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The Influence of Risk Perception upon Consumer's Attitude and Purchase Behavior
- Focusing on Melamine-Contained Food -

Eun-Joo Choi'
Dept. of FoodService Industry, College of Baekseok Culture University, Cheonan 330-705, Korea

Abstract

The shock of melamine-contained food has been known with the incident of hospitalization or death of infants at the age
of 11-month old in China. The purpose of this study was to examine consumers' risk perception, attitude and purchase beha-
vior of melamine-contained food which recently came to the fore as a social issue, focusing on the relationship between con-
sumers' attitude and purchase behavior based on physical risk, social risk, psychological risk, financial risk, consumers' attitude
and purchase behavior. Study findings are as follows. First, the four factors of risk perception of melamine-contained food
were significantly different by consumers. Consumers regarded social risk as most significant and it was followed by financial
risk and psychological risk. And they regarded physical risk as most insignificant. Second, as for the difference of risk percep-
tion by demographic features, such factors as gender, age, marital status and schooling had no statistically significant influence.
Third, the potential risk of melamine-contained food had a negative influence upon consumers' attitude and purchase behavior.
In addition, consumers' attitude and purchase behavior were decided by perceived risks. This finding implies that consumers’
attitude can accompany with negative or pesitive behavior and consumers' behavior can be related to social, financial and
physical risks. Because the risk perception of melamine-contained food can cause consumers' distrust about all kinds of food
in general, domestic manufacturers of milk product-contained confectionery and food can be harmed. In order to overcome
this problem and make consumers purchase all the milk products and milk-contained food without fear, govemmental agencies
must reestablish systems with which the safety of imported raw materials and its processing can be insured and manufactures
must improve the quality of products in a diverse and discriminative manner. This study seems to be meaningful in that it exa-
mined consumers' risk perception of melamine-contained food, a current social issue, and then looked into the influence of
risk perception upon consumers' attitude and behavier, thus presenting the strategy of reestablishing the system of relationship
between consumers and business entities in a desirable manner.

Key words : Melamine-contained foods, risk perception, consumers' attitude, consumer purchase behavior.
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Study conception Operational definition No of items Preceding study
Physical risk Negative perception about whether or not purchased products bring harm 3
to health or body.
Social risk Perception about acquaintances' negative evaluation for certain products or 2
brands selected. Bauer RA(1960),
Psychological risk The anxiety of image loss when products are inconsistent with consu- 5 Ha JH(2002),
Y % mers' image or self-conception. Han YK(2006)
In case that purchased products are malfunctioned or inferior goods, the
Financial risk perception of investment loss makes consumers feel anxiety about 2
economical and financial risk.
Consumer's attitude Consmem ;?ersonal response for melamine food including information, ) Kim JH(2008)
doubt, intention and so on.
, , o . : ‘ Yu JI(2003),
Purchase behavior Consumers' potential behavior in the future on the basis of the infor- ) Lee & Yun(2007),

mation or knowledge of melamine food.

Choi JW(2007)




484

& Ansge

™, Table 29} 2t}
A BELE A& AG AFA 235822 2AERA, o

Table 2. Demographic features of subjects

4z

Classification Composition Frequency Y%
Male 101 43.0
Gender
Female 134 57.0
Marital Unmarried 48 204
status Married 187 79.6
Below 30 33 14.1
31~40 80 31.5
Age
41~60 93 40.0
Above 61 29 12.4
High school 38 126.2
Education Technical college 83 353
level University 86 36.6
Graduate school 28 119
Couple 22 94
Couple & children 132 56.2
Family Couple & parents 6 2.6
pattern Couple, parents & 33 14.0
children 9 38
With friends 33 140
TV, radio 51 217
Food Newspaper 57 243
purchase Magazine 74 315
information e ey 51 21.7
Family + friend 2 9.0
Student 6 2.5
Specialist 28 120
Service business 78 332
Occupation
Office worker 58 24.7
Housekeeper 52 22.1
Other 13 5.5
1 or less million 44 18.7
Average
monthly 1~2  raillion 70 298
income 2~3  million 48 20.4
(won) .
Above 3 million 73 311
N=235(100.0)
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A 1349 57.0%, 248 1019 43.0%% oJ4do] o] Bgton,
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Table 3. Factor analysis of risk perception concept

Common- Persuasive Ficen Cron-
Factor Variable Mean SD  FL . power of £ bach
ality ) value
variance a
El If one gets a disease after taking 1‘n melamine-contained 370 072 0884 0799
food, he or she must pay medical expenses.
Financial - : : : : 17.974 1.946 0733
risk Ii. one eats melamme—contal.ned foc?d in a restaurant, it 392 0706 0884  0.785
is wasteful to pay the price of food.
- It oge buys melamine-contained food, families feel 444 0606 0898 0838
anxiety.
Social - : 15.886 1.032 0612
risk If one héars news about melamine-contained food, he 387 058 0758 0720
or she is unwilling to buy the broadcasted food.
Melamine causes a renal disease. 347 0723 0925 0.723
F3 . . . .
Physical After the latent period melamine presents side effects. 345 1.098 0.836  0.613 24164 2970 0703
risk If one takes in melamine-contained food, it is likely to 344 0852 0743 0.863
be generated some abnormal symptoms.
F4 The food on the market seems to contain melamine. 370 0.511 0.880  0.782
Psycholo- 17.857 1.581  0.658
gical risk 1 am afraid the food I purchased contains melamine. 4.15 0.600 0.807 0.706
Cumulative persuasive power=75.881.
Table 4. Factor analysis of consumers' attitude and purchase behavior
Common- Persuasive Figen Cron-
Factor Factorial variable Mean SD FL 7 power of g bach
ality . value
variance @
My viewpoint of food safety is negative in general. 385 0561 0.848 0.723
Consumers' 310
attitude Even though times have passed, I will not buy melamine- 37.821 151 600

- : .84 .
related food. 447 0608 0843 0718

Becagse mela?rmne-contamed food is harmful, T will not 402 0558 0917 0770
Purchase  Puwy it even in the future.

behavior | . o . ; 34.923 1.541 0701
Even if I say that it is all right to eat a small quantity, 450 0587 0922 0770

1 will not buy it.

Cumulative persuasive power of variance=72.744.

Table 5. Recognition standard difference analysis accor- E Boh w3 Hdeld g qoly) A7 98 892 #
ding to the risk perception factor ARRE ot ALEA 913 QclurheE A, AAE 9F
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¢ @Sl ¢ Factor Mean SD F p
ation value
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F4. Psychological risk 3.73° 0.50

*

Fivalue=54343, ™ p<0.001




486 4oz

Table 6. The mean and standard deviation of classified variables of risk perception

oMo RAEFSETE

Factor Factorial variable Mean SD

1. If one gets a disease after taking in melamine-contained food, he or she must pay medical expenses. 3.70  0.72

Financial  If one eats melamine-contained food in a restaurant, it is wasteful to pay the price of food. 392 071

risk Mean 3.81  0.63

If one buys melamine-contained food, families feel anxiety. 444  0.61

Socilz .risk If one hears news about melamine-contained food, he or she is unwilling to buy the broadcasted food. 3.87  0.59

Mean 416 051

Melamine causes a renal disease. 347 0.72

F3. After the latent period melamine presents side effects. 345 110
Physical

risk If one takes in melamine-contained food, it is likely to be generated some abnormal symptoms. 344 085

Mean 346 0.73

F4. The food on the market seems to contain melamine. 370 051

Psycholo- I am afraid the food I purchased contains melamine. 415  0.60

gical risk Mean 373 050

Highly do not agree (1), average(3), highly agree(5) of 5-point likert scale
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Table 7. Difference of risk perception by demographic features

N M SD t-value ?
: 7 67
Financial risk Male ot 376 0.6 ~1194 0234
Female 134 386 0.61
Mal 4.16 0.50
Social risk o ol > -0086 0931
Female 134 4,16 0.51
Gender Mal 101 3.40 0.75
Physical risk ¢ 0 ~1.101 0272
Female 134 351 0.71
Mal 10 378 0.51
Psychological risk vale ! 1.142 0.255
Female 134 3.70 0.49
Below 30 3 3.97 0.50
Financial risk 31~40 80 373 0.65 1278 0282
41~60 9 3.84 0.63
Above 61 29 3.79 0.73
Below 30 3 402 0.59
1~ : 45
Social risk 31~40 80 4.23 04 1.610 0.188
41~60 %3 418 0.53
Above 61 29 4.09 0.46
Age
Below 30 3 3.52 0.79
31~40 . 66
Physical risk 80 339 06 1.887 0.132
41~60 93 30 0.78
Above 61 29 3.74 0.65
Below 30 3 382 0.54
31~40 80 378 0.45
Psychological risk 0.913 0.435
sychological 1is 41~60 9 3.68 0.51
Above 61 29 371 0.56
i o4 62
Financial risk Unmarried 48 39 0.6 1537 0.129
Married 187 378 0.63
Unmarried 12 57
Social risk Mm“?r;‘e 123 il; 829 0.514 0.609
Marital status Uame ied 43 348 076
Physical risk nmarrie : ' 0.179 0.858
Married 187 3.46 0.72
Unmarried 48 3.80 0.57
Psychological risk 0.953 0.344
sychological 1is Married 187 371 0.48
High school 38 3.76 0.74
Financial risk Technical college 83 390 0.61 0833 0477
University 86 379 0.63
Graduate school 28 3.71 0.55
High school 38 420 0.54
' 2 4 5
Social risk Technical college 8 13 050 0.221 0.881
University 86 4.17 0.52
. Graduate school 28 4,18 0.48
Schooling -
High school 38 3.51 0.68
Techni 44 79
Physical risk echnical college 8 3 0 0.799 0.496
University 86 3.52 0.65
Graduate school 28 3.29 0.83
High school 38 372 0.58
Technical . 37 51
Psychological risk echnical college 8 > 0 0.385 0.764
University 86 376 0.49

Graduate school 28 3.64 0.40
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Table 8. Examination of hypothesis that risk perception will have influence upon consumers' attitude

Dependent variable

Independent Consumers' attitude toward melamine-contained food
variable Unstandardized coefficient Standardized coefficient
t-value p
B Standard error Beta
Financial risk -6.1 0.008 -0.012 -0.795 0.427
Social risk 473 0.014 0.956 62.040 0.000"
Physical risk 5.416 0.009 0.001 0.071 0.943
Psychological risk 8.676 0.014 0.175 11.378 0.000"
R=00945, Adj R*=0944, F-value=994.768, F significance=0.000 ~ p<0.001
Table 9. Examination of hypothesis that risk perception will have influence upon purchase behavior
Dependent variable
Independent Consumers' behavior toward melamine-contained food
variable Unstandardized coefficient Standardized coefficient
t-value P
B Standard error Beta
Financial risk -0.02 0.040 —-0.202 -4.077 0.000”
Social risk 0.302 0.050 600 12.111 0.000"
Physical risk -12 0.035 —0.024 —0.494 0.622
Psychological risk 9.299 0.051 0.185 3.734 0.000”
R=436, Adj R°=0.426, F-value=44371, F significance=0.000 ~ p<0.001
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Table 10. Influence of consumers’ attitude toward melamine-contained food upon purchase behavior

Dependent variable

Independent Consumers' purchase behavior toward melamine-contained food
variable Unstandardized coefficient Standardized coefficient
t-value 4
B SD Beta
Consumers' attitude 0.596 0.053 0.586 11.140 0.000”
R=590, Adj =590, F-value=64.815, F significance=0.000 ~ p<0.001
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