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Abstract

In this study, we assessed college students’ consumption values with regard to a seaweed functional food, and compared

differences between the respondents’ purchasing intentions and their educational levels. A self-administered questionnaire

was designed and distributed to college students in Daegu/Kyungbook province. A total of 288 questionnaires were
collected, and the total response rate was 96.0%. The results demonstrated that purchasing intention influenced all five
consumption values. The high purchasing intention (HPI) group evidenced greater functional value, social value, emotional

value, conditional value, and epistemic value than was observed in the low purchasing intention (LPI) group. However,

individuals’ educational levels, as related to food, influenced only the functional value and epistemic value. These results

demonstrate that college students’ consumption value in terms of seaweed functional foods is affected by purchasing

intentions and educational experience.
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AL o| A 2EHA A 59 54 7L F
jsh= Zlo] 915 Askal Qlth(Jones & Jew 2007). wh
2hA JUES W AAES HHoR 3 AT AE
7ikol] it Am|R} gato]] F-5-547] ffste] At7| 9 A
F3APIA M2E Al 7S f1ske] ==kl Qlth(Lee

2007).
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= 2003; Van 5 2005).
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A 2%19] JzArg-o 7 AAEE 53] 2uAREY] AEA
vp HE A AESAe AR A e fle 2
a3t FHom, 2vAEe 54 AE A syt wElst
of og 714 MeEE HAE A1EES 7IRE 3 A+
7} A =E]al ¢Jth(Bhaskaran & Hardley 2002).

o] FollA 54 AEFY Ae/7ujel B axv|7}A|
(consumption value)o] &2 £74 thifo|u} Aol ot 3
7h, AE 5 s olFo] U ALl Jige AlFE
A 7RIS Foll 2 FFE PIA= 7 (value)E T4
£ 3 Aqto]&o|th(Vision & 1997), &, &H|7EX|o]E0|
OEW 28[2HEE AlEo|u AR|A7E AlEdhe 7 ES
B7¥skaL, AHloAl 583 7HE Algdhe AlEFolv AlH|
A5 Rt E A AHAEY 7 BRE GAdskaAt
StEE AFolut AH|A7E Algshs 7S SHoR 4xH]
A s AFTFOEN LB[EA At Hoh anpA Q] vt
AY AeF s=goll= &8-Hr}. Sheth 5(1991)2 QI7He] 7}
3] Zoll B8 4v|@ET} BAE 5711 f3e] Au)
A% AN, 27 2R} ofd Aol Auls
2 Y 0 o|So] ATEH= 5744 A4, Z 7157
(functional value), A}3]7}X](social value), FA7}A|
(emotional value), A3}7}*](conditional value), 21417}
A] (epistemic value)o] 7]Z8)4 AP 5 et A
git}, 71574 (functional value)= Z3A|% F-go]&e] 7]
23t 7= A AlFolut AH|A7E 7= EEA B4, 7]
4 A, A8, e, 7HE TeRRE =% 7HA0]
o}, AFS]7FA|(social value)= OH A|Fo|U AH|AE &
2 elolzle) WAt i A4le] A9l Aol o o)
P I A ollAl, ABE ol Wekle)
4 e AzkEE slxjoltt, 7713 (emotional
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HozA offl AFolt AulAvt guishe Lot 74
A e RRY A} A2 HAolT, A8 4
(conditional value)= AH|Z7} AHSH= ERAIS oL =
B B9 AT A2 A RA dSA] ofF 4
Wlehs 4% e o ZHeh fARRlt, QA
(epistemic value)= oJH AZo|t} AH|A7} S7AL &
WAL B0 AN FEAZ 1) AZEe AHEA A
22 AWS e olRA] Aot oo ALgT AE oAl
Mg AEL] MelolA] Lhepiiet.
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Aol 1ol et TS Holet T ARAS Bufalel A
71 719 WA oR SHTHES sigltt, 300%0] AEAE )
ok & 2880 HAEAE Iote] (Bl4-& 96.0%), F4
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ol FHAE0] sl 17 715 A&l tiske] QRS
NES Bt © ql7e] ARAL A AREos 1
sjo] qlck. 3, ATEATE 4ol et RO 3
Ak AF, shd, AlE B T 7 ool digt AE
o AT AER A% 7 ABe Fuelme) of
@ BRE Likert 58 A= A3 g}, 59: b
thz S4ste] F+ta A= o7} & 1 High
Purchasing Intention)d} W< 1&(Low Purchasing
Intention) &2 EFSIAUTE. =4, 27 1771 A&l
et ARkl AR SA5H] SRt £e® AEst Sl
o, TN, FhSE, P e Az A B
Az L A dFsh=d oledle & 52 v 7Y
Agon o|olAitt, A, 2T A% 7% HE v
IS 24 e BRE Sheth S199D2] 2170l
e =5 R ste] F 28719 Egos FAH V)
70, AP, AP, A, QAR 57
Zulol et 4uAE SAsk, 2t B AR
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2 THE 2 AFoIA ASE LM SRRl A
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7HA] £3k9] ¢ Cronbach’s a=0,904, QAI7}x] £35}9]
7% Cronbach’s a=0,813, A}S|7HA] £ HL
Cronbach’s a=0,737, AZB71x] £3ke] 9
a=0,872°] 3},

Cronbach’s

3. SHEM

SPSS 14,0& ol&sto] 7zt S43=9] 7w T4 &4 4
Yz Ak 248 st AlExE HZS Cronbach’s alpha
£ o835t AAlstalnt. QlA-gAISHs S sl 17
76 Al dut B4 gt B2 Ve TARAE 5
3 HlwEel MES-S et o, sk A% Ve AEY
UH—OJEA UE L5 s 159 487HA] 2jo] w4 4]
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HE t-test BAE AASH] Fo S AESISIH
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1. ZAILHALO] QIFALEEHY EA

FAEARR] QIFtARSISHA E/4d2 (Table 1)of Yt
ULk SHAES] Bt AR 21.22+1.94% RAME
28199 SEAE & 28hdo| 1129 (40.0%) 2.2 717 W2
HISS 2R8I, 1 2lof] 431 89 (81.7%), 38Hd 58
8(20.5%), “12]al 131 2278(7.8%) ©|dth. A, FF

2. =7 AY 7|5 AlF0ll et Lt é*

(Table 2)°]4] AAE vle} o] s25 A% 7% A%
L Jufsi=g] 71 HYdt AAR 24A]7} FHojzo] 1289
(45.7%) .2 7P¢ Etow, 11 ohgo] ruubAl 1199
(42.5%)0]th. WA AZ715A A1E AEgujdo|} 8-7)
Ak ARl et AS=s Z42F 22%(7. 8%), |
(2.5%) 0.2 uj we Ao ekt 3 25 A%

7V HES i o 7P Hge o) FuaelE
Tl ek AR} 1819 (64.6%) 0.2 7P EkaL, 470
Heloll ik AR]7F 897 (81.7%) 22 1 th&o|gltt. o]
o A2 E2 Aldiell Sshe distyel ick- el 9
o] zon] sfEla} weke o] 8 gl Fo® melr
(Sloan 2006), Lee 5(2001)3} Kwak S5(2002)9] &15Lo]
m}em] r,stMﬂ o] 747]— 7]‘— Aluo _—TLOIO g]_ xc}ﬁx_g
ok, A7, AZAAEH ol wiEe] B AT 2
e} 2ol S BT},

MZF A7 7= AZE9 Aot 71402 1599 (56.8%)
9] STx}7) 800~1,2009, 797 (28.2%)2] A7} 800
o m|gol2tal SEsko, *lwow @A Hof =i
ik 77 71 A1) 7o) uis) vl Ahg s
A% 71 AEoR QM Jo® vehgth ol H2
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<Table 2> Purchasing demands of Sea Weed Functional Food

So A7k AT BB S AFe] i S 208 (SWFF)"
o2 74 0%2) BES HYon, FHRT A 7% A= Variables Group N (%)
o] ol 9w - Erh7t 26%(9.2%), “ETH7F 52 Place S § )
(18‘5%)’ ‘E%’o] 86%‘ (30‘ 6%)’ ‘;H:]— 7]— 73%‘ (25‘ 9%)’ 2141p}f(r)rlilrirc§ttlvenient store BZ 242 ;i
2o ‘ufg- Wb b 447 (15,6%) 0= 2AFE| (T On-line store 4( 1.4
Healthy food store 22( 7. 9)
<Table 1> Descriptive characteristics of respondents Organic food store 7(25)
Variables Group N (%) Packaged Uni Individual 181 (64.6)
Gender 4 units 89 (31.7)
Male 37(13.2) 10 units 6( 2.1)
Female 244 (86.8) 20 units 20 .7)
Grade 30 units 2( .7)
Freshman 22(7.8) Price
Sophomore 112 (40.0) 800 won 9 (28.2)
Junior 58 (20.5) 800-under 1200 won 159 (56.8)
Senior 89 31.7) 1200-under 1600 won 32 (11.4)
Previous Experience of Food Relating Coursework 1600~under 2000 won 8(29)
Yes 208 (74.0) 2000 won~ 2(.7)
No 73 (26.0) Preferred Ingredients Mixing with SWFF
Purchasing Intention of Sea Weed Functional Food (SWFF)' Cereals 69 (24.8)
Very High 26( 9.2) Dried fruits 51 (18.3)
High 52 (18.5) Dried vegetables 31(11.2)
Neutral 86 (30.6) Nuts 62 (22.3)
Low 73 (25.9) Cheeses 28 (10.1)
Very Low 44 (15.6) Chocolates 37 (13.3)
Total 281 (100) Total 281 (100)

SWFF": Sea Weed Functional Food

SWEEY: Sea Weed Functional Food



<Table 3> Reasons to purchase Sea Weed Functional Food

(SWFF)"

Variables N (%)
Sensory satisfaction 14 ( 5.0)
Nutritonal balancing 109 (38.9)
Meal replacement 65 (23.2)
Dessert 21(7.5)
Weight control 4( 1.4)
Convenience for usage 49 (17.5)
Cheap price 18 ( 6.4)

Total 281 (100)

SWEEY: Sea Weed Functional Food

o) 7% 71F AsE A g3t W a7s; A9k Aol
3 Autz A Dt (Verbeke 2005). E3F dj2F A7) 7)
T AEE AT o A ARESHE 7P 23RS AYEe
a= ™
=T 69 o

(24.8%), HER 624(22.3%), AZ7Y 51F
), =3 37H(13.3%), AZxAY4A 318 (11.2%), 1
il =257 287 (10.1%) 0% SH3te] AAEH 6714 A=
Sl et ot 7|eeE Btk 18al xR A% 7]
5 A4ES UL O ) vow oRYl SREL £8
Z7} Zh2F 919 (32.5%), 648 (22.9%) 0.2 714 =9ro.
], =2}o]| it AT =T 46 (16,4%) 0= LETH
SER A7 715 AES Fulske PuhEAoR ookn
ol wgol Hrb F22 HeE SR 1099 (38,59
o7 7P Eon, ‘AFREELE F=F Pl 657
(23.20)0] STISITHTable 3). T2b SEAEE oz
2 A7 b5 AEE YRS U AFEED 22 AR
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gt 24 AIE (Table 4)°f AAJSHAITE. Likert—53 2|
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L bl el HRl Apol7E 9l AR et o] S
A RIAZEA Q] B et =S ] IATHAI7E
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<Table 4> Differences between HPI group and LPI group in con-
sumption value toward Sea Weed Functional Food

(SWFF)"
HP1Y LPI*
t-value
Mean+S.D. Mean=£S.D.

Functional Value® 3.55+.67 3.03+.71 5.967***
Constipation prevention 3.55+.96 3.07£.93 4.009***
Weight loss 3.67+.93 2.97+£.97 5.810%**
Cancer prevention 2.92+.97 2.51+£.91 3.323**
Healthy small intestine 3.56%.95 3.09£.95 3.898***
Vitamin uptake 3.61+.80 3.03+.90 5.402***
Fiber uptake 3.84+.82 3.34+1.01 4.332%*
Mineral uptake 3.74+.84 3.23+.93 4.662***
Social Value? 3.14+88 2.71+89  3.933***
Worker 2.72+1.14 2.31£1.05 2.930**
Professional employee 3.23+1.02  2.83+1.12 2.973*
Female working in office 4.17+.95 3.50£1.07 5.257**
Male in middle age 2.32+.97 2.22+1.07 .802
Male in young age 2.52+1.02  2.40+1.03 .963
Female in young age 4.18+.91 3.56+1.08 4.983***
Housewives 2.80+1.12  2.31+1.08 3.474***
Students 3.36+1.13 2.84+1.15 3.581***
Emotional Value” 245+.87  1.86+.66 5.851***
Pride 2.42+.97 1.86+.77  4.921***
Happiness 2.36+.95 1.82+.74 4.832%**
Freshness 2.38+1.05 1.76+.72  5.194***
Satisfaction 2.65£1.05 1.99+.79  5.445*%**
Conditional Value® 2.80+1.09  2.29+1.01 3.732%**
Play 2.70+1.14 2.20+1.07 3.573%**
Travel 2.89+£1.18  2.40+1.10 3.376***
Epistemic Value” 3.80£.67  3.07+.82 7.961%*
Lunch 2.73£1.15 2.15+£1.01 4.164***
Breakfast 3.42+1.23 2.58+1.24 5.346***
Snack 3.54+1.00 2.71£1.04 6.426***
Commercial 4.02+.93 3.29+1.14 5.684***
Other’s recommendation 4.04+.86 3.30+1.11 6.027***
Promotion event 3.98+.95 3.35+1.11 4.920%**

ok, EK'OOI’ **: p<.01

HPI": High Purchasing Intention group

LPI?: Low Purchasing Intention group

Functional Value®: When I buy SWFE it would be helpful in ......
Social Value?: 1 think ..... would purchase SWFE

Emotional Value”: If I would purchase SWFE I feel .......
Conditional Value®: When I g0 t0 ..., | wlould purchase SWFE
Epistemic Value”: It would be evoked to purchase for (through) .....

Ashal slxf A% 7l A&l Fal4.02+.93), Ald
(3.98+.95) W 0| U{(4.04+.86)2 LIS TS FF
A 5 S AR Qshs Ao 2ARESIT Sloan
(2006)9] ZAte] &B|ZHE F 63%7} B} o 7] F2
S elishe], & Qle] dnk 7hA APgtie] Bl 3
o ool A SR SrKskaL Qlrkar gy, whebA] s
7 A3 7l AEE sl 9 aElAkEs dieR
AR kA oulA] QA A 2SS 919t FaL 5
ks T3 o de AE BEE 5 9l Aol

71s7kA9) A anAbse] el 9FE E 5 9

1o
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= 7P dAA Q] s o2 A ajolert =2 T1EY
7167 = 3.55%.67, Fuje|wrt W2 TE0] 757 A=
3.03+ 712 RARE|o] = Rtk 7ko] zjo]7} Fo)2Ql AL
B2 UERITHPC 001), 53] o) wr} =2 HT-2 a7
A7 7% A1Eo] Af4(3.84+,82)9F 72 (3.23+,93)
A 715730l 7P =2 7HE T2 ddet B e
E7b @2 ool A9 dlxf{ A% 71e AEY tololE
(2.92+.97) 9 ¢F A &3H(2 51+ 91)°] 7 =2 7HA
g 23},

AL 7FR] 9] 74-9- Al Q) =T} =2 T1EO] ARS|7HA) 7 3,14
+,880]aL O =T} W TIF0 ALS|ZEA| 7L 2,71+ 89F
Al T Aok 7l 91421 Zpol7h ddk(p<.001), 1EjaL
Tt =2 Ak WAl ARRZEA] 9] 7 ERdE e
2to]7F AX (FAGE 2,32+,97: F31gk 4,18+ 91) ARSJ7HA]
of tigt SHAES Tl A FFE & 5
3712z of| 57 Alsgoluh Aula st of AR, 7
A, FHog o2 Joite] 378
B2A, SHREE0] 7]EAoIv e Bt 11 AlEE AR
o g A == ASA olu|x]of F 1
(Robertson 1967). £ d3to] Ayg SYAEL Fx&
A% 716 AES A2 0143(4.04£ 97)3 A o] (4.02
+.97) W HAEA] FARR3,19+1,03)¢F THY(3,23+1,12)5
o] AbE] A olm|x|e} AAStA QlAlEH= Ao R UERT w
A Fa HAEA]] oA kS o=z 3 A AlEst
B 53 oA gee] shal, T1of whE Far viAl" A
22 st 1 A Yo HHENE fFEshAY, 2
$olut Aol w2 AltE M2 FALder e
stefe Bt 34430 49 deko] dQsirta 2ot

BA7HA = AlFolv AIAE B8l =7)= AvAEe] i
A Mo g ALl FHolgt stejete AvRbEe] 1
AEE BAY ARSSHEA 47 He GAE =4S deitt
(Park & Young 1986). &, oJH 4&& 33 9 &S

WA oz AuAEA BT LS FA B
Molth, ¥ AT SHASE xR A% s 4B B
S AREA, W, A, BEg 2 FAA =g
& 92 2 gl @K e FulelEt e el

o] & ot 7he] Zpoli= §-9] Ao Lt(p<.001) THE ] 7}HA]
ZH|7FX| 9} Bl aEtH 7Y W A4 Ve, Eg A
F7HA 9] Aol ol ert w2 A A=At
2.80+1,09 o]QlaL, Fujo|erl W ko] FeriA| =
2,291,012 H|wA @2 Hps vefigla, & Hd 1t
O] 7R €] Apoli= [-9 ARl AL & YERITHp.001),

aH7ER|] gl AFEo] 2 FH, FEAb AR
QAIFL] HIIL & FAIOE o|FojHIL AF9| 4n|7HA|
of that MG o}A glouE gl At Auje} vjw B

Asl7l= ol ey 0] H7HAE 43 Moon
& Choo(2008)9] AF-Axte] w=w {38 4l oA A
T, 283l &5 £ A @2 Hd Afole] 9
ol thgt axu|7FA] 9] 2pol7} Q= Aoz EAbE oA
= FAYAgo] W A, 9 drego] #& Hd 1
2l 254F0] W AdollA 7154 7HA ] A E
o] fFoHOoR =2 o7 UEht 4829 7HA]of w)
E A RSt 20 ohE vHAlY S50 Apdst 1aid
= Aljrekgict,

4, Alg, ojoF ol Z4Zb mh pl=2 £ZF ZAslof wWE AH|7}
I

AE, A9 A% B B 57 496 me euR)
s sjzs A7 7% Aol diF 7 AuiHe] Ex
_‘l

HI7H] oA 715 7HA1 (p¢.001)8} Q1417H2 (p<.05) o]
olde] 7o) Aol gl At gl ArkaololA fol7

sE zqe
IR 227} A
o](3.47+.92) ¥
o] 2T A% 75 AEY 77 AE Hdst= F%S
Ft goloz SR, AEel e A4 A =
W Qlajse] Aol ek AT A 23 AE, WA
24 AR B2 15 AE B2 FH0R ofol v
A (Nam 5 2000; Kim & Kim 2004; Verbeke 2005;
Verbeke & Vackier 2005). o|e} Zro] EA A& ot X]
Ro] 4uAEe B, U4 HE o] GFE 2ot 4
AT 089 £4S el 9ot M Y,
Q1] 52 A} AuBslel AHH Wt e of
F =2 oA % ol ¢lth(Van Duyn 5 2001).

2 B9tk AF B wUE 27 FYo] g $YAEe
% } 7% AES AAgoR A

o131 zfolE YERATHpL 05), 1L}t AE7HA], 47t
2 283 e S e -5l wet {949l 2}
o] YEFHA] UTHpP( 05). HAEAH]|RLS] AH|7}A] o
gt #HH QNS A3 Kwon & Rhee(1998)2] A-tof wt
29 FLdEo] A sHs v E e AR7ER] O
FHRI RfolE Ho|z] Fgrom AH|R} A% ZH7EA]
of §-o12Ql JFe F= aglo] ofd Zog HiEe A
H|ZE9] Q11 Aoyt Ql4]o] AH|7Ex]of n|]= g
Fee FHZHRI Ao At



<Table 5> Differences between HPE group and NPE group in con-
sumption value toward Sea Weed Functional Food

(SWFF)
HPCY NPC?
t-value
Mean+S.D. Mean+S.D.

Functional Value” 3.46+.68  3.07+.77 4.032%
Constipation prevention 3.47+£.92  3.10+£1.03 2.860**
Weight loss 3.49+.96  3.14+1.07 2.587**
Cancer prevention 2.87£.96  2.50+.94 2.824**
Healthy small intestine 3.45+.92  3.15£1.07 2.240**
Vitamin uptake 3.50+.84  3.10+.90 3.477**
Fiber uptake 3.76+.85 3.32+1.02 3.572***
Mineral uptake 3.68+.87  3.19+.88  4.045***
Social Value” 3.08+.92  2.81+.95 1.489
Worker 2.63£1.09 2.42+1.55 1.361
Professional employee 3.19£1.03 2.75£1.10 3.064**
Female working in office 4.03£.97  3.57+1.16 3.322**
Male in middle age 2.25+.96  247+1.13 -1.584
Male in young age 2.46+1.01 2.56£1.06 -.669
Female in young age 4.04+.97  3.68+1.09 2.666**
Housewives 2.71£1.77 2.55£1.08 1.024
Students 3.23+1.23  2.99+1.20 1.564
Emotional Value” 2.42+.97  1.86+.77 247
Pride 2.25+.95 2.17+.90 495
Happiness 2.16+.92  2.17+.89  .965
Freshness 2.14+1.00 2.19+.92 710
Satisfaction 2.42+1.05 2.33+.90 .520
Conditional Value® 2.61£1.00 2.61+1.08 .028
Play 2.53+1.14 2.50+1.17 .183
Travel 2.70+1.19  2.72+1.14 -.165
Epistemic Value” 3.59+.79  3.34+.82 2.225*
Lunch 2.53+1.63  2.42+1.00 .730
Breakfast 3.19+£1.30 2.93+1.24 1.456

Snack 3.30+1.05 3.04+1.13 2.336*
Commercial 3.28+1.07 293+1.14 2.130*
Other’s recommendation 3.81£1.02 3.50+1.13 1.550
Promotion event 3.75+£1.04 3.67+1.08 .610

*: p<.001, **: p<.01, *: p<.05

HPC": Have Previous Coursework Experience Relating Food,
Nutrition, and Health group

NPC?: No Previous Coursework Experience Relating Food,
Nutrition, and Health group

Functional Value®: When I buy SWFE it would be helpful in ......
Social Value?: T think ..... would purchase SWFE

Emotional Value”: If I would purchase SWFE I feel .......
Conditional Value®: When I g0 10 ..., ] wlould purchase SWFE.
Epistemic Value”: It would be evoked to purchase for (through) .....
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