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Abstract

This study was conducted to investigate the effects of fast food customer’s perceived risks on risk reduction behavior,
attitude and purchase intention. A total of 268 usable surveys were collected using a stratified random sampling method.
Descriptive analysis and factor analysis was then conducted using SPSS 12.0, and a Cronbach’s a. was generated to
estimate the internal consistency of the survey items. Multiple regression analysis was used to evaluate the relationships
among variables. The results indicated that fast food safety and monetary risks had a negative effect on customer feelings
and satisfaction with fast food, which had a positive effect on buying purpose and recommendation purpose. Conversely,

obesity and monetary risks only had a negative effect on buying purpose. An improved menu more effectively reduced the
risk perceived by the fast-food customers than an improved image.
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<Table 1> General characteristics of subjects (n=264)
Characteristic Category n (%) Characteristic Category n (%)

HOT e S,

Age ;853 3%8?23 lfl‘zgtmhley 70100-200 Zégig

30-39 57(21.6) (10000won) 300-500 43(19.7)

40< 17(6.4) 500< 61(28.0)

Housekeeper 32(12.1)

High school 103(39.3) Officer 41(15.5)

Education Col.lage. 17(6.5) Job Busine§s 5(1.9)

level University student 114(43.5) Professional 38(14.4)

Graduate Univ. 28(10.7) Student 134(50.8)

Etc. 14(5.3)
m, Az g nx 2001), RIS HF Yol A 7 FHE ko] HATAL
A%o7] Siek AFEE Cronbach's oghe AMSIHOH,
1. ZACHARIS) et S whel 291 25 0.17 ooz ulmA o AFEE o

AR A9l AL (Table D 2tk AW F9]
& HAPF 1149 (43,2%), oA7F 1509 (56.8%)°1™, AP 29l 12 Aol A A obx AXRH, 97l == A &
< 10-19A417} 917 (34.5%), 20-29A417} 997 (37.5%), ofxl AAHE, el T SolUeA AdE 5 A F
30—39A|7} 5778 (21.6%), 40—49A17} 1278 (4.5%), 50A HO 8 FAJE o)A mnbolz} Wrgstelal, 92l 2= S
ool 5% (1.9%)% ALz Uehgth, A& oAM= nl& 20| S80S A ot AXH, hd7Heel Eoldle A
A7F 20278 (76.5%) & e ARSI, wS m e ot AAE, IEHETE DS = A=A AA4E F Y
AZolsk7t 1037 (39.3%), Mt S0l 1774(6.5%), FEog FAEA Y o= WHsilrt, 82l 3& 7
o ZYo] 1147 (43,5%), et ool 28 (10.7%)°1%L ot 2ol A e E=A] ARE, EE EA e A
oh SHAY] A4e shgol 1347 (50.8%) 0% 7H =& ot A4H, edid ARE 23 e AL ofdA A4
Hles 2pAsk o o Bt 452 100-3007H wgto] H, A &2 9 A= el 48 A ot A3d F

63'8(28.9%) 0= 7HF A UEbtt Mo FEo 2 AR A g e r Wrgstalon, a3l 4
= 7140l wlsl #o] m‘ﬂ?‘lb AL ofdA] A4d, A %
2. YBXZSE W UHLATZO| st 2012 & AR Ao FHA0] e AL opdx] AHRe| 47}

SfEA|Ztol tholol AQIRAS AAGE AT (Table 2y FLOT Bl AN JF O s
A ple] RG0SR S FUALYE dolef AL AT Ak Tablo

AP 79,89%5 L}E]—L}- 1l o] AF3| ks
Jel= 60%5 JBIshs A L}Ewcﬂcyla

3ol AT HA Q] BAF % *gtga,ﬂ% 58.95%0 2

Uehon], 7 g8

<Table 2> Four factor analysis of perceived risk about fastfood

= 7F9] Cronbach

Factor Variables 15232?1; Eﬁzg Cun(l(;ol )a Tt Cronbach’s o

Anxiety about gaining weight 927

1. Obesity Anxiety about the high calorie 916 2.642 18.870 .878
Anxiety about the nutritional balance .651
Anxiety about the chemical additives .840

2. Safety Anxiety about the endocrine disrupter .841 3.668 26.197 929
Anxiety about trust of the nutrition fact .502
Anxiety about the clean cooking condition .867
. Anxiety about bad sanitary condition 842

3. Sanitary Anxiety about using stale material 704 2.991 21.364 881
Anxiety about taking a disease because of bad sanitary condition .698
4. Economical Anxiety about the poor quality for the price .826

risk Anxiety about the low price for using quality material 781 1.884 13458 777




<Table 3> Two risk reduction strategy about fastfood factor analysis

S, B, R F0HOl=0) DIXl= FE 521

. Factor Eigen Cumulative g
Factor Variables it value (%) Cronbach’s o
The selection of shop offering alternative drink instead of carbonated drink ~ .795
Improved The selection of shop using reliable food material 766
menu  The selection of shop offering low calorie menu .682 4.214 42.14 767
The selection of shop offering nutritional information 676
The selection of shop having improvement in image by shop’s interior change .885
Improved The selection of shop having improvement in image by advertisement .860
- . .o . ) 1.682 16.81 .822
image The selection of shop having improvement in image by eco-campaign .667
The selection of shop offering multiple information .641
T 0.76 oJFoR vjad £2 AFEE ATt & = fEdads F idd viwe Adske d oA 9
A oM = BhkeE il Eolu ek 22 diAle= Al ol fleH, AAuade T A oluA|e] G5 47}
ok EATE, 7H0] wote Be & Qe AARE A Al SIEAARS] B G vRA| S ACE e
B TP, A olE AFSHE WAEREY A ofeith AT Mo} HAEEE Qo] wlvka} QbR B
g, I¥ AEE AFvhs dAEFEH AE 5 i & dE v B30l sle u AnjAkEe] Aol 4t
Boz PRl N Aol BEan, 92 28 A% o284 gev] Bedl W oluxe] HE
oAM= el QlEelo] MR ojujx7} 4 HAE o o a3pA dero] E 5 Qs AeE AledH
Feg HE, TS FHIE 58 5 olus} g
SAEFEY AE, A, A BE 5L B 4 KLU0l HASEE et B0l oiXls X
oAt g HAEFEY AY, ool JEE Al HAA| o] FAEFLO| tigh AnjAbEe] B vA=
ZL gAEZCA & =

CAlEE, S

o=

sl eohd7] 97t thEBlHEA A (Table 5)
Ieof| theh 3R] H

9’]— L= s, U=
g 7} 14, 10, 13%8 Uegon, A7z 2y mE
. HEXzRl0| egadS oxls p{ 001904 FAIH o2 FOf3t Ao yeyitt, Kol A

A
U7 1A Zaglo] STt nxe gkl o weol

2lo] tha Hetout AAl= Aol iRt AnAES] B
3ff Srob7] Ql8f thEa]EAlS AAIGH A= (Table 4) of Y= vA= alo] vtk A4 EAeE et
of 2ottt $IEAZE 291 % HvkE QkdATlo] YRz @uas F9 iR Az 8T 4 YeTleks A
W5 % A ool fole ATE ML Ao Ue & el Aol & Qo] B4 79kt o qle] 5
U ulghh okl sk SIEAIZI] e sulRela® 9 o Mt 4Ro] Awele AAelT Yok ARE,
AdadPsor AT vlws APt E3F Blvte] gk HAEFEof gt whEEoll= AAIA 1d A gl of
AF A Zro] =2 AL (B=,307)7} A (B=.244)°] That gk Aol o3t FEke vl Aow yehden Al
ARz o] #2 B-Eo A vlwE Adshk=d o & o= BAIA A, SEole hdAdnto] fofgt
o e ulAT U ST AAE PR AZHE IS vl Ao ety vabd A @Kz

<Table 4> The influences of the perceived risk on the risk reduction behavior
Dig igiigce Category B Beta t-value p-value VIF R (adj R F (p)

(constant) 1.928 9.4140 .000***
Obesity 218 307 4.47 .000*** 1.579

Improved g ¢ 190 244 2.891 004* 2.390 (8-52% (%1)'33*7*)

e Sanitary -.002 -.003 -.032 974 2.046 : :

Monetary risks .026 .032 432 .666 1.833
(constant) 2.714 11.689 .000***
Obesity .080 113 1.457 146 1.566

I“i‘rPr’lmved Safety 067 086 906 366 2.365 (8'833) (Zo'ggz)

e Sanitary 034 039 443 658 2.035 ‘ '

Monetary risks .014 .017 .200 .841 1.820

*p<.05, *p<.01, ***p<.001
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<Table 5> The influences of the perceived risk on the attitude about fastfood

Dependence

variable Category B Beta t-value p-value VIF R (adj R) F (p)
(constant) 3.836 15.821 .000***
Obesity .056 .071 .967 334 1.574 ]
Confidence  Safety _131 _153 -1.690 092 2.385 G %) ( 36%3*2*)
Sanitary -.126 -.130 -1.544 124 2.043 ’ '
Monetary risks -167 -.183 -2.303 .022* 1.832
(constant) 3.953 15.365 .000***
Obesity -.017 -.021 -.280 779 1.574
fG‘l’i‘Ld Safety _224 _252 2718 007+ 2.385 ('égg) ( 0669;5*)
ceing Sanitary 007 007 084 933 2.043 : :
Monetary risks -.081 -.086 -1.053 293 1.832
(constant) 4.130 16.527 .000***
Obesity -.019 -.023 -319 750 1.574
Satisfaction ~ Safety _181 -205 -2.264 024 2.385 (} 2;‘) ( d(())g*l**)
Sanitary _041 ~041 _489 625 2,043 : '
Monetary risks -.155 -.165 -2.081 .038* 1.832

*p<.05, ¥*p<.01, **p<.001

QHAAel et SIEA|Ze] e HHUSE TAEF o
et v ou) AAE Ak 1?45<p< 05)el,
QPR that SIRAIZHE BRE(pC 0Dl B BE Fg
stk e 4 9t

5. AEZSO| Ot EjEt Poels0) nixls oia
aEzEe] gt AulAEe] BEr) Fulo|we] G
of st mlxj=xol ths) Axr] 98] chEs|FRAS A
AF ATHs (Table 67 2}, B4 A3} B 5 57
(<09} THE(p(.00)7F Ful )ALl HOI3HA] RS
u)AE Ao Uekton ol AEFE ta S7E
o} MHET} 58 AUUSE PAEREAES] TulolE
b o A elujgiea @ 4 Qltt, WgelEe] 2 o
A BRFE (p,001)2} BHEE (pd O] e mlxe 7
o GERLL Alsle] A Polet Bael)

H‘i

. HEx|zol Fojel=ol ojxle FE
e s NIERBENEET
2 ofuet RS nH|=A] olobuy] $J3) CHEEARAS
AAIRE A= (Table T)F
B4 23wt A4 REAIz] Wass Tojola
o T4 AT 1A Ao Lehton], Welie 4
Polls FFE v]AE R9l0] Y= AR ey, ol
S AT AP BoHE FuelAt Holalrhs
(Peter & Ryan 1976)9] dtA3}e} Ax|3l= Ao Z wjjA
EFE9 JlE7|=A o8] 7HAe e FE BA
o] FIF= WA= AS & ¢ AUNeH, HT YAEFEY
SAE AZIEL Q= HTEe gl GA] s 2 ARgehs
SRl o= SIStk

11X
of FF= HAA] 3=t o] AL B=rF SAAE ol
=g YoItks Song(1993)9] ATATS YA 2 B AT WAEFE ol WAEO) SRHALAE 3t
Sfolet. ofsfe] ofejgh Rolo] WAEFE of§ AT ejre} T
<Table 6> The influences of the attitude about fastfood on customers’ purchasing intention
Di[; ig%igce Category B Beta t-value p-value VIF R (adj R) F(p)
(constant) 1.485 8.874 .000***
Buvi Confidence -.004 -.004 -.060 952 1.559 350 45.451
WYIRE PUIPOSE Good feeling 224 227 3.072 .002%* 2.130 (.343) (.000%**)
Satisfaction 409 409 5.256 .000*** 2.363
(constant) .830 4.760 .000**
Recommendation Confidence 104 .099 1.502 134 1.568 305 36.888
purpose Good feeling 310 312 4.074 .000*** 2.127 (.297) (.000***)
Satisfaction 215 214 2.648 .009** 2.362

*p<.05, **p<.01, **p<.001
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<Table 7> The influences of the perceived risk on purchasing intention
DeV}; T_g?jgce Category B Beta t-value p-value R (adj R) F(p)
(constant) 4.426 16.858 .000***
Obesity -.074 -.091 -.121 .000™** 108 36
Buying purpose  Safety -012 _014 ~150 881 0.9 (gi)o*z*)
Sanitary -.026 -.025 -295 .768 ‘ ’
Monetary risks -.246 -258 -3.179 .002**
(constant) 3.146 11.456 .000
. Obesity .018 .022 284 77
Recommendadon gy, ~139 155 11,606 110 o o
purpose Sanitary -008 -008 -093 926 ' '
Monetary risks -.039 -.041 -481 631
*p<.05, ¥*p<.01, **p<.001
ohelol P2 el vl eobit AT G Fol  Hie W Al kel Sude) Hng 3w
7] $l8) Ao ojugt JAMANES MESHEA ot vl B8-S F Ao Ame,
SEIIA}F oF AtEH AFENE Edl® JHiE—*rE AA AR, JHQE—*FEOH gt e 5 Sfee ST} =
o %A AR WY B ol Bl B A 24E Adpuloliel BRI mE folaiA A U

sfolon], o A4S foreld ohea 2,

A, wlekt bl et SR A zo] 2 anlaks:
= AT F AN s gol AEshs Ao U
eheh Wb Q@A R HE ofujx] Aol
o3t QEX|ZF Q1% RS n|X|R| U9t}

A, WAEEFEO] it Bl AAIE A4 oF
Aol diet ARzl FofRt F= A= Aoz yE
Wt A T Aol i A2 “78‘57} €
2 fAEFE fat SR} S7HEs} B8 AR U
stom ohgel AN YA Weps AwT) B3k
oLt SIE o] WeAE SHETt e Ao
= vepg,

A, PAEFES gt Hie § S} WEEY} =
& 2uAASE oA fola) B AeR UrEPi{
ou] Yot oAl £ AR LT

YA, AR g AEAZERsle TulolE % U
Ao atof = GRS nA]R] k= Ao 7 VENGo, ||t}
BAE @Az B9 FolelAlel 5 (-)2] FFFE vl

oIt T ATANES B AuE B =50 AARY
o ohewt 2,

AR, WAEFE o] FUMEL ofu]x] A ETh= vl
o] 7S ¢ Azstelon, Hinka Qhi/dof digh %@Xl
2ol w2 IAZOA ol2et 4ol ¥ FEHA=
UERdt, mhebA AEFE AR ofufA] i h:%ﬂiﬁ}
w A7) ey b/l theh Al®| 5] o] ARt
o] ol £3 Mo o ANHY o= Wt

7, dAEFE olgmEe] 3 5o nYH U
ol lgtolut 9Pl that glaxzhact AAA 9@t ok
ok 4 9loleh, webA

Aol o B g viAE A
SAEFE Aol Agel A8 st Sk

HL o
=1

Eh} AREo] Tt Hl=rF FLuflo) ol JEkS ujx= AL 3
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Qlo] sl B el SR JFS vE Ao Ut
U o2 Erjz giEAZacle] Toloe] nlx dake
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