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Abstract

The objective of this study is to investigate consumer preferences, perception and consumption patterns for
fish products. To investigate the difference in consumer responses according to the characteristics of the
population parameters, data were collected from the survey of 404 Koreans and analyzed. The results are as
follows: First, the differences of age; for the question of the reason why do you eat fish products, the younger
generation (20~ 30s)" s most answer was ‘The Taste’ while the older age groups(40~ 50s and over 60s) most
respond was ‘For Health'. Second, the differences of sex; women relatively considered ‘The Quality’ of fish
products more important than men when selecting the products. Whereas, men thought ‘The Taste’ of fish
products more important than women when they choose fish products. In addition, when the bad news or
hygiene accidents about fish products are reported on media, women reacted more negatively for fish products
purchase than men. Third, the differences of family members; the respondents who lived with 3 or more family
members showed higher preference rates about purchasing trimmed fresh fish at the store than respondents
who lived with 2 or less family members. On the other hand, single households relatively bought processed fish
products and RTE(Ready To Eat) fish products more than other family member groups. In addition, single

households preference rates about eating fish products as a main dish were very high compared to other groups.
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Table 1. Demographic characteristics of respondents

4>
o
1
ok

Number of Respondents Percentages
Total 404 100.0
Sex Male 81 20.0
Female 323 80.0
Metropolitar'l area 255 631
Areas (Seoul{Gyeonggi(Incheon)
Busan 149 36.9
Twenties(20s) 52 12.9
Thirties(30s) 112 27.7
Ages Forties(40s) 118 29.2
Fifties(50s) 89 22.0
Over sixties(60s <) 33 8.2
Less than 1 million won 14 3.5
1~1.99 million won 53 13.1
2~2.99 million won 74 18.3
Monthly incomes 3~3.99 million won 91 22.5
4~4.99 million won 76 18.8
5~5.99 million won 46 114
More than 6 million won 50 12.4
Unmarried 97 24.0
Marital status Married (both working) 155 38.4
Married (not both working) 152 37.6
1 person 22 5.4
) 2 persons 68 16.8
Numnt;(;;obfet::mlly 3 persons 86 21.3
4 persons 169 41.8
Over than 5 persons 59 14.6
Housewives 128 31.7
General office workers 78 19.3
Researchers 10 2.5
Professionals 52 12.9
Sales 17 42
Occupations Service jobs 50 12.4
Students 23 5.7
Production workers 7 1.7
Agricultural/Fisheries 1 02
/Livestocks workers
Others 38 9.4
2. 0= 720§ 2 At e AR £oF Hol7t Yk A0 vhepitet
el ol sl s Ao o (1D D: IBAE HE AR WA Aot
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Table 2. Eating types by Marital status and Age
(unit : Frequency, (%))

Usual Eating types with family members
. . . . . 2
lj:a'tmg Eating with | Eating with all Others Total X
Individually |some members| members
Married 80 128 94 5 307
(26.1) (41.7) (30.6) (1.6) (100.0)
Marital 44 35 16 2 97
H kkk
status Unmarried (45.4) (36.1) (16.5) @.1) (100.0) 150
124 163 110 7 404
Total
(30.7) (40.3) (27.2) (1.7) (100.0)
205 29 18 5 0 52
(55.8) (34.6) 9.6) (0.0) (100.0)
308 33 46 31 2 112
(29.5) (41.1) (27.7) (1.8) (100.0)
26 50 42 0 118
Ages 40s
(22.0) (42.4) (35.6) (0.0) (100.0) 33, 6%%+
508 30 34 22 3 89
(33.7) (38.2) (24.7) (3.4) (100.0)
6 15 10 2 33
Over 60s (18.2) (45.5) (30.3) (6.1) (100.0)
124 163 110 7 404
Total
(30.7) (40.3) (27.2) (1.7) (100.0)

* P<0.1, **¥P<0.05, ***P<0.01
*Values in the row with each superscripts are significantly different by T-test and ANOVA, The same result hereinafter.

19S5 2pA R HHE mj 22k = 7F5 24 zbo] i Aol itgdHE Ao R & 4 =, 20t = N
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SR NEAA FEZ FER A A S & AAskE HSol i got 7HS AR > 7S A
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Table 3. Fish purchasing periods by Marital status and Age
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(unit : Frequency, (%))

Purchasing periods of fish products
Dail 2to 3 times| Oncea |2to3times| Oncea Less than Total X
ay a week week a month month once a month ota
Married 3 61 102 93 23 25 307
arme (1.0) (19.9) (33.2) (30.3) (1.5) (8.1) (100.0)

Marital , 0 7 2 38 14 16 97 i
statys | Onmarried (0.0) (7.2) 22.7) (39.2) (14.4) (16.5) 1000y | 24
Toal 3 68 124 131 37 41 404

o 0.7) (16.8) (30.7) (32.4) 9.2) (10.1) (100.0)
1 16 40 66 18 23 164
205 & 30 (0.6) 9.8) (24.4) (40.2) (11.0) (14.0) (100.0)
2 46 70 57 18 14 207
Ages | 405 & 30s (1.0) (22.2) (33.8) (27.5) (8.7) (6.8) 1000) | ...
Over 60 0 6 14 8 1 4 33 '
ver ous (0.0) (18.2) (42.4) (24.2) (3.0) (12.1) (100.0)
Towl 3 68 124 131 37 41 404
o 0.7) (16.8) (30.7) (32.4) 9.2) (10.1) (100.0)
*¥P<(.1, **¥P<0.05, ***P<0.01
g v &A= 70.1%7F o7& 3 gl 2~33] A& 7M Aot g o v &L o o] Al ¢
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Table 4. Fish purchasing conditions by Sex, Age and Number of family members

(unit : Frequency, (%))

Purchasing conditions of fish products
Whole Lo Trimm.e d Precooked ey Processed Total x
at store | & packing cooked
Mal 5 43 23 5 3 2 81
ale (6.2) (53.1) (28.4) (6.2) (3.7) (2.5) (100.0)
45 198 57 3 5 15 323
Sex Female (13.9) (61.3) (17.6) (0.9) (1.5) (4.6) 000y | 18
Tol 50 241 80 8 8 17 404
o (12.4) (59.7) (19.8) (2.0) (2.0) (4.2) (100.0)
13 93 37 5 4 12 164
205 & 30s (7.9) (56.7) (22.6) (3.0) 2.4) (7.3) (100.0)
32 125 39 2 4 5 207
AWs&S0s | (155 (60.4) (18.8) (1.0) (1.9) (2.4) (100.0)
Ages 16.7*
Over 605 5 23 4 1 0 0 33
(15.2) (69.7) (12.1) (3.0) (0.0) (0.0) (100.0)
Towl 50 241 80 8 8 17 404
ot (12.4) (59.7) (19.8) (2.0) (2.0) (4.2) (100.0)
| 3 7 5 0 2 5 2
petsont (13.6) (31.8) 22.7) (0.0) ©9.1) 227) | (100.0)
5 10 39 15 3 0 1 68
persons (14.7) (57.4) 22.1) (4.4) (0.0 (1.5) (100.0)
3 ersons 8 44 2 2 3 7 86
Family P 9.3) (51.2) (25.6) 2.3) (3.5) (8.1) 100 | ...
Members . 21 107 32 2 3 4 169 ’
persons (12.4) (63.3) (18.9) (1.2) (1.8) (2.4) (100.0)
More than 5 8 44 6 1 0 0 59
persons (13.6) (74.6) (10.2) (1.7) (0.0) (0.0) (100.0)
50 241 80 8 8 17 404
Total
(12.4) (59.7) (19.8) (2.0) (2.0) (4.2) (100.0)
*P<(.1, ¥*P<0.05, ***P<0.01
N FAES ATdlE= oz Bl E3E o THg Hedo vlel] of {F7hEE 1 A E B E
P3Ol vs] Aid o R 7hgAE A AAHE  fuju|Fo] €53 w2 ol F7F AAEH Y
Al Fof o)k 20~30t] HH S Au|AEO| o TR AT I F kA oSS HolErh 3¢ 7
FAFHA AAA & 7HEF 4] HFo] =2 A TR G2 o Fm Al FH(82.6%)S 7HE T8
o7 A8 4= Q). St Mg 7|20 R Bi=Hgo| B} et H 29
Au|zpEo] ofF Fuff Al 7 Fa sk A Azt o, 421 Zh J ek 7H A (1.2%)oll sl 7+
st= A" 7S FAJ AoR AR QT W2 SHHES Ha, B2 FF4.7%)0l
Table 50| A 7 =0l w2 o] 7 Ftufj A7 = M 52 SHES Bttt o= 5
F9] Zfol & A E AT 19 7FEE g J o oF A 2 FA E = 3~42 7h o] RS 9]
vl sl ol &f A 2] A (4.5%)2 =29 HelA 7V £E 9] Aol gt Bl o] ol o] F A A
(91%)& o F FulfA] Bl F Al Lefst= Ao FAI g SHS Wwol gst= AR
2 et o] O A E ASEE ofF 4T = 9t
Tl e 2 A Aol A 181 ZF o] Bf 7h G of o] o FAE V| FE 2ol 5 H
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Table 5. Fish purchasing criteria by Sex and Number of family members

(unit : Frequency, (%))

The most important purchasing criteria of fish products
Quality | Taste Price Buyi.ng Nutrition Cook'ing Cooking Size Total %
convenience convenience purpose
Sex
Mal 45 23 2 1 4 4 2 0 81
A (556) | 284) | (25 (12) 4.9) (4.9) 2.5) 0.0) | (100.0)

Femal 254 37 10 3 7 9 1 2 323 |, e
emAC 1 786) | (11.5) | 3.1 (0.9) 2.2) 2.8) (0.3) 0.6) | (100.0) | ="
Tol 299 60 12 4 1 13 3 2 404

o (74.0) | (149) | (3.0) (1.0) .7) (3.2) 0.7) 0.5 | (100.0)
Family members
1 16 2 1 1 0 2 0 0 2
PESOn ey | ) | @5) (4.5) (0.0) ©.1) (0.0) 0.0) | (100.0)
2 persons | 4 14 4 2 1 0 2 1 68
PEsOns 1647y | (20.6) | (5.9 2.9) (1.5) (0.0 2.9) (1.5) | (100.0)
; 71 7 4 0 0 4 0 0 86
PESOmS | g06) | (8.1) | @7 (0.0) (0.0) A.7) (0.0) ©0) | (1000) |
4 124 30 2 0 8 5 0 0 169 '
Persons |- 234y | (17.8) | (1.2) (0.0) 4.7) (3.0) 00) | (0.0 |(100.0)
More than 44 7 1 1 2 2 1 1 59
Spersons | (74.6) | (11.9) | (1.7) (1.7) (3.4) (3.4) (1.7) (1.7) | (100.0)
Tol 299 60 12 4 1 13 3 0 404
o (74.0) | (149) | (3.0) (1.0) .7) (3.2) 0.7) (0.5 | (100.0)
*P<(.1, ¥*P<0.05, ***P<0.01
ok AT A B o] 7 A A 7 S ath o FAH WS 7H Y ol mak 2ARSE A
Aeg7|Eo 2 FAL W SEHAV 7PE wok I BE VH = Ao A ol {FE Foll A AAk
O FAAQ SH B &2 0] 4(78.6%)°] HA Al BEo & A3 H?EE}% SHE 7MY =
(55 6%) 5ot Y55] =A eyt B3 EAS (Table 6). L2t 191 7F19] A9 whabo =z 4
- 5H(28.4%), D ¥ (4.9%), =7 o HEA Ao = SEA ‘ﬂlgol o2 7kt 4= el v
(4 9%)S A 7|20 2 yst= 5ol oAdH 3l 30% o)A W2 B FA 02 HHdohE S
o} A YERL 2ol & B YT o] = oA Al 2 v &o] 27.3%2 w9 A YERTh 220

B HESHE o Fu) e A Akl A of 4
o vla) iAo wzel, AE Fehol o F
Tl HEEst ke dA S0l A ol A

Fojste ol fE Wit 229 Wel gL 1

oot Aoz AT 5 g ov, oAt ef)
ARAEL HEHAZ AH Aof} Fojof bl
S AT A o= AR O] A E Sof 4] Aol 7t 2
A rot % Aol et SEEol o Aol u]3) Ay
4o i thehd o2 s A g,

7} F9F 49 TGO A E o] B E FAoE HE
Holgt= &ho] Z+zF 10.3%, 9.5% = ]4_]4_1,], o]
HE BAo|A FA o2 18 st= H|E

ol Ao E werE ], o] 23 54
o5} AR TpFo A FEB A=

o 53] A ekt o] Aol A 8l
2 o7 Hoh HAEFEY QAHE S
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Table 6. The ways of fish consumption by Number of family members
(unit : Frequency, (%))

The way of fish products consumption
- T 2
I(\:?l}?(,?rllz})l (s;td}(:o(i:g Treats Relishes | Eating out | Others Total %
I person 6 11 0 0 4 1 22
(27.3) (50.0) (0.0) (0.0) (18.2) (4.5) (100.0)
2 persons 7 56 1 1 3 0 68
(10.3) (82.4) (1.5) (1.5) (4.4) (0.0) (100.0)
3 persons 5 76 1 1 3 0 86
Family (5.8) (88.4) (1.2) (1.2) 3.5) (0.0) (100.0) 49,1
members 4 persons 16 146 1 2 4 0 169
9.5) (86.4) (0.6) (1.2) (2.4) (0.0) (100.0)
More than 3 53 2 0 1 0 59
S persons (5.1) (89.8) (3.4) (0.0) (1.7) (0.0) (100.0)
Total 37 342 5 4 15 1 404
9.2) (84.7) (1.2) (1.0) 3.7) 0.2) (100.0)
*P<0.1, **P<0.05, ***P<0.01
Table 7. Preference scores of fish products by Age
Ages
20s & 30s 40s & 50s Over 60s X

Very like(point 5)
Kind of like(point 4)
Average(point 3) 3.68 3.90 4.06 2.2%*

Kind of dislike(point 2)
Extremely dislike(point 1)

*P<0.1, **P<0.05, ***P<0.01

e rHAS AEshe 4250 S4S we]  sheon], The o 2 402%7) A7 e] EobA o
S 2, ol oA 714 U Al Al RAlO® Al 3 Sushglth(Table 8). 1} o 2 Folst
Hobo AN N, 2UARA S oA Ba L o] $2 oo whet 2AF A3}, 20~ 309
A5 Ao we Aoz Ared HAE 2 21 ekl A TH(65.3%)0] 1915 A3
01} 40~505) 9% AT} 607) oA =i 2
3. 017 A= Aere Az i SuEo] 27 48.0%,
ool T3t AUl MBEL s Wao] B 485% 714 A LE A g ol 2 Bhal
F30PoE ANAS W@ o] 2B Fol o 2 Qglch Eak60n)] o] 4o Aeke xels
S Ao® ZAE ATHTable 7). 53] 5% §9) 7] A9 Aet wate] SuEol g Wl 1]
szold AR o AEwe] EAHOR & 7 et o]t 60t o4 =W Sun
o5t Aol 7t Aot Ao ke, 1 9 54.6%7F 291 o] H(1Ql ZHE 9.1%, 28] 7HT
o] 5 o4% o0 HBET} 5O A0 LEh  45.5%)9 A7E ZFLE LA ST 9lo] 293
s, Hol Bt 1AL MB el Ao Toja
o] 55 Folshl o] gl Wol ol et % gtk
B AAEAA ] 23%7 A AR ST AuASo] 4F HIHSE B 1Hof



Table 8. The reasons of fish product preference by Age

4>
o
1
ok

(unit : Frequency, (%))

The reasons why do the respondents like fish products
. Cooking | Balance of 2
Ages X
Health Ch-eap Delicious Varl(.)us conveni- other Others | Total
price species . .
ence ingredients
42 0 98 2 3 2 150
2
Os & 30s (28.0) (0.0) (65.3) (2.0) (1.3) (2.0) (13) | (100.0)
97 2 91 4 4 1 202
40s & 50 (48.0) (1.0) (45.0) (1.5) (2.0 (2.0 (0.5) | (100.0)
Over 60s 16 0 12 2 1 0 33
(48.5) (0.0) (36.4) 6.1) 6.1) (3.0) (0.0) | (100.0)
Total 155 2 201 8 8 3 385
(40.3) (0.5) (52.2) 2.1) 2.1) 2.1) (0.8) | (100.0)

*P<0.1, **P<0.05, ***P<0.01

Table 9. The most frequently eaten fish species by Age and Marital status

(unit : Frequency, (%))

The most frequently eaten fish species
o . Mackerel
Croaker Hairtail Pollack Squid Mackerel Flatfish Cero e
Male 16 32 11 22 58 3 6 6
9.9) (19.8) (6.3) (13.6) (35.8) (1.9) 3.7) (3.7)
Ages
122 146 19 67 189 24 24 15
Female
(18.9) (22.6) (3.0) (10.4) (29.3) (3.7) 3.7 (2.3)
Married 117 139 20 64 181 22 19 14
Marital (19.1) (22.7) (3.3) (10.4) (29.5) (3.6) 3.1 (2.3)
status Unmarried 21 39 10 25 66 5 11 7
(10.8) (20.1) (5.2) (12.9) (34.0) (2.6) (5.7) (3.6)
1) The table is shown the eight of 14 species which have higher response rates than others.
2) The yx* value of each factor has not obtained because of using multiple response method.
(30.6%) > A (22.0%) > Z7|(17.1%) 0.2 ZA}  Z7] - 23] - 7120 & Aejsh v go] & wh,
Holck Ao b ol F Trf A7) EY Ko w|EAL 7| EA S| ]3] RFo] - WS A
2 4w R 23}, Table 99} 700] 242 A FSH= o 3k ] R0] ESpT) o] = ok A uto] mAA}
R 1~391E Y BE n50]>gH > 27 o Agkx o] A 4 glrk. of o] 15 A5 4
202 FUS e O, o] - e F 2 pol she WA, el 3 7] EX4E ] 18 7}
- g/ o] ool wls A5 Hethe SHEC] g QoA AALE A st B 7F H &4
Eom, v 27] - ZA] - PAtu = ool d S0l FAEHEZAFANA JAE S = 5 o
ol vls A= A F ot Ao = eyt 39 FQl aFolet HEj Y vy Eon, it = 7}
A= 0] Zolol o) whebA e A5 A F sk ol A W AAE[Fol 2 oA 7 &S el
Ao 2tol 5 H =, 7| &A= n|EAHT A FA o8 X Ao @ 2= 27, 7HAY] 5
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Table 10. Independent and Dependent Variables for Ordered Logit Model

stol AT Halth HPUSY B4
103 e, 9AHA] H o) NESE,

AAs) & 23, 337
(Parallel Regression Assumption)2 HFZ3l 2 2
2] %43 23 3 (Ordered logit model)’S o] &

Jes

H 5~ Table

= 4kt

Variables Variable Description
Male Sex1
Sex
Female Sex2 Referent Group
20s Agel
30s Age2
Ages 40s Age3
50s Aged
Over 60s AgeS Referent Group
1 person Family1
Number of ;
. 2 persons Family?2
family -
3 or 4 persons Family3
members .
I-Vv* More than 5 persons Family4 Referent Group
Income Quintile Level 1(Less than 1 million won) Incomel
Income Quintile Level 2(1~2.99 million won) Income2
Monthly — o
. Income Quintile Level 3(3~4.99 million won) Income3
incomes
Income Quintile Level 4(5~5.99 million won) Income4
Income Quintile Level 5(More than 6 million won) Income5 Referent Group
A metropolitan area(Seoul(Gyeonggi(Incheon) Areal
reas
Busan Area2 Referent Group
Housewives Occupationl
Occupations Economically active persons Occupation2
Noneconomically active persons(Students & The jobless) Occupation3 Referent Group
Trust level of the origin information Origin T Ssteps Ordering
Reliability Quality level of the domestic fish products Domestic_Q Ssteps Ordering
associated Quality level of the imported fish products Import Q Ssteps Ordering
D - V** | with the Safety level of the domestic fish products Domestic_S Ssteps Ordering
Origin Safety level of the imported fish products Import_S Ssteps Ordering
Country Price level of the domestic fish products Domestic_P Ssteps Ordering
Price level of the imported fish products Import P Ssteps Ordering

* Independent Variables> ** Dependent Variables

2) &M 2A Ao )3k o 24 ) H 7 5FH B YL Andrew A, W.(1997)E 11
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Table 11. Results of Ordered Logit Model on Differences of Consumers fish products Perceptions by the origin country

(unit : coefficient)

-V Trust level of the Quality leYel of the | Safety lev.el of'the | Price 1ev§l of the Pr.ice level of the
L . domestic fish domestic fish domestic fish imported fish
b-Vv origin information products products products products
Sex1 0.232 —0.462* —0.132 0.299 —0.039
Sex2 Referent Group
Agel 1.246 0.291 0.168 0.809* —0.066
Age2 1.122%** 0.840%* 0.898** 0.631 —0.722%*
Age3 1.362%** 0.348 0.294 0.580 —0.263
Aged 1.004** 0.111 —0.127 —0.024 —0.342
Age5 Referent Group
Familyl 0.344 —0.136 0.131 — 1.387%%* —0.380
Family2 0.405 0.085 0.486 —0.855%* 0.059
Family3 0.480* 0.237 0.533* —0.381 —0.784%**
Family4 Referent Group
Incomel 0.449 —0.550 —0.530 0.704 0.743
Income?2 0.062 —0.406 -0.379 0.362 0.038
Income3 -0.117 —0.539% —0.437 0.245 0.037
Income4 —0.594 —0.633 —0.713* —0.084 0.036
Income5 Referent Group
Areal —0.603%*** 0.206 0.228 0.051 —0.137
Area2 Referent Group
Workl 0.026 —0.362 —0.147 0.162 —0.629*
Work2 0.076 0.139 —0.074 0.182 —0.582%
Work3 Referent Group
—2log likelihood
Intercept only 683.546 595.901 650.902 581.849 590.269
Intercept and 653.876** 569.790%* 623.433%+ 550.315% 560.984%*
covariates
*P<0.1, **P<0.05, ***P<0.01
3) ehel A A AL AT 5 ek AFE Fo] & Abw
TAAE o] 7 QHAA ol diR Al B 60t o] =d S S AR} tf Bl sk 30t
A= R AT A 10% el sEeld BY 4 SHAEY off AHA 2% A4le] FHHO
FEE WEA A R BN AUk 2 hebeth 53] 300 AT LA TAL ofFe
FUAL o] FO A AASFS AN & BALES HAT AVAE g APy Wk
5, 9% 22 ke dF e Ee AR o HE 52 AF4E(0.840)8 Hof U4t of
etk 25420 49 A5 589 Aue]  FAEC) e AHE oS %5 Uk v
ale) 25 459 Fere] auApEo] Byt olf  S0T) Hehe B Aw S w2 Za g
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F T o3k R Abs| Hgkth(Table 12).
A =7l Aow eyt A E $d4koln °T -

Table 12. Results of Sensitivity Analysis on Information of Seafood Safety and Nutrition by Sex
(unit : Frequency, (%))

Sex
XZ
Male Female Total
Fish Products purchase intentions after hearing the bad news of them
20 140 160
¢ ing all fish ts fi hil
Stop buying all fish products for a while 24.7) 43.3) (39.6)
22 55 77
Do not care about the news and as buy fish products as ever 272) (17.0) (19.1)
. . 29 80 109
Buying the fish products except the fish which have problems (35.8) (2438 27.0)
14.1%%*
. . . 7 42 49
Buying fish products only produced in domestic 8.6) (13.0) (12.1)
3 6 9
th
Others (3.7 (1.9) 22)
Total 81 323 404
(100.0) (100.0) (100.0)
Fish Products purchase intentions after hearing the good news of them
7 55 62
M ing the fish h 1
ore buying the fish products than as usual (8.6) (17.0) (15.3)
Concentrated buying the fish products on which is reported benefits 18 52 70
of them by the news (22.2) (16.1) (17.3)
54 215 269
k%
Do not care about the news and as buy fish products as ever 66.7) (66.6) (66.6) 8.4
2 1 3
Others 2.5) (0.3) 0.7)
Total 81 323 404
(100.0) (100.0) (100.0)

*P<0.1, *¥*P<0.05, ***P<0.01
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