UEPITH

Eigen  Cron-

Factor
Factor Variable ) a di value bach
oadin;
5 (Rz) alpha
I'm confident that buying bakery product of this shop i1s a good decision. 796
If T buy the bakery products of this shop, I will be saving a significant 754
Percerved  amount of money. 2.67 205
Risk 1 I firmly believe that the bakery products of this shop is satisfactory. g6 (3344
Considering the price, the bakery products of this shop is of excellent 667
quality for the price
The bakery product of this shop is defintely worth the money. 6z
Perceived The bakery product of this shop is a poor value for the money. 757 536
Risk 2 I am very confident that the bakery products of this shop keep a good taste 755 23.07) 599

& quality in the future.

I will buy the bakery products of this shop continually. 631
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{Table 4> Facior analysis for consumers’ evaluation

Factor Eigen Cron
a
Factor Variable 1oadi value bach
oasig (RZ) alpha
The nutrition level of this bakery product is good, according to explanation. 876
Consurmers' This .baker'y product 1s good for my health, according to the explanation 795 243
i of this bakery product. (30.34) 743
Evaluation 1 I think the nutrition level of this bakery product is good. 703 '
The bakery products of this shop match up every nutritions. 520
I am willing to spend money to healthy bakery product. 813
Consurners  Bakery shops provide healthy bakery products more before as. (GEG 1.96 638
Ewvaluation 2 IMufrition information on the bakery product affects quantity of product. 576 (2394

I make a decision of purchasing bakery products according to explanations. 529
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{Table 4>l AAE AHH wle|AY AFe

{Table 5> The efects of nuiritional information on perceived risk and consumers’ evaluation

Dependent

Independent

F F Qg F Beta ¢ Sig ¢
variable variable g 5
Perceired Mutrition 254 18296 000 298 4277 000
Risk 1 informaticon
Percerved Wutriticn
. . . 133 3489 Qa3 136 1868 03
Risk 2 informaticon
Consumer! Wutriticn
. . . 451 49749 Qoo Al 7053 QoG
Evaluaticn 1 nformation
Z ar! Mutriti
CSUTY arien 245 12.441 001* 247 3527 001*
Evaluaticn 2 nformation

* peOl.
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=] ] ects of perceived risk on consumers’ evaluation
{Table 6> The eff f perceived risk ' evaluati

Dependent Independent . .
. . o F Sig K Beta £ Big ¢
variable variable
Parcevead
. 471 27671 000k 354 5.602 Q00*
Clonsurner Fisk 1
Evaluation 1 perceived
. 311 4,300 Q00*
Rizk 2
Percerved
. 439 23126 _Q00e 413 5.388 Q00+
Consumer! Risk 1
Evaluation 2 parceived
. 152 2339 QC2*
risk 2
* p 0l
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