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A Study on the Consumption Behaviors Regarding Red Pepper Paste according to
the Food-related Lifestyles of Housewives
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'Dept. of Food Science & Nutrition, Center Jor Beautiful Aging, Kyungpook National University, Daegu 702-701, Korea
*School of Human Counseling & Welfare, Inje University, Gimhae 621-749, Korea

Abstract

The purpose of this study was to investigate consumption behaviors regarding red pepper paste according to the
food-related lifestyles of housewives. Data were collected from 210 housewives living in the Gyeongnam region of Korea
through a self-administered questionnaire on November, 2008. Frequencies, factor analysis, Cronbach's alpha, cluster
analysis, one-way analysis of variance, and chi-square tests were conducted using SPSS v. 14.0. Food-related lifestyles were
categorized into one of five factors: popularity-seeking type, health-seeking type, convenience-seeking type, safety-seeking
type, and taste-seeking type. In addition, the respondents were divided into four groups by cluster analysis: safety-seeking
group, convenience-seeking group, popularity-seeking group, and taste-seeking group. The chi-square tests revealed that
there were significant differences in awareness regarding how to prepare red pepper paste, the reason for buying it at
the market, where to buy it, where to obtain information regarding it, the most important factor considered when buying
it, and the reason for dissatisfaction with it at the market.

Key words : Housewife, food-related lifestyles, red pepper paste, consumption behaviors.
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Table 1. Demographic characteristics of the respon-
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40~49 years old 57(27.1) 2} wolsole Woltk Fow fAFTHolgtn Py
50 years old and over 81(38.6) o} 891 2% “frlwolut dH S tiaiA Aol b,
) ‘(OO WO = ojok 1o = =
Educational  High school graduate and under 134(63.8) FE He W st dYelut A3E eishe el
fevel o, ARE A8l 4 ARk, WRe 2 44
College graduate and over 76(36.2) o 4 _ . s
e A 5 40 FRoz PAHC ARFFHole B
Moty o e S5 g g9 38 ALEE AFE AF Sl Holch, 9}
household 000,000~ Under 3,000,000 BEST) W e, Sf 52 HAE HAVTY, Wk, Fuv)
i(ncon)‘e 3,000,000 ~Under 4,000,000 58(27.6) 2, NP A FoA X7t " 2 E A5 FAI
won, =0 23 W olZ=T13) NE—. 0] 42= <Al
4,000,000 and over 24(11.5) 5o ¥ BAFTRole AT 89 4= 4
e So— 2ES 3 W HEE) YRS HAVT, ABEL 4 o
on-em . o
i G gzanse suun So= 7499 FEEFTRClL
s
Employment 80(38.1) 3 sk 90l 5 e BE AZolghts wWglo] B
Table 2. The results of factor analysis for food-related lifestyles
Factor Eicen Cumulative  Cron-
Factor Variable loading va%ue variance bach's
score (%) a
. Make an effort to eat the food that has ever been heard around 0.800
Popularity-
seeking Like to try to eat new food 0.778 2.258 16.131 0.707
type Tend to fast accept trend of food 0.635
Interested in organic foods or well-being foods 0.692
Health- Tend to consider rather nutrition and health than taste when having 0.693
seeking food 2.155 31.525 0.732
type Sort and then eat food for health 0.671
Take diet to avoid obesity 0.740
Tend to eat instant frequently food 0.871
Convenience- . .
secking Take bread and milk when being busy 0.648 2100 46.526 0.679
type Purchase frequently the cooked food at the department stores, 0.707
supermarkets and discount stores
Safety- Check the ingredients of food when buying food 0.773
seeking 1.979 60.665 0.822
type Check food additives when buying food 0.859
Purchase given seeming to be delicious in the face of the first food 0.750
Taste- being seen
seeking 1.641 72.384 0.725
type Take delicious food although it is a little expensive or a small 0.879

quantity
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Table 3. The results of cluster analysis
Cluster 1: Cluster 2: Cluster 3: Cluster 4:
Safety-seeking Convenience-seeking Popularity-seeking Taste-seeking F value
group group group group
(N=89) (N=41) (N=31) (N=49)
Popularity-seeking type -0.245 -0.336 0.504 0.407 9.729™
Health-seeking type -0.114 0.453 -1.159 0.561 32.174™
Convenience-seeking type -0.257 0.786 -0.610 0.196 18.639™
Safety-seeking type 0.647 0.237 -0.439 -1.097 68.667
Taste-seeking type 0.455 -1.237 -0.600 0.588 75286

™ p<0.001.
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Table 4. Sociodemographic characteristics according to clusters

Cluster 1: Cluster 2: Cluster 3: Cluster 4:
Variable Category Safety-seeking Convenience- Popularity-  Taste-seeking ~ Total 27 value
group seeking group seeking group group
20~29 years old 4 4.0 0o( 0.0) 0o 0.0) 6( 12.3) 10( 4.8)
30~39 years old 23( 25.8) 15( 36.6) 16( 51.6) 8( 16.3) 62( 29.5) e
Age 51.854
40~49 years old 16( 18.0) 23( 56.1) 3¢ 97 15( 30.6) 57( 27.1)
50 years old and over 46( 51.7) 3( 7.3) 12( 38.7) 20( 40.8) 81( 38.6)
Educational High school graduate and under  62( 69.7) 37( 90.2) 12( 38.7) 23( 46.9) 134( 63.8) —
level College graduate and over 27( 30.3) 4 9.8) 19( 61.3) 26( 53.1) 76 362)
Under 2,000,000 26 (29.2) 11( 26.8) 8( 25.8) 8( 16.3) 53( 25.3)
Monthly
household 2,000,000 ~Under 3,000,000 35( 39.3) 19( 46.4) 0o 0.0) 21( 42.9) 75( 35.7) "
. 46.075
zncon)le 3,000,000 ~Under 4,000,000 24( 27.0) 11( 26.8) 11( 35.5) 12( 24.5) 58( 27.6)
won,
4,000,000 and over 4 4.5) o 0.0 12( 38.7) 8( 16.3) 24( 11.4)
Employment Non-employment 59( 66.3) 26( 63.4) 16( 51.6) 29( 59.2) 130( 61.9) S312
status Employment 30( 33.7) 15( 36.6) 15( 48.4) 20( 40.8)  80( 38.1) '
Total 89(100.0) 41(100.0) 31(100.0) 49(100.0)  210(100.0)
™ p<0.001.
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Table 5. Consumption behaviors of red pepper paste according to clusters

Rotrjob REFESETE

Cluster 1: Cluster 2: Cluster 3: Cluster 4:
Variable Category Safety- Convenience-  Popularity- Taste- Total 27 value
seeking group secking group seeking group secking group
Awareness Know how to prepare exactly 19( 21.3) 3( 73) 8( 25.8) 8( 16.3) 38( 18.1)
about how to Know how to prepare roughly 19( 21.3) 8( 19.5) o 0.0) 12( 24.5) 39( 18.6) 2,480
prepare red Know how to prepare a little 35( 39.4) 12( 29.3) 12( 38.7) 11( 22.5) 70( 33.3)
pepper paste  Don't know 16( 18.0)  18(439)  11( 355  18(367)  63( 30.0)
Don't know how to prepare 12( 13.5) 7( 17.0) 0( 0.0)  15(306)  34( 162)
Know how to prepare but don't have 19( 21.3) 4( 9.8) 8( 25.8) 8( 16.3) 39( 18.6)
confidence
R;isy‘i’;‘gf‘r’; 4 Dont have cnough time to prepare A 45) 0 0.0) 4( 12.9) 0( 0.0) 8( 3.8
pepper paste It is convenient 35( 39.3) 26( 63.4) 12( 38.7) 15( 30.6) 88( 41.9) 55.290
ot the maet [ IS 10 MY taste 11( 12.4) 4 9.) 7 22.6) 3 61)  25(119)
Don't have proper space to store 8( 9.0) o 0.0) o 0.0 4 82) 12( 5.7
containers
Others o 0.0 o 0.0) o( 0.0) 4 82) 4 19
Department store o¢ 0.0) o 0.0 o 0.0) 0o 0.0) o 0.0
Place to buy  Supermarket 4 45) 0 0.0) 0 0.0) 0( 0.0) 4 1.9
red pepper  Discount market 63( 708)  41(100.0)  31(100.0)  45( 91.8)  180( 85.7) 36.785
paste Traditional market 16( 18.0) 0( 0.0) 0 0.0) o 00) 16( 7.6)
Direct bargain from the place of origin = 6( 6.7) o 0.0) o 0.0) 4( 82) 10( 4.8)
Advertisement of TV and radio 8( 9.0 12( 29.3) 4( 129) 11( 22.4) 35( 16.7)
Advertisement of newspapers and o 0.0) o 0.0) o 0.0 o 0.0)  OC 0.0
magazines
Information Advertisement leaflet in the market 4 4.5) o( 0.0 0 0.0 7( 14.3) 11( 52)
source for red  Coupon in the market o( 0.0) 3( 73) 4 12.9) 4 82 11( 52 510737
pepper paste  Relatives or neighbors 23( 25.8) 10( 24.4) o 0) 12( 245)  45( 21.3)
Looking at the products at the market  46( 51.7) 16( 39.0)  20( 64.5) 15( 30.6)  97( 46.2)
Explanation from the salesmen 8( 9.0) o( 0.0) 3C 9.7 o 0.0) 11( 5.2)
in the market
Manufacturing process o 0.0) 3( 73) 0( 0.0) o 0.0) 3( 1.9
Taste 22(247)  16( 39.0) 15 484)  25(510)  78( 37.1)
Expiration date 8( 9.0) 0( 0.0) o 0.0) 5(102)  13( 62)
Materials and ingredients 30( 33.7) 8( 19.5) 4 129) 3 61)  45(21.4)
Most important Origin of materials 25( 28.1) o( 0.0) 3( 9.7) 3 61) 31 148)
factor when  Design of containers o 0.0) o 0.0) o 0.0 4 82) 4 19 161.059™
buying red Container volume o( 0.0 4(C 9.8) 0o( 0.0) o 0.0) 4 19
pepper paste  Price o 0.0) 8( 19.5) 0( 0.0) 4 82 12( 5.7)
Sales events 0( 0.0) 0( 0.0) 0( 0.0) 0 0.0) 0( 0.0)
Brand 4 45 2 49 5( 16.1) 5(102)  16( 17.6)
Manufacturer 0 0.0) 0( 0.0) 0( 0.0) 0( 0.0) 0 0.0)
Recommendation from persons known o 0.0) o¢ 0.0 4( 12.9) o( 0.0 4 1.9)
Manufacturing, process o( 0.0) o 0.0) o( 0.0) o 0.0) 0 0.0)
Taste 16( 18.0) 3 7.3) 6( 194)  13(265)  38( 18.1)
Reason for Expiration date o( 0.0 o 0.0) o 0.0 o 0.0 0( 0.0)
dissatisfaction Materials and ingredients 29( 32.5) 7( 17.1) 4 129) 5( 102) 45 21.4)
with red The origin of materials 25( 28.1) 7( 17.1) 4( 12.9) 5(102)  41( 19.5) 525507
pepper paste  Design of containers o( 0.0 o 0.0) 4( 12.9) 4 82) 8( 3.8)
at the market Container volume 7 79) o( 0.0) o 0.0) o 0.0) 7 33)
Price 4 45) 8( 19.5) 6( 19.4) 4 82) 22 105)
Not dissatisfied 8( 9.0) 16( 39.0) 7 225) 18(367) 49 234)
Total 89(100.0)  41(100.0)  31(100.0)  49(100.0)  210(100.0)
" p<001, ™ p<0.001.
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