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The Effect of Food Choice Motive on Attitude and Intention of Purchasing Organic Food
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Abstract

Due to an overall increase of income, the general standard of living has improved and people have begun to be interested
in being more healthy in their lives. This tendency has affected the food market, especially in relation to organic and eco-
friendly food. Thus, the overall market size for those products has grown to give more choices to consumers. To examine
the effect of the motive for choosing certain food products on the actual attitude and intent to purchase the products, a
survey was given to 330 people living in Seoul, which resulted in 235 usable responses. The content of the questionnaire
consisted of 18 questions on food choice motives, 3 questions on the attitude toward organic foods and 3 questions on the
intention of purchasing for organic foods. The SPSS 12.0 statistics program was used to analyze of following: frequency
analysis, factor analysis, reliability analysis, t-test, one way ANOVA and regression analysis. Five factors of food choice
motives were obtained from the analysis: health, convenience, price, familiarity and environmental protection. The
regression analysis showed that food choice motive, health and environmental protection factors have a positive relationship
with organic food attitudes and organic food attitudes have a positive relationship with the intent to purchase organic food.
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<Table 1> Contents of Questionnaire

Food Choice Motives

Reference

Keeps me healthy
Is nutritious

Health Is high in protein
Is high in fibre and roughage
Is good for my skin/hair, etc.
Is easy to prepare
. Can be cooked very simply
Convenience

Can be bought in shops close to where I live or work

Is easily available in shops and supermarkets

Steptoe et al.

Is not expensive
Price Is cheap
Is good value for money

(1995)
Chen (2007)

Is what I usually eat

Familiarity Is familiar
Is like the food I ate when I was a child
. Is packaged in an environmentally friendly way
Environmental . . .
Protection Has been prepared in an environmentally friendly way
Has been produced in a way which has not shaken the balance of nature
Attitude to organic Foods Reference
Organic products are healthier A 1991
Attitude Organic products have superior quality jzen ( )
. . Chen (2007)
Organic products are more expensive
Intention to organic Foods Reference
I will purchase organic foods as possible as I can. .
Intention I will make an effort to purchase organic foods Kim (2007)
Im (2008)

I have an intention to purchase organic foods continuously
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<Table 2> Sociodemographic characteristics of subject

Frequency Rate

Section Variables (persons) (%)
Male 74 31.5
Gender Female 161 68.5
Below 19 4 1.7
20-29 47 20.0
Age 30-39 47 20.0
(years) 40-49 74 31.5
50-59 50 21.3
Over 60 13 5.5
Marital ~ Married 63 26.8
status Unmarried 172 732
Student 8 34
Office worker 27 11.5
Sales - service man 61 26.0
Technician 11 4.7
Occupation  Professional 29 12.3
Public servant 16 6.8
Housewife 52 22.1
Business 24 10.2
Others 7 3.0
] under 100,000 23 9.8
Spending 40,000-200,000 61 26.0
Orrgaﬁecyfi‘(’)zs 200,000-300,000 30 12.8
Over 300,000 89 379

per a month
Almost never spend 32 15.7
~High school 40 17.0
Educational In or Graduate college 87 37.0
Background In or Graduate university 71 30.2
In or Graduate graduate school 37 15.7
under ¥1,000,000 49 20.9
¥%1,000,000-2,000,000 67 28.5
Monthly  %#2,000,000-3,000,000 39 16.6
income  ¥#3,000,000-4,000,000 37 157
¥¥4,000,000-5,000,000 26 11.1
over ¥35,000,000 17 72
Total 235 100

5009H) 2= 1798(7.2%) 02 Rt e AR
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<Table 3> Factor analysis according to food choice motives

Eigen Chronbach’s
value a

Indicator FacFor VADV
loading

0.852
0.907
Health 0.821
0.609
0.639

0.770
0.824
0.804

Food 0.786
Choice 0776

Motive
Price 0.664
0.627

0.801
Familiarity ~ 0.901
0.717
0.835

0.835 6.733
0.759

0.690
0.703
0.708

0.882
0.923
0.908

30.568  7.336 0.898

Convenience 13402  3.217 0.847

5.765 1.384 0.675

6.179 1.483 0.807

Environmental

Protection 1.616

0.884

Attitude toward

organic food 4432

1.064 0.641

Intention toward

organic food 9165

2200 0.950

DVAD means Value of accumulated dispersion
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<Table 4> Food Choice Motives According to age educational back ground and Occupation

Age (M£SD)
Contents F-value p-value
Under 19 20-29 30-39 40-49 50-59 Over 60

Health 5.60+1.61 5.14+0.90 5.33+0.85 5.80+0.85 5.89+1.01 5.27+0.74 5.132 0.051
Convenience 5.00+0.00 4.80+0.89 4.99+1.00 5.15+1.07 4.61+1.03 438+0.29 2.642 0.062
Price 7.00:£0.00° 4.78+1.05° 4.97+0.78° 5.09+0.71° 4.92+0.09° 4.94+1.14° 5.108 0.000%*
Familiarity 6.25+0.87* 524+1.18°  4.97+0.82%  4.99+1.05*  4.90x1.10 = 431=1.49° 2459 0.034*
Environmental protection  4.83+0.96*  4.71£1.09°  529+098°  565+0.81*°  544+1.03®°  4.48+0.72° 7.809 0.000%*

***Means by different superscripts are significantly different at the p<0.05 level by Duncan’s multiple range test, *p<0.05, **p<0.01
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<Table 5> Food Choice Motives According to educational back ground

Educational Background (M+SD)

Contents F-value -value
sl kel In or graduate In or grac'luate In or graduate p
college university graduate school
Health 5.34+1.05* 5.30+0.90° 5.89+0.82° 5.7840.95° 6.938 0.000%**
Convenience 4.73£1.11 4.94+0.87 4.91+1.04 4.96+1.06 0.458 0.712
Price 5.19+0.97° 4.97+0.93% 5.00£0.85% 4.80+0.85" 1.205 0.309
Familiarity 4.91+0.69 4.814+0.96 4.96+1.09 4.99+1.10 0.407 0.748
Environmental Protection 5.15+1.10 5.12+0.97 5.53+1.01 5.23£1.02 2.364 0.072
*®)\feans by different superscripts are significantly different at the p<0.05 level by Duncan’s multiple range test, **p<0.001
<Table 6> Food Choice Motives According to Occupation
Monthly Income (M£SD)
Contents F-value P-value
Under 100 100~200 200~300 300~400 400~500 Over 500
Health 5.54+1.07° 5.26+0.95° 5.35+0.84° 5.95+0.75% 5.95+0.79* 5.85+0.91° 4473 0.001**
Convenience 4.79+1.03 4.83+0.94 4.80£1.07 4.95+1.04 5.25+0.85 5.17+1.01 1.144 0.338
Price 5.16+£0.98* 4.83£1.04® 4.67+0.67° 5.2740.66 5.02+0.89% 5.17+0.76 2.691 0.022*
Familiarity 5.09+0.82"  4.66+0.97°  4.89+0.84  4.87+136™ = 526+0.63"  4.82+1.07° 1.919 0.092
Environmental protection  5.50+0.96* 481£1.11° 5.44+0.73* 5.51£0.97* 5.26+0.90 5.50+1.20° 4.305 0.001**
*®)\feans by different superscripts are significantly different at the p<0.05 level by Duncan’s multiple range test, *p<0.05, **p<0.01
unit: %10,000
Aohe 0% vehstion, Oleld A el &5 £F A2 AN A <Table T3} Uk
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SR f7]F AFd H3 Bes SHUFE Sl 3]  7kol 0.124% vEpren R*E 0.1289]30t
<Table 7> The effect of food choice motive on attitude of purchasing organic food
Dependent variable Independent variable B Std. Err t Sig.
Health 0.180 0.058 3.081 0.002**
Attitude Toward Food Choi convenience 0.041 0.051 0.804 0.423
g;t“aneic o o Price 0.041 0.061 0.671 0.503
5 Familiarity -0.031 0.054 -0.583 0.561
Environmental protection 0.186 0.052 3.597 0.000**

R?=0.188, F=10.604, Sig.=0.000

#£p<0.01
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<Table 8> The effect of food choice motive on attitude of purchasing organic food

Dependent Variable

Independent Variable

B Std. Err t Sig.

Purchasing intention toward organic food

Attitude toward organic food 0.654 0.112 5.840

0.000%*

R?=0.128, F=34.100, Sig.=0.000

**p<0.01
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