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This study evaluated on the purchasing patterns for bakery products and the effects of brand image on consumers' pur-
chasing power while living in the Seoul area. The questionnaires developed for this study were distributed to 400 males and
females aged 20 and older. A total of 385 questionnaires were used for analysis (96.0%) and the statistical analysis, de-
scriptive analysis, and 1>-test were completed using SPSS (version 14.0) software. When purchasing bakery products, 'taste'
(59.7%) was most important followed by 'shape and size' (13.2%), 'ingredients' (11.7%), 'price' (7.5%), 'expiration date' (5.2%),
'origin of ingredients' (2.1%), and 'packaging' (0.5%). Subject showed significant differences in their purchase of bakery
products based on characteristics including 'age' (p<0.05), 'occupation' (p<0.01), 'type of family' (p<0.01), and 'income' (p<0.1)
The most influential factor in purchasing bakery products was 'material' (score=3.73), followed by 'mame value' (score=3.56).
Brand image of bakery had an effect on bakery products as 'present' (score=3.83), 'sanitation' (score=3.58). And, the most
high respondent in basis of deciding brand image consumer's was 'clean and nice interior'(53.1%), followed by ‘high quality

ingredients and packaging'(23.7%).

Key words : Bakery, purchasing pattern, brand image, purchasing power.
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Table 1. General characteristics of subjects

Variation Items N(%)
Male 164( 42.6)
Gender
Female 221( 57.4)
20~29 114( 29.6)
30~39 173( 44.9)
Age(years)
40~49 72( 18.7)
> 50 26( 6.8)
Housewife 56( 14.5)
Self-employee 26( 6.8)
Professional 86( 22.3)
Occupation
Office worker 133( 34.6)
Student 43( 11.2)
Others 41( 10.6)
Nuclear family 219( 56.9)
Large family 73( 19.0)
Type of family
Couple 28( 7.2)
Single 65( 16.9)
< 100 10( 2.6)
Income 100~200 63( 16.4)
(10,000 won/ 200~300 89( 23.1)
month) 300~400 91( 23.6)
> 400 132( 34.3)
Total 385(100.0)
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Table 2. Purchasing patterns of bakery products

Type Variation Items N(%)
>3 times/week 82( 21.3)
1~2 times/week 156( 40.5)
Frequengy of 2 times/month 85( 22.1)

purchasing

Once a month 43( 11.2)
Rarely 19( 4.9)

Purcha- ) 7~12 37( 9.6)
sing ~ 1ime of 12~17 94( 24.4)
staws  Purchasing ), 222( 57.7)

(hour)
>21 32( 8.3)
Average <5 121( 31.4)
purchase 5~10 165( 42.9)
price per once
(1,000 won) >10 99( 25.7)
For myself 152( 39.5)
For children 137( 35.6)
Reason for For spouse 37( 9.6)
purchasing For parents 30( 7.8)
For friends 5C 1.3)
For present 24( 6.2)
Breakfast 65( 16.9)
Reason for Lunch 7 18)

Purcha-  bakery Dinner 12( 3.0)
sing products
basis purchasing Snack 280( 72.7)

Events 21( 5.5)
White pan bread 94( 24.4)
Cake & pie 77( 20.0)
Pastry & baguette 101( 26.2)
Preferred. Sweet bread 59( 15.3)
bakery item
Cooked bread 44(11.4)
Cookies 2( 0.5)
Others 8( 2.1
Never 28( 7.3)
Checking Rarely 102( 26.5)
ingredients Sometimes 124( 32.2)
for purchasing  Almost always 115( 29.9)
Always 16( 4.2)
Window bakery 56( 14.5)
Preferred .

Purcha- bakery Franchise bakery 265( 68.8)
sing brand In-store bakery 32( 8.3)
beha- Hotel bakery 32( 8.3)
vior Taste 230( 59.7)

Price 29( 7.5)

Important Shape & size 51( 13.2)
part of Packaging 2( 0.5)
purchasing Expire date 20( 5.2)
Ingredients 45( 11.7)

Origin of ingredients 8( 2.1)

Total 385(100.0)
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Table 3. Crosstab between general characteristics and che-

cking ingredients for purchasing Mean+S.D."
Checking
L . . 1
Variation Items ingredients value
for purchasing
Male 2.97+1.03
NS
Female 2.96+1.00
Gender 20~29 2.95+1.04
age(years) 30~39 2.92+1.05
NS
40~49 3.14+0.91
> 50 2.96+0.92
Housewife 3.04£1.07°
Self-employee 2.73+0.87"
Professional 3.2240.93° ”
Occupation b 2.986
Office worker 3.01£1.08"
Student 2.60+0.90°
Others 2.76+0.97
Nuclear family 2.88+1.03
Type of Large family 3.14+1.06 S
. N
family Couple 3.07+0.98
Single 3.06+0.90
< 200 2.86+0.95
Income 200~300 3.08+0.98
(10,000 NS
won/month) 300~400 2.91+0.96
> 400 3.02+1.11

Y Mean+S.D., The scores were based on the mean scores mea-

sured on a Likert scale from 1 to 5.

p<0.05, ™ Not Significant.

** Mean followed by different letters are significantly different by
Duncan's multiple range test.

ok
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Table 4. Crosstab between general characteristics and important part of purchasing

Important part of purchasing N(%)

Variation Items - - - - 2 *-value
Taste Price Shape & size  Preservation Ingredients
Male 94(58.0) 12( 7.4) 29(17.9) 10(6.2) 17(10.5)
Gender NS
Female 135(62.5) 15( 6.9) 21( 9.7) 10(4.6) 35(16.2)
20~29 72(65.5) 8( 7.3) 14(12.7) 4(3.6) 12(10.9)
30~39 112(65.5 8( 4.7 17( 9.9 9(5.3 25(14.6 -
Age(years) (65.3) (47 (99) ©-3) (14.6) 24.467
40~49 37(51.4) 11(15.3) 11(15.3) 5(6.9) 8(11.1)
>50 8(30.8) 2(7.7) 7(26.9) 2(7.7) 7(26.9)
Housewife 24(45.3) 7(13.2) 6(11.3) 3(5.7) 13(24.5)
Self-employee 12(46.2) 1( 3.8) 4(15.4) 13.8) 8(30.8)
Professional 53(62.4 6( 7.1 9(10.6 8(9.4 9(10.6 -~
Occupation (624) (7.1) (10.6) 04 (10.6) 48.903
Office worker 84(63.2) 6( 4.5) 27(20.3) 3(2.3) 13( 9.8)
Student 25(64.1) 7(17.9) 4(10.3) 1(2.6) 2( 5.1)
Others 30(73.2) 1(24) 0( 0.0) 409.8) 6(14.6)
Nuclear family 126(58.6) 19( 8.8) 21( 9.8) 17(7.9) 32(14.9)
Large famil 40(55.6 8(11.1 16(22.2 2(2.8 6( 8.3 -
Type of family 8 Y (53.6) (LD (22.2) @8 (83) 29.706
Couple 13(46.4) 1( 3.6) 6(21.4) 1(3.6) 7(25.0)
Single 50(76.9) 1( 1.5) 7(10.8) 0(.0) 7(10.8)
< 200 45(63.4) 12(16.9) 3(4.2) 4(5.6) 7( 9.9)
Income(10,000 200~300 47(54.7) 7( 8.1) 15(17.4) 4(4.7) 13(15.1) 19.849"
won/month) 300~400 52(58.4) 6( 6.7) 14(15.7) 6(6.7) 11(12.4) ’
> 400 80(62.5) 4( 3.1) 18(14.1) 6(4.7) 20(15.6)

ok

" p<0.01, 7 p<0.05, " p<0.1, ™ Not significant.

Table 5. Crosstab between general characteristics and influential factor Mean+S.D."

Influential factor

Variation Items

Material Price Name value Method

Total mean+SD 3.73+0.77 3.32+0.69 3.56+0.85 3.11+0.83

Male 3.69+0.81 3.38+0.70 3.74+0.79 3.03+0.75

Gender Female 3.76+0.75 3.29+0.68 3.42+0.88 3.17+0.89

t-value —0.79 1.26 358 —1.66"

20~29 3.79+0.77 3.4140.75 3.51+0.94 2.94+0.81"
30~39 3.70+0.79 3.26+0.66 3.59+0.80 3.26+0.87°
Age(years) 40~49 3.73+0.76 3.30+0.65 3.48+0.87 3.03+0.75%
> 50 3.65+0.75 3.38+0.64 3.730.78 3.15£0.73%

F-value 0.36 L11 0.74 3.847

Housewife 3.64+0.90 3.27+0.63 3.56+0.67" 3.48+0.87°

Self-employee 3.44+0.92 3.32+0.80 3.40+0.76° 3.48+0.87°
Professional 3.7440.69 3.4440.72 3.48+0.83" 3.1540.70™
Occupation Office worker 3.77£0.75 3.27+0.66 3.79+0.76° 3.03+0.78"
Student 3.67+0.72 3.43+0.59 3.57+0.80™ 2.62+0.80%
Others 3.93+0.76 3.16+0.75 3.00+1.23° 3.05+0.94°

F-value 1.48 1.37 584" 6.78""
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Table 5. Continued

JokAlo} ki frik

Influential factor

Variation Items

Material Price Name value Method
Nuclear family 3.70+0.75" 3.34+0.63 3.54+0.78 3.1340.88
Large family 3.63+0.83" 3.30+0.77 3.65+0.81 3.06+0.75
Type of family Couple 3.67+0.73° 3.19+0.68 3.52+0.98 3.15+0.66
Single 3.9740.77° 3.3440.78 3.54+1.08 3.11+0.83

F-value 273" 0.47 0.33 0.15
<100~200 3.77+0.86 3.3440.80 3.43+0.93 3.16+0.85
Income 200~300 3.77+0.68 3.44+0.66 3.72+0.83 3.13+0.84
(10,000 won/ 300 ~400 3.59+0.74 3.1840.67 3.54+0.95 3.13+0.88
month) > 400 3.78+0.79 3.35£0.63 3.56+0.74 3.08£0.79

F-value 1.31 2.03 1.49 0.16

Y Mean#S.D., The scores were based on the mean scores measured on a Likert scale from 1 to 5.

sk

p<001, " p<0.05, " p<0.1, ™ Not significant.

*7¢ Mean followed by different letters are significantly different by Duncan's multiple range test.
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Table 6. Crosstab between general characteristics and brand image Mean+S.D."
Brand image
Variation Items
Good quality  Price value Present Repurchase Sanitation Healthy
Total mean=S.D. 3.40+0.85 3.39+0.84 3.83+0.82 3.54+0.71 3.58+0.79 3.41+0.80
Male 3.600.79 3.55+0.78 3.91+0.79 3.64+0.67 3.710.79 3.50+0.80
Gender Female 3.26+0.87 3.26+0.87 3.77+0.84 3.46+0.73 3.49+0.78 3.3540.79
t-value 3.89"" 332" 1.57 2427 269" 1.83"
20~29 3.37+0.89" 3.4440.89 3.84+0.83 3.54+0.69 3.53+0.81 3.38+0.90
30~39 3.37+0.90" 3.36+0.81 3.86+0.82 3.57+0.75 3.64+0.78 3.39+0.73
Age(years) 40~49 3.40+0.75" 3.310.83 3.69+0.77 3.44+0.66 3.50+0.79 3.4140.84
> 50 3.8140.57° 3.54+0.91 3.92+0.89 3.54+0.65 3.77+0.71 3.77+0.59
F-value 2.10° 0.67 0.90 0.51 1.23 1.88
Housewife 3.23+0.82°  3.15£0.77"°  3.55+0.87" 3.40+0.74®  349+0.70°  3.43+0.67"
Self-employee 320+0.96®  3.08+0.95 3.60+0.96° 3.28+0.74° 3.204£0.91° 3.28+0.89"
Professional 347+078™  347x0.73%  3.82+0.82°  3.63£0.58™  3.74+0.73" 3.54+0.84"
Occupation Office worker 3.68+0.75° 3.62+0.77° 4.0420.75" 3.39+0.74° 3.75+0.82° 3.49+0.76™
Student 326:0.76"  3.30:0.80  3.72:091°  3.40£0.70°  3.28+0.80° 3.16+0.92"
Others 2.90+1.10" 3.05+1.09° 3.76+0.62°  335£0.70°  3.46:0.67°  3.20£0.69™
F-value 6.99" 5397 367 3627 479" 3317
Nuclear family 3.40+0.81"  337+0.78 3.80+0.83 3.46+0.70 3.47+0.76" 3.3540.81
Large family 3.58+0.85" 3.47+0.98 3.92+0.85 3.63+0.74 3.79+0.86°  3.50+0.82
Type of family ~ Couple 3.46£091°  3.41+0.93 3.58+0.64 3.63+0.63 3.70+0.72°  3.44+0.64
Single 3.22+0.96" 3.32+0.85 3.92+0.78 3.65+0.69 3.69+0.79°  3.51£0.77
F-value 2.18° 0.396 1.51 1.90 3.93™ 1.01
<100~200 3.34+0.94 3.37+0.82 3.86+0.70 3.63+0.64 3.61+0.71 3.37+0.83
Income 200~300 3.40+0.82 3.4940.72 3.87+0.76 3.62+0.69 3.710.76 3.49+0.82
(10,000 won/  300~400 3.41+0.90 3.39+1.01 3.88+0.83 3.49+0.76 3.56+0.81 3.4540.77
month) > 400 3.44+0.82 3.36:0.81 3.7740.90 3.48+0.71 3.5320.82 3.37+0.78
F-value 0.23 047 0.46 1.22 0.98 0.53

D Mean+£S.D., The scores were based on the mean scores measured on a Likert scale from 1 to 5.
™ Not significant.

s

™ p<0.01,

™ p<0.05,

' p<0.1,

*7¢ Mean followed by different letters are significantly different by Duncan's multiple range test.
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Fig. 2. Bi-plot of effect of brand image on characteristics
of bakery products.

Table 7. Consumer opinions on brand image

Variation Items N(%)
Number of shops 23( 6.1)
Clean and nice interior 199(53.1)
Basis of
deciding Good sales 27( 7.2)
brand Good advertisement 34( 9.1)
image
Expensive price 3( 0.8)
High quality ingredients and packaging 89(23.7)
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