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Abstract

The purpose of this study was to analyze the difference in bakery choice attributes according to consumers’ general
characteristics and purchasing behavior. Among 350 questionnaires distributed to bakery consumers, 277 complete
questionnaires (79.1%) were analyzed. Bakery choice attributes were classified into five factors: “environment and image”,

”»

“bakery product features”, “location”,

employee service”, and “price and sales promotion”; the mean scores of these

factors’ importance levels were 3.59, 3.58, 3.49, 3.36, and 3.00, respectively. Males considered ‘employee service’ factor
significantly more than did females. Further, the importance level of ‘employee service’ factor was significantly greater as
consumer’s age increased. The importance levels of ‘bakery product features’ and ‘employee service’ factors were
considered significantly more by consumers who spent KRW10,000-15,000 than those who spent KRW5,000 or less. ‘Price
and sales promotion’ was considered to be more important by consumers who obtained information from the Internet than
from the TV and radio. ‘Location’ factor was considered to be more significant as purchasing frequency increased. Such
differences in importance level of bakery choice attributes according to consumers’ gender, age, job, and purchasing
behavior should be considered and applied to the development of marketing strategies targeted at consumers.
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<Table 1> General characteristics of respondents  n(%)

Characteristics Total (n=277)
Gender Male 134(48.4)
Female 143(51.6)
Age (years) <20 61(22.0)
20-29 84(30.3)
30-39 64(23.1)
40-49 49(17.7)
>50 19(6.9)
Education <High school 89(32.1)
Attending university 62(22.4)
University 113(40.8)
Graduate school 13(4.7)
Job Student 116(41.9)
Office worker 73(26.4)
Housewife 29(10.5)
Professional 23(8.3)
Sales/Services 14(5.1)
Self-employed 93.2)
Others 13(4.7)
Monthly income <100 121(43.7)
(10,000 won) 100-199 43(15.5)
200-299 67(24.2)
300-399 31(11.2)
>400 15(5.4)
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<Table 2> Purchasing behavior by age of respondents n(%)
. . <20 20-29 30-39 >40 Total 5
Purchasing behavior (=61)  (=84) (64  (m=68) (n=277) X 2
Type of purchasing ~ Franchise bakery 54(88.5)  71(84.5)  53(82.8)  41(603) 219(79.1)
bakery Window bakery 6(9.8) 9(10.7) 8(12.5) 8(11.8) 31(11.2) 34416 <0.001
In-store bakery 1(1.6) 4(4.8) 347)  19279)  27(9.7)
Purchasing 1/week 33(54.1) 54(64.3)  40(62.5) 53(77.9)  180(65.0)
frequency 2/week 2032.8) 23(274)  14219) 11(162)  68(24.5) 10791  0.095
>3/week 8(13.1) 783)  10(15.6) 459)  29(10.5)
Purchasing cost <5,000 22(36.1)  24(28.6) 7(10.9) 9(13.2) 62(22.4)
per once >5,000 to <10,000 27(443)  A8(TD) @A) A(632) 159574 oo
>10,000 to <15,000 8(13.1) 56.0) 13(203)  13(19.1)  39(14.1) ' '
>15,000 4(6.6) 7(8.3) 3(4.7) 344)  17(6.1)
Purchasing Snack 52(85.2) 58(69.0) 53(82.8) 59(86.8)  222(80.1)
purpose Meal 7(11.5)  2023.6)  7(10.9) 3(44)  37(134) 14902  0.021
Gift/Anniversary present/Guest serving 2(3.3) 6(7.1) 4(6.3) 6(8.8) 18(6.5)
Informat Word-of-mouth 28(45.9)  27(32.1)  29(453)  35(51.5) 119(43.0)
[IOrMALIoN TESOUTCE 1y R adio 1829.5)  39(464) 22(344)  18(26.5)  97(35.0)
for purchasing 17.798  0.038
Internet 8(13.1)  14(16.7)  8(12.5) 459)  34(123)
Newspaper/Magazine/Handbill 7(11.5) 4(4.8) 5(7.8) 11(16.2) 27(9.7)
<Table 3> Purchasing product by gender and age of respondents n(%)
Gender Age
- 5 Total
Items Male Female X p <20 20-29  30-39 >40 X p (=277
(=134) (n=143) (=61) (n=84) (n=64) (n=68)
Cooking bread (sandwich, danish, etc.) 38(28.4) 50(35.0) 22(36.1) 36(42.9) 20(31.3) 10(14.7) 88(31.8)
Sweet dough bread (red bean bread, 44(32.8) 28(19.6) 18(29.5) 18(21.4) 11(17.2) 25(36.8) 72(26.0)

cream bread, etc.)
Cake (roll cake, pound cake, etc.)

21(15.7) 24(16.8) 7.729 0.172

10(16.4) 14(16.7) 11(17.2) 10(14.7) 33479 0.004 45(162)

Loaf bread 16(11.9) 26(18.2) 4(6.6)  7(8.3) 16(25.0) 15(22.1) 42(15.2)

Baguette 12(9.0) 13(9.1) 46.6) 8.5 5(7.8) 8(11.8) 25(9.0)

Others (cookies, chocolate, etc.) 322 2014 349 112) 1(1.6) 0(0.0) 5(1.8)
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<Table 4> Choice attributes and factor analysis results n=277

Factors Mean+SD"  Factor loadings Eigen value

Variance (%) Cronbach’s a

Factor 1: Bakery product features

Freshness of bakery products 3.60+0.71 0.762
Variety of bakery products 3.71+0.69 0.684
T f 3.64+0.68 0.639
aste of bakery products . 327 1637 0.82
Packaging & display condition of bakery products 3.91+0.67 0.586
Sale of functional bakery products 3.24+0.71 0.577
Flavor of bakery products 3.35+0.79 0.489
Subtotal 3.58+0.51
Factor 2: Environment & Image
Sanitation and cleanliness of bakery 3.71+0.73 0.727
Image of bakery 3.71+0.83 0.716
Exterior of bakery 3.49+0.75 0.589 2.62 13.10 0.74
Atmosphere of bakery 3.44+084 0.523
Subtotal 3.59+0.59
Factor 3: Price & Sales promotion
Special promotion event 2.68+0.80 0.749
Lower price compared to competitors 3.11+0.83 0.623
Mileage and coupon using 2.95+0.82 0.531 209 10:45 060
Reasonable price 3.27+0.72 0.427
Subtotal 3.00+0.53
Factor 4: Location
Accessibility 3.64+0.78 0.744
Easy to use of parking lot 3.53+0.76 0.715 1.77 8.83 0.58
Visibility 3.30+0.92 0.626
Subtotal 3.49+0.61
Factor 5: Employee service
Expert knowledge and kindness of employees 3.19+0.88 0.685
Employees’ response to customer’s complaint 3.66+0.68 0.633 1.63 8.12 0.59
Neat appearance and uniform of employees 3.2240.65 0.497
Subtotal 3.36+0.55

Total variance explained: 56.86%

D5-point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree.
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<Table 5> Choice attributes by general characteristics of respondents

Choice attribute factors

Characteristics Bakery product Environment & Price & Sales . Employee
. Location .
features Image promotion service
n Mean+SD"

Gender

Male 134 3.60+0.47 3.56+0.59 2.99+0.57 3.46+0.61 3.43+0.55
Female 143 3.56+0.55 3.62+0.59 3.01+0.50 3.52+0.60 3.29+0.55
t-value (p-value) 0.608 (0.544)  -0.759 (0.449) -0.250 (0.802) -0.813 (0.417)  2.069 (0.039)
Age

<20 61 3.54+0.58 3.59+0.68 3.07+0.51 3.43+0.64 3.20+0.61%2
20-29 84 3.59+0.53 3.62+0.54 3.00+0.52 3.52+0.55 3.32+0.54%
30-39 64 3.59+0.50 3.60+£0.58 2.97+0.49 3.51+£0.62 3.44+0.43%
>40 68 3.59+0.44 3.54+0.58 2.97+0.62 3.50+0.64 3.47+0.58"
F-value (p-value) 0.153 (0.928)  0.207 (0.891)  0.509 (0.677)  0.336 (0.800)  3.120 (0.027)
Job

Student 116 3.54+0.56 3.58+0.60 3.05+0.50 3.47+0.59 3.26+0.56®
Office worker 73 3.73+£0.46 3.65+0.53 3.00+0.64 3.52+0.66 3.56+0.49"
Housewife 29 3.49+0.47 3.56+0.69 2.92+0.50 3.55+0.53 3.44+0.54%®
Professional 23 3.46+0.45 3.48+0.52 2.91+0.56 3.48+0.58 3.13+£0.65*
Sales/Services 14 3.55+0.48 3.57+0.65 3.14+0.34 3.43+0.61 3.38+0.47%®
Self-employed 9 3.31£0.39 3.28+0.48 2.83+0.43 3.52+0.56 3.33+0.33%
Others 13 3.64+0.56 3.83+0.60 2.90+0.43 3.49+0.79 3.33+0.61%

F-value (p-value)

1.975 (0.069)

1.060 (0.387)  0.736 (0.621)  0.124 (0.993)  3.108 (0.006)

Monthly income

<100 121 3.52+0.56
100-199 43 3.60+0.48
200-299 67 3.62+0.50
300-399 31 3.62+0.52
2400 15 3.67+0.27

3.58+0.63 3.02+0.53 3.48+0.59 3.26+0.55
3.53+£0.60 3.03+£0.41 3.34+0.66 3.35+0.51
3.66+£0.56 2.95+0.47 3.47+£0.59 3.46+0.50
3.53+0.61 3.09+0.78 3.67+£0.57 3.40+0.71
3.58+0.34 2.85+0.53 3.76+£0.68 3.60+0.46

F-value (p-value)

0.611 (0.655)

0.407 (0.803)  0.749 (0.559)  2.065 (0.086)  2.219 (0.067)

D5_point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree

2)ab.

: Different superscript letters mean significant difference between groups by Duncan’ test at a=0.05.
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<Table 6> Choice attributes by purchasing behavior of respondents
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Choice attribute factors

Purchasing behavior Bakery product Environment & Price & Sales Location Employee
features Image promotion service
n Mean+SD"
Type of purchasing bakery
Franchise bakery 219 3.60+0.52 3.62+0.58 3.02+0.53 3.54+0.58 3.37+0.57
Window bakery 31 3.45+0.45 3.48+0.63 2.93+0.48 3.37+0.59 3.23+0.48
In-store bakery 27 3.53+0.43 3.44+0.63 2.96+0.66 3.28+0.76 3.44+047
F-value (p-value) 1.279 (0.280)  4.900 (0.152)  0.475 (0.622)  2.900 (0.057)  1.242 (0.291)
Purchasing Frequency
1/week 180 3.55+0.54 3.57+0.59 2.96+0.52 3.45+0.64° 3.36+0.56
2/week 68 3.62+0.49 3.60+0.82 3.05+0.60 3.50+0.57* 3.29+0.52
>3/week 29 3.63+0.38 3.70+0.50 3.16+0.42 3.77+0.38" 3.51+0.55
F-value (p-value) 0.524 (0.593)  0.645 (0.525)  1.988 (0.139)  3.619 (0.028)  1.500 (0.225)
Purchasing cost per once
<5,000 62 3.41+0.58° 3.48+0.64 3.01+0.54 3.34+0.76 3.23+0.53*
25,000 to <10,000 159 3.60+£0.46™ 3.61£0.57 2.99+0.49 3.53+£0.55 3.38+0.52%
210,000 to <15,000 39 3.74+£0.53° 3.71£0.57 3.10+0.55 3.61+0.52 3.51+£0.53°
215,000 17 3.61+0.57* 3.47+0.61 2.91+0.79 3.43+0.65 3.24+0.82°
F-value (p-value) 3.530 (0.015)  1.612 (0.187)  0.620 (0.602) 1.977 (0.118)  2.650 (0.049)
Purchasing purpose
Snack 222 3.60+0.52 3.63£0.58° 3.00+0.53 3.53+0.61 3.40+0.57
Meal 37 3.52+0.46 3.53+0.46° 2.99+0.44 3.41+0.56 3.22+0.38
Gift/Anniversary present/Guest serving 18 3.42+0.60 3.21+0.83% 3.04+0.69 3.24+0.58 3.17+0.54
F-value (p-value) 1.359 (0.259)  4.633 (0.011)  0.065 (0.937) 2337 (0.098)  2.879 (0.058)
Information resource of purchasing
Word-of-mouth 119 3.55+0.50 3.58+0.61 3.01+0.53% 3.46+0.58 3.36+0.54
TV/Radio 35 3.60+0.54 3.57+0.55 2.90+0.56* 3.55+0.67 3.32+0.56
Internet 34 3.64+0.50 3.62+0.65 3.18+0.47° 3.59+0.51 3.44+0.53
Newspaper/Magazine/Handbill 27 3.56+0.55 3.63+£0.62 3.10£0.47® 3.32+0.61 3.41+£0.62
F-value (p-value) 0.358 (0.783)  0.090 (0.965)  2.797 (0.041) 1356 (0.256)  0.513 (0.673)

D5-point scale: 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, S=strongly agree
2ab: Different superscript letters mean significant difference between groups by Duncan’ test at a=0.05.
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