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The Influence of Consumer Knowledge on Seafood Attitudes and
Purchase Intentions

—Focus on Consumers Visiting to Discount Stores —

Gyu—-Wan Kim and Young—-Soo Jang*
Department of Marine Business and Economics, Pukyong National University, Busan, 608-737, Korea

Abstract

When it comes to the development of a retail market, it has not only influenced the supply and sales of
seafood, but it has also led to considerable changes in consumers’ purchasing behavior and purchasing purposes.
As consumers’ incomes and lifestyles have improved, the tendency to purchase seafood has rapidly changed.

In addition, the increase in two-income family incomes that resulted from women’ s active participation in
society has increased the number of consumers purchasing home meal replacements (HMR) or convenience
food rather than original food. With these changes in social-economic background and in consumers’ needs,
the purchase of seafood is gradually changing. As a result, companies are constructing diverse marketing
strategies to satisfy their needs.

Companies’ marketing strategies have an immediate and vital effect on consumers’ purchases of seafood.
The most important and fundamental role is providing an opportunity for consumers to choose what to buy
by being giving information and knowledge.

In this paper, the purchasing behavior of consumers buying seafood will be examined with respect to their
knowledge. First, which factors among a diverse range of marketing strategies exerted a significant impact
on consumers objectives and subjective knowledge was examined. Second, the study investigated which
knowledge factors were important in influencing attitudes and purchasing purposes based on knowledge

level. By comparing and analyzing factors related to consumers’ knowledge with respect to seafood

4120134 5920 Z|ZF M AF: 20134 6 24 A 201349 6 26
*Corresponding author : 051-629-5957, ysjang@pknu.ac.kr

7917



Uit - 4

P
e

purchases, information is provided to inform companies about efficient strategies for marketing tactics.
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Table 1. Operational definition & Variable settings
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(3) AHg-A 4
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2 234 402 FRSA AEE 7140
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Conceptual factors OdI; (glitii?;ljl Measured variables
Origin - Purchase by origin : F lyers, SignP0§t, Board(O)
- Purchase of seafood in famous origin(S)
Product Safety - Purchase by safety : HACCP/ Suhyup certiﬁcatior}(O)
- Purchase of seafood related to safety after the accident(S)
knowledge
- Quality certification mark(Suhyup, Local municipality)(O)
Quality - Certification of quality control center(Discount stores)(O)
- Visual identification(S)
Price - Price information of media(TV, newspaper) (O)
- Price comparison(competition store, traditional fish market)(S)
Purchase Store - Flyer advertising(O)
knowledge - Seafood display condition(S)
Recognition - Seasonal Seafood(O)
- Preference(S)
- Recipe(O)
Cook - Side dish(S)
Use Health - Purchase for the health(Nutritions)(O)
knowledge - Perception of health(S)
Gift - Gifts for holiday and special day(O)
- Price range(perception)(S)
- Good Preference to the discount stores's seafood
Attitude - Reliability to the discount stores's seafood
- Comparison Preference of discount store's seafood than the traditional fish market
- Intention of seafood purchasing in discount stores
Purchase intentions - Price factors of seafood in discount stores
- Suggestion for seafood in discount stores

* Objective knowledge(O), Subjective knowledge(S)
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Table 2. Demographics analysis
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Division Frequency Percentage(%)
below 29years 10 42
30~39years 56 233
Age(years) 40~49years 91 37.9
50~59years 45 18.8
60years~ 38 15.8
Single 10 42
Couple 20 8.3
Family size Couple with child 57 23.8
Couple with children(2) 130 54.2
Couple with children(3) 23 9.6
Once a week 73 30.4
Twice a week 84 35.0
N“;‘llr’f;a";fg"d Twice a month 21 8.8
Daily 33 13.8
Etc. 29 12.1
below ¥50,000 89 37.1
Amount of food ¥£50,000 ~¥#70,000 70 29.2
purchasing W70,000~¥#100,000 63 26.3
(Once a week / Total) W100,000 ~¥150,000 15 6.3
W150,000 ~ 3 1.3
below ¥5,000 32 13.3
Amount of seafood W5,000~¥£10,000 78 32.5
purchasing ¥10,000~%#15,000 50 20.8
(Once a week / seafood) 15,000 ~ 20,000 57 23.8
20,000 ~ 23 9.6
below ¥1,000,000 11 4.6
¥1,000,000 ~¥#2,000,000 38 15.8
Monthly income 2,000,000 ~¥3,000,000 59 24.6
3,000,000 ~¥¥4,000,000 80 333
4,000,000 ~ 52 21.7
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Table 3. The effect of objective knowledge on attitude

Non-standardized Standardized Tol
Independent variable coefficients coefficients t P value ol?rénce VIF
Constant | Standard error B 1mit
Product knowledge 0.144 0.082 0.131 1.750 0.082 0.755 1.325
Objective 75 = hase knowledge | 0.306 0.109 0.258 2801 | 0.006 | 0499 | 2.006
knowledge
Use knowledge 0.132 0.095 0.120 1.382 0.169 0.563 1.775
R*=0.384, Adjusted R?=0.371, F=14.468, P-value=0.000
*P <0.05

Table 4. The effect of subjective knowledge on attitude

Non-standardized Standardized Tol
Independent variable coefficients coefficients t P value olérgnce VIF
Constant | Standard error B imit
Product knowledge 0.255 0.102 0.189 2.507 | 0.013 0.752 1.330
Objective 7, hase knowledge | 0387 0.097 0.306 3.974 | 0000 | 0719 1.390
knowledge
Use knowledge —0.006 0.106 —0.004 —0.059 0.953 0.767 1.304
R*=0.379, Adjusted R?=0.366, F=14.029, P-value=0.000
*P <0.05
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ShA gk | 7HA]) X 4] o] A% A Al 7 AHg | A&
© 0|35 0.268, 0.084 %2 TLuj o] o]
%) 9= 7 0.2 Lhebgteh(Table 5).

o] o] o ] x| =

>

o flo -y
£
~
i)

|o
RS

}_

R
o]

o

&2 1l

T ol WA=

39— A W 264 FHOR -

(4) vl 7o) 77 2] Alo] Lo Eof u] A=
Sk

devlape] A 1| A1Q) A E A 4], Tl A] 4],
ALgA Ho] Fufelwmof vk oS At
AT} A E A A3 o) 2] 4 S §2]8HE 0.05 o]
ahel o= Lhehh 93 G mH L Ao
2 uhebteh ST AR A2 03632 T <]
wof JFL MAA Gt AR debgr
(Table 6).
(§) &7} ol o] r=ofl v A= &
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3 A v A A0 2 UEhTi(Table 7).

Table 5. The effect of objective knowledge on purchase intention

Non-standardized Standardized Tol
Independent variable coefficients coefficients t P value ol?re%nce VIF
Constant | Standard error B mit
Product knowledge 0.086 0.078 0.080 1.110 0.268 0.755 1.325
Objective |75 = hase knowledge | 0307 0.103 0.263 2983 | 0.003 0499 | 2.006
knowledge
Use knowledge 0.261 0.090 0.241 2910 0.084 0.563 1.775
R*=0.252, Adjusted R*=0.241, F=21.689, P-value=0.000
*P <0.05
Table 6. The effect of subjective knowledge on purchase intention
Non-standardized Standardized Tol
Independent variable coefficients coefficients t P value olfrre%nce VIF
Constant | Standard error B mit
Product knowledge 0.206 0.099 0.155 2.070 0.040 0.752 1.330
Objective |75 @ hase knowledge | 0376 0.095 0.302 3947 | 0000 | 0719 1.390
knowledge
Use knowledge 0.094 0.104 0.068 0912 0.363 0.767 1.304
2=0.388, Adjusted R*=0.375, F=14.850, P-value=0.000
*P <0.05
Table 7. The effect of attitude on purchase intention
. . Standardized
Non-standardized coefficients :
Independent variable coefficients t P value Toll'era'nce VIF
Constant Standard error B mit
Attitudes 0.858 0.035 0.872 24.850 0.000 1.000 1.000
R*=0.760, Adjusted R*=0.759, F=617.539, P-value=0.000
*P <0.05
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Table 8. Verification of the parameters
Explanatory variable Dependent variable B t R F
step.1 Objective knowledge Attitudes 0.348 4.263%* 0.722 18.358%*
step.2 Objective knowledge Purchase intentions 0.337 4.136%* 0.815 17.286*
fecti 0.056 1.113
step.3 Objectlvg knowledge Purchase intentions 0.787 135.22%
Attitudes 0.806 15.560%
step. 1 Subjective knowledge Attitudes 0.689 10.328%* 0.687 126.07*
step.2 Subjective knowledge Purchase intentions 0.628 8.673* 0.708 91.825%
I 0.221 1.689
step.3 Subj eCXV? kgowledge Purchase intentions 0.892 148.32%*
thtudes 0.732 12.225%
*P <0.05
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