Ch A 2 2R X| 20(6): 528-538, 2014
J. Korean Soc, Food Cult, 29(6): 528-538, 2014
B =R AgRe SR ESE] U
Copyright © The Korean Society of Food Culture

4 =z |= =

FPA G ZANZES 5EAE
- g Ay, 7
x2E
st A E Y et

ISSN 1225-7060(Print)
ISSN 2288-7148(Online)
http://dx.doi.org/10.7318/KJFC/2014.29.6.528

O]Z2| & MZFT & JUjENTO] HHA
=] O O —
MEad2 sHL=
=
3, 200 ek A E A )

Relationships among Recognition, Preference, and Purchasing Characteristics for
Local Agricultural Products and Festival Satisfaction of Changnyeong Area
- Compared by the Gender, Age, and Purchase Experience -
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Abstract

The purpose of this study was to investigate the relationships among recognition, preference, and purchasing
characteristics for Changnyeong onions and garlic as well as festival satisfaction among participants at agricultural product
festivals in the Changnyeong region. Results showed that festival satisfaction of ‘place of festival’ was highest while
‘convenience facility & event contents’ earned the lowest scores. Most subjects (90.5%) had purchased Changnyeong
agricultural and processed products. A major purchasing type was fresh agricultural products (66.7%). The pathways to
recognize Changnyeong agricultural products were mostly ‘promotion by related institutions’ (22.0%), ‘family - relatives’
(20.8%), ‘mass media’ (16.6%), and festivals and events’ (16.1%). The most considered factors for purchasing regional
products were ‘geographical origin’ and ‘ingredients’. Changnyeong onion showed higher scores for recognition and
preference and rate of purchase experience and intention than for garlic. The correlation coefficients of recognition and
preference for onion and galic were 0.603 (p<0.001) and 0.598 (p<0.001), respectively. The explanation power (R?) of
related variables for purchase of Changnyeong onions was 0.258. The regression coefficients (B) for ‘recognition’,
‘preference’ and ‘convenient facility & event contents’ were positive, whereas the regression coefficient for ‘price’ was
negative. Recognition, preference, and convenient facility & event contents with garlic purchase showed a positive
relationship (R?=0.253). The most effective promotion method to increase sales of Changnyeong agricultural products was

‘local festivals and events’ (27.8%).
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. 7‘% 1} Ejll nl ;g— <Table 1> The general characteristics of the subjects
Variables Items Total
1. ZRAICHAMALS| LHHA £ Gend Male 340(36.3)"
ZAR ARl dubd ES <Table 153 2th AEL o ender Female 596(63.7)
Aol 63.7%=, F39] 363%ET U =gt o 50tH A <30s 215(23.0)
e
1ol dsdvs 719 ANEE AANLO, 40017} 28.6% s 40 268(28.6)
300) o187} 23.0%010Th AEAT N 71 Eo] 86.6%= 7 2308 453¢84)
o) iREOIAT, RIS FHIL 29.8%2 71 w3kow, 3 Marita planied B
AR (234%)0] 72 TFE-S ARSI SRS ARs £ status ol s
ol’de] 51.9%1tt. 7ISEH = SIS 47%=2 v .
1 e . o Housewife 279(29.8)
]7%9%57—, T:H‘T‘TL‘ @17}“—?(8304)01/\1\]:]' Officer 219(23.4)
Professional 113(12.1)
2. =X|siAlof CHSH BEEE Occupation Agriculture, Forestry, Fishery 96(10.3)
ZAA hF NSRS dopnr] Mol ZY=To] B e eenent zggg
ublic officia .
1= 8 =4 742.— AMA QolB Ao AlAE A
o;ﬁ im lste] & ? 4 290748 ;e Al af Others 69(7.4)
= SR = I} s} =2 O F o A A 7EX g_‘_ o -
B S 229 10 35 Jetil i A7 L . <High school 450(48.1)
2 FEEHAT<Table 2>, Al 7F] 2912 SA7EEFS & Educational College 181(19.3)
2], HoA 3 YA, SAF AT PHYsla, 2914 level University 178(19.0)
e 0.64201 40100, ZHEATH LS 73 253%0]3 T} Graduate school 127(13.6)
w3l ZF 9015 thdl AR EiAS AAEIE), 2=47] Nuclear family 777(83.0)
HE 522 0913, A PARNE-S 0.901, FAIG Family glined e 922123)
AF 0.8992] Chronbach’s oZk2 YERIRITE type thzr:se amiy | 9§2'0;
FA AP B A9 YFH 8k F sholn, '
~ _ Total 936(100.0)
WEE Wb FA AR W FRdd) e % -
£ gUng e Wik e geg ne g Y
NA AEFezA ZA| om|A|e}h Aol FFFS WA
A ETHHu 2012). Fd¢EFE] FEAEIG A0 O o, 7 w2 A4E H 2912 AN PAhgE-
g R AdE 2R SANSEE Hske Al 89 A (3.38+0.86)°191T}. 9 Lee & Ahn(2004)°] AFelX= =
TE BT 53 Rl 33 ool e B3al<Table ANEEE disket 7P Ta3 dage P&l
3>, M =2 ATE B 8902 A4 (3.74+0.84)0] 2 Jung & Kim(2012)9] A= AGFABHE 231 F
<Table 2> Exploratory factor analysis and reliability for festival satisfaction
Factors Items Factor loading Communalities Eigen Va.lues Cronbach’s o
(% of variance)
Kinds of food 0.813 0.755
Souvenir price 0.776 0.719
Festival products Food price 0.763 0.696 7.525 0913
&food Souvenir quality 0.754 0.699 (30.046) ’
Kinds of souvenir 0.746 0.702
Food using regional product 0.704 0.645
Place of relaxation 0.856 0.833
Parking space 0.844 0.782
Convenient facility ~ Lavatory 0.739 0.680 1.585 0.901
&Event contents Differentials in event contents 0.659 0.647 (27.080) ’
Information pamphlet 0.657 0.670
Information facility 0.642 0.705
. Accessability 0.890 0.857 1.145
Place for festival - tion 0.887 0.866 (16.127) 0899

KMO and Bartlett’s test 0.912 (p<0.001)
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<Table 3> Festival satisfaction

Variables Items

Festival products &  Convenient facility &

Place for festival Total

food Event contents
Male (N=340) 3.50+0.77 3.35+0.92 3.69+0.83" 48.6+10.2
Gender Female (N=596) 3.44+0.71 3.40+0.82 3.7740.84 48.6+9.4
t value 1.120 -0.797 -1.384 -0.082
<30s (N=215) 3.43£0.64 3.40+0.73 3.63+0.78" 48.3+8.4
Age 40s (N=268) 3.53£0.68 3.33£0.92 3.82:40.78" 489493
(years) >50s (N=453) 3.43£0.80 3.40+0.88 3.74+0.88% 48.6£10.6
F value 1.827 0.640 3.171% 0.192
No ((N=90) 3.2940.64 2.90+1.00 3.69+0.85 44,5485
Purchased Yes (N=846) 3.48+0.74 3.43+0.82 3.74+0.83 49.0+9.8
cxperience t value 2.606* -5.628%+* -0.548 4.688%+*
Total (N=936) 3.46+0.73 3.38+0.86 3.74+0.84 48.6+9.7

DMean£SD 5 points Likert scale
*p<0.05, ***p<0.001

01]71] A2 v
% Al AR
A g "’F A
EEZL%EEE X]Gg OF— 740] DRSS 5
EO] THBaik 2012: Yoon & Yoo

2ol A 2. 50i0.77)o] o4 (3.44£0.71)ET} o =&
ArE B3l v A AT ARG, SAToM = o
Aol HE7t 242 3.40£0.929) 3.77+0.848 0 2 FAJ 9] 335
+0.9278 7 3.69+0.834 Bk 1] =7 VERtoy fo4S
o|A &= B, AAHTFE 48680 E 72 vrgith Suh
(2010)2] AT T Aol W2 FoFl 2ol Y A
© 2 Yepyitt. AgE A= FA7FAlA 300 (3.63+0.78)
7} 400 (3.82+0.78)H T} FejH o2 o RS E HAH
AL A (p<0.05) ThE 2AENM= S B F
A2ATE Suh(2010)8] Aol = AR e FAREEo|
o]l Zpol7t gllnt. A $ELE - THAE T
o] e of o] mE Aelr= FajE el e
2H(49.0+£9.8)0] Q1= AbEH(44.5+8. S)EE} qxﬂ =7}
R (p<0.001), FAELE AL ZA7IEEFH
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A4S BT
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3. XS SELE FEY

FIA S FEET 7 EL] o] o4 <Table 4>
A2l 90.5%7F el el AL, /3] 73R (91.8%)
o] A (882%)ETE ¥ ¥, AEF AAFS BT
(p<0.05). AF e W2 AHE HH FujF o] 300 olsh=
84.2%, 40t 88.1%, 500 o2 94.9%= A7o] 7t

TE iAol SV, AR FoA AEEE o
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TP Re o] AEFFE7 66.7%= 7}%} Bk,
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<Table 4> Purchasing characteristics for local agricultural products of Changnyeong area

. Gender Age (years)
Variables Ttems y? value y* value Total
Male Female <30s 40s >50s
Purchased  Yes 299(882)" 547(91.8) 181(842) 236(88.1) 429(94.9) 846(90.5)
experience for local No 40(118)  49(82)  5oppx  34158)  320119) B 5y gigees 8905
agricultural products ’ ’
& processed food Total 339(363)  596(63.7) 215(23.0) 268(28.7) 452(48.3) 935(100.0)
Fresh agricultural product  199(67.0) 361(66.5) 108(60.3) 161(69.1) 291(68.0) 560(66.7)
Processed food 38(12.8)  72(133) 41229)  29(124)  40(9.3) 110(13.1)
Health functional food 40(13.5)  67(12.3) 1584) 30(129)  62(14.5) ., 107027)
Purchase type  gora0e food 176.7) 3055 2176 1267  939)  26(6.1) 24918 47(5.6)
Others 3(1.0)  1324) 317 417 92 16(1.9)
Total 297(35.4) 543(64.6) 17921.3) 233Q27.7) 428(51.0) 840(100.0)
<5,000 429)  22(42) 740)  522)  14(34) 26(3.2)
5,000~10,000 16(55)  35(6.6) 13(74)  11(48)  27(65) 51(6.2)
Purchase cost  10,000~20,000 86(29.6) 148(28.0) 51290)  7130.7) 112Q27.1) 234(728.5)
(won) 20,000~30,000 04(323) 15429.1) 3806 60341)  69299) 119288) 139 248(303)
>30,000 91(31.3) 170(32.1) 45256)  75(32.5) 141(34.1) 261(31.8)
Total 291(35.5) 529(64.5) 17621.5) 231282) 413(50.4) 820(100.0)
Promotion by related h
e 71017 12722.1) 42(199)  7127.0)  85(19.9) 198(22.0)
Pathways o Family - elatives 61(18.7)  126(22.0) 62(294) 48(183)  77(18.0) 187(20.8)
recognize | Mass media 60(183)  90(15.7) 35(166)  53(202)  62(14.5) 150(16.6)
Changnyeong ~ Festivals - events 58(17.7)  87(152) 6,609 178.1)  43(163)  85(19.9) cgag3e++ 145(16.1)
agricultural  Travel 36(11.0)  529.1) 30(142)  27(102)  31(7.3) 88(9.8)
products  Learning in school 824)  11(1.9) 942) 415 614 192.1)
Others 33(102)  81(14.0) 16(7.6)  17(65)  81(19.0) 114(12.6)
Total 327(363) 574(63.7) 211234) 263(292) 427(47.4) 901(100.0)
DN(%)

#p<0.05, **p<0.01, **%p<0.001
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2

= B, 2 FlA Ko 5(2005)2 Yoon(2010)2]
F4(64.9%)S 7P T8 Adsial AE
TFoM = GAA7E 58 vEHO 417101802
152 Bt 283 S 5(4.16+0.98%)), &
2(4.05:1.07)2 21373 (4.03£1.008)2] AFE 47 oo
2 3 et &HjAEEe] 7Holu Hile tzle 2
SRR E 778 44 sl RS A2 S G T
AATH<Table 5>, $HA Aol wehr= 1373 tRRlS
A &gt 7 A oJe] ATt AR o E=A4 U
Yo, S35 (p<0.05)2 7HE (p<0.05)01-E 242 =
o2 HY dEEE BW JAX](p<0.001)2F X3H
(p<0.01)°] 7% 40the] A7 o =A ey, £4
(p<0.001), 7FA (p<0.001)¢] 73-¢- 50the] =7 71 WA
YERoH, HAE (p<0.05)= 300 o3kt 50) o] dollA]
Ao =m o 2 A-E Bk 283 FHlA = 40t
A47F 78 =39 th(p<0.05). FdA S 54 - 7RAE
Tl Fe Wb = F2(p<0.05), 7HE (p<0.01), TIAI
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<Table 5> Consideration degree for purchase factors of local agricultural products
. Geographic . . Eco- Ease of  Ease of . Total
Variables Items ol @i Ingredients  Quality fiiendliness _purchase intake Price Brand Design (N=936)
(Nl\igljo) 4.11£1.08" 4.08+1.00 4.00+1.07 4.04+1.04 3.88+0.96 3.86+0.99 3.79+1.03 3.69+1.07 3.69+1.00 35.3+7.5
Gender (;egzlg) 4214098 4212097 4.08+1.06 4.03£098 3.93£095 393098 3.94:096 3712097 3.66+094 358+69
t value -1.444 -1.968* -1.135 0.072 -0.804 -1.044 -2.086* -0.287 0.442 -0.960
<
(N_=32015 5) 4.16+0.93* 4.12+0.99* 4.15+1.00° 3.94+0.93* 3.88+0.97 3.87+0.98 3.94+1.00° 3.56+0.96° 3.61+0.90 35.2+7.0°
Age (Njggs) 4.38+0.88" 4.28+0.93" 4.27£0.93" 4.21+0.86" 4.03£0.89 4.02+0.94 4.06+0.84" 3.70£0.96™ 3.76+0.88 36.7+6.6"
(years) 5505
(N=453) 4.06£1.11° 4.11£1.01° 3.87+1.14* 3.97+1.10* 3.87+0.99 3.85:1.00 3.76£1.04* 3.79+1.04° 3.65+1.04 35.1+7.4°
F value  8.384*** 2.817 13.450%**  5.996** 2.644 2514 8.097***  3.761*% 1.552 4.181*
(NN=gO) 422+0.79 4.14£0.80 4.28+0.77 4.07+0.77 3.94+0.77 3.89+0.78 4.12+0.72 3.78+0.80 3.87+0.77 36.4+5.4
Purchased Yes
experience (N=846) 4.17£1.04 4.16£1.00 4.03+£1.09 4.03£1.02 3.91+0.98 3.90+1.00 3.86+1.01 3.70+1.02 3.65+0.98 35.5+7.3
t value 0471 -0.166 2.128* 0.347 0.322 -0.131 3.144%* 0.851 2.435* 1.467
Total (N=936) 4.17£1.01 4.16£098 4.05+1.07 4.03£1.00 3.91+£0.96 3.90+0.98 3.89+0.99 3.71£1.00 3.67+0.96 35.6+7.1
DMean+SD 5 points Likert scale
abe: Different letters are significantly different by Duncan’s multiple range test
*#p<0.05, **p<0.01, ***p<0.001
<Table 6> Recognition and preference for Changnyeong onion and garlic
) Recognition Preference
Variables Items
Onion Garlic Onion Garlic
Male (N=340) 4.17+0.97Y 3.99+1.00 4.07+0.89 3.99+0.92
Gender Female (N=596) 423+0.88 4.11£0.92 4.10+0.82 4.02+0.84
t value -0.954 -1.758 -0.430 -0.347
<30s (N=215) 4.03+0.94° 3.84+1.00% 3.86+0.89% 3.75+0.89*
Age 40s (N=268) 4.15+0.99° 3.96+1.06" 4.05+0.89° 3.93+0.89*
(years) >50s (N=453) 4.34+0.84° 424+0.82° 422+0.76 4.18+0.81°
F value 9.039%** 15.719%** 13.646%*** 20.582%**
No (N=90) 2.98+1.23 2.89+1.16 3.26+0.89 3.22+0.89
Purchased Yes (N=846) 434+0.77 4.1940.84 4.18+0.79 4.09+0.82
experience
t value -10.344%** -10.417%%* -10.348*** -9.357***
Total (N=936) 4.21+0.92 4.07+0.95 4.09+0.84 4.01+0.87

DMean+SD 5 points Likert scale
abe: Different letters are significantly different by Duncan's multiple range test

#4%p<0.001

Qlgith AW MF %

] (p<0.001), ]

AsE & e Fulelrel mbE PR Eel Sl
ARl Sl ARFERT 45E A47t foldoE o =

A e oo g BEEES I 4

FAN-N

Ew- =2

A= By

AA =M AH 50th<]
A7k 3000 olate} 40T folHos o A Uehte
H= Lim(2008)2] AFolM e 72

A THpP<0.001).

6. FEXA

SEAME FiE
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83.1%=, "F=(70.1%)=Ech
3o} vlzo] 247} 94.7%9) 91.5%% =2 H&S
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<Table 7> Purchase experience and intention for Changnyeong onion and garlic

Purchase experience

Purchase intention

Variables Items Onion Garlic Onion Garlic
Yes No Yes No Yes No Yes No
Male (N=340) 277(81.5)" 63(18.5) 232(68.2) 108(31.8) 318(93.5) 22(6.5) 305(89.7) 35(10.3)
Gender Female (N=596) 501(84.0) 95(16.0) 424(71.1) 172(28.9) 568(95.4) 28(4.6)  552(92.6) 44(7.4)
¥ value 1.012 0.872 1.624 2.346
<30s (N=215) 157(73.0)  58(27.0) 121(56.3)  94(43.7) 200(93.0) 15(7.0) 193(89.8) 22(10.2)
Age 40s (N=268) 217(81.0) 51(19.0) 161(60.1) 107(39.9) 253(94.4) 15(5.6)  242(90.3) 26(9.7)
(years) >50s (N=453) 404(89.2) 49(10.8) 374(82.6) 79(17.4) 434(95.8) 19(4.2)  422(93.1) 31(6.9)
F value 28.229%** 65.985%%* 2.286 2.804
No (N=90) 4(4.4) 86(95.6) 4(4.4) 86(95.6)  75(83.3) 15(16.7) 70(77.8)  20(22.2)
P urch.ased Yes (N=846) 774(91.5) 72(8.5) 652(77.1) 194(22.9) 812(96.0) 34(4.0) 787(93.0) 59(7.0)
experience
P ¥ value 438.725%** 204.639%** 26.033%** 24.263%**
Total (N=936) 778(83.1) 158(16.9) 656(70.1) 280(29.9) 886(94.7)  50(5.3)  856(91.5) 80(8.5)
DN(%)
***p<0.001
&olt}h. Kim & Park(2013)e] AellA A FE4HE ol 0.6032] %F¢] AAIAA (p<0.00)S Kot 2y o2 ¥
WS ol Fwe) YL v e, B AT $E Qole felde HolZlE SiAR AR} oy
A PR R S Fjeap]Eo] o E=A4] YERY o] sttt vhes BW QA xS} dsre] A= 0.598

o] AAlFHIR olod F EF PuEES wole A
A7t Zesioiar AZHE T $HH Han(2011)9] A-ellA
= o] ool PR v A vk, & A
TAME 22 BEFE Bo FolHolAE B, FF
T JALE HIS2ek As BolTh ARl wE e
< Kim 5(2011)2] A7-ellxje} ro] gt} nls 57 A
o] S/VEE ool AL, 53] 50th ode] Hl&o]
2 ARl Hlal Felo] =R, AWt FolHd #HEd
S BATH(p<0.001). o= X 50thellM Fupel vhse <
Aot Aoerh w39 25 #do] e Ao® Helth
G5 o rtelM = el EEo] =3 SoielM - 7
oA A vERstont frelA]l dRAde HolXe o
Sk=l, Han(2011)2] A7ellM= AFE= frelidol giAl v
Bttt 3RS w5 TRAE TiE Rl e 7t
A AtEEo] il vhze] ol B w%ont A=
oF Az meld o Sk vhso] dutiEn o] v
AOE UBIHIL, 7 w54 25 7@t frelAdl
A4S BATHp<0.001). FF ToleAl B3 el gl 3l
= ARFECIM B E0ka, 7 5 E Bl felds B

TH(p<0.001).

LA

)

7. &4 2utet 0= 0Hol| Q&S nlkl= 22!

<Table 8> Fute} wls9] A, Mo :, w54 +
o] Al A F 7, a2]a EA| TSR =
Uepd Zlolth Yus HH AX e} AT s AAA S (r)

(p<0.001)°1A 32, Fe} viR AR Fofn|st JAaAE B
ol WMFELS §ldth

Gk} vhse] A, s e, AFTEiAl AL, SA
TEE7t AA el vX= S Yolrr] L3 A3 3]
AEAS 3 AIKTable 9)2 BH Udue] 749 ZgHF 5
A&, AS%, AEFFuA] aH ) 5 7H, SASE 5
Ao A} AR Eo] A= I, R*GEe] 0.258(F=76.549,
p<0.001)=, °F 25.8%°] ABES HArt. A5 B Q1A
T (p<0.001), A& %= (p<0.001), HJA A3} FARHE-(p<0.05)
2 IAAFRYE Fo2 Fuuel] 2 FFS vAL A
A WA 714 (p<0.001)2] SAAFRRS 2 22 9
< PR AT o] AFFA] AR A T
3.8989] ¥ MFE B, An & Kang(2006)2] FH-h
FATME 13754 TSk Q12 ZALIA 71E 0] H]
A FASA Fethe vl&o] 43.8%=2 =4 UeEh 55
AHE Al 71 disk FEe VAL e A 5
AATE.

thsS BH R%ZEO] 0.253(F=99.884, p<0.001)E, Aulet
Hl=gh A e BN, SHHST SolXe vee] A=
(p<0.001), AZ%=(p<0.001), HLJA D7} PARN-E(p<0.001)
o] A=} IAAAFE A AYE HEE BE =T
o] 2 JTS mX L U AL & 5 AU wEhA
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<Table 8> Pearson's correlation coefficients among recognition, preference and festival satisfaction of Changnyeong onion and garlic

Onion Garlic
Variables

Recognition Preference Recognition Preference
Preference 0.603%** 0.598***
Price 0.082* 0.108** 0.038 0.072%*
Festival products & food 0.194%** 0.175%** 0.156%** 0.144%**
Convenient facility & Event contents 0.282%** 0.203*** 0.225%** 0.148%**
Accessibility 0.189%** 0.227%** 0.210%** 0.235%**
Festival satisfaction 0.270*** 0.225%** 0.224*** 0.183%%**

#p<0.05, ***p<0.001

<Table 9> Regression analysis of the influence of recognition, preference and festival satisfaction on purchase of Changnyeong onion and

garlic
D:;?ZSE, nt Independent variable B SE" B t R? F value
Constant -0.014 0.075 -0.192
. Recognition 0.158 0.015 0.384 10.386***
(3212256 Preference 0.068 0.016 0.153 41775 0258 76,540+
p Price -0.052 0.011 -0.135 -4.542%**
Convenient facility & Event contents 0.030 0.013 0.067 2.201*
Constant -0.533 0.077 -6.895%**
Garlic Recognition 0.145 0.018 0.302 8.136%** -
purchase Preference 0.121 0.019 0.229 6.283%** 0253 99.884

Convenient facility & Event contents 0.046 0.016 0.086 2.819%*

DStandard error
*p<0.05, **p<0.01, ***p<0.001

8. K| ZELE HSHHE 2/t S0l SEEH e £ O A58 FRAURES rldske s A7 B
TS E gk @342 FHYH<Table 10>22= A olopzlth JHEE AWEH P TV - ]9 H|E&9]
AEA| - YA 27.8%= 7PF =AL, TV - 2] 2.(20.7%), 24.7%2 =2 WHH o2 A FEA] - PAKH29.3%) gk

O1E Ul(14.7%), HET5(13.3%), S (11.6%) <o & Hlg-o] =4 YePgout 2520 #HAL sl A7
Rttt 3hH AL - 2] (6.1%) AR - A 5 2] (3.9%) wetA s A S7HESE A G EA] - YAttt v]&o]

Sh e QAPIAIES FE TR 2 vlgo] Ukt mebd  F/ksRe W TV - Slent Eagel g v)ge st
AGZAE FENE ANFTEA F O DHSNY B of BAYS BATHE<0.001). TR webAE T
b QAL TV - B, B, BB 2 EWAE ol gl ARES AR - 14X @49%)9) v Eo] EE u

<Table 10> Effective promotion methods for increase sales of local agricultural products of Changnyeong area

Local Sales Home Newspaper- Leaflet
Variables Items . TVradio  Internet . . PAPCT 4 formation  Others Total y* value
festival promotion shopping magazine
paper
Male 83(25.3)  81(24.7) 50(15.2)  43(13.1)  35(10.7) 22(6.7) 10(3.0) 4(1.3) 328(364)
Gender 7.728

Female 168(29.3) 106(18.5) 83(145) 77(134) 70(122)  33(5.7)  25(44)  12Q.0) 574(63.6)
<30s  37(18.1)  66(322) 26(12.7)  21(102) 29(14.1)  14(68)  10(49)  2(1.0) 205022.7)

Age

40s 69(26.5) 51(19.5) 44(169) 35(134) 34(13.0)  18(69)  9(34) 100.4) 261(28.9) 44.941%**
(years) >50s  145(332) 70(16.1) 63(144) 64(147)  4209.6)  23(53)  163.7)  13(3.0) 436(484)
Purchasede ~ No 9(10.1) 89.0)  6(6.7) 668) 13(146)  40(449) 779 000) 8909 o ..
xperience  Yes 96(11.8) 125(154)  49(6.0)  29(3.6) 107(132) 147(18.0) 244(30.0)  16(2.0) 813(%0.1)
Total 251(27.8) 187(20.7) 133(147) 120(133) 105(11.6)  556.1)  353.9)  16(1.8) 902(100.0)
DN(%)

#4%p<0.001
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H Ago] Je= AFES §2E - AHA](30.3%)9}F TV - 2
2(15.4%) Hl&o] B =R, oAl #EdS VRS
TH(p<0.001).

o $re) BENEANT FA 1 AL
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@—*r— B P% =2 HFE B 2908 AAA
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gk Z3go] AR, 3o a7 (91.8%)°] %(88.2%)
Hoh o E%0H(p<0.05), A5l 7S el =
oA THp<0.001). FriE Bl == Qo] A EH 6 (66.7%)7}
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O 2 et e &0 2= 39k o) dFt 2vked ~ 3Rk
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AEl s FEAES A B AR2e B e 1t
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AL FelA(16.6%), FA| - YAE Sl (16.1%) 2= 1+
ERtTt

AR, AQE5ELxHE ) Al AR AR (4.17+
1.013)e] Ar7F 7P =9k, SHdit(4.1640.98%), ¥4
(4.05£1.078)3} 313473 (4.03+1.008)2] o]t Aol u}
A= T E(p<0.05) 7}7ﬂ <0.05)°14 F-2]2%1 Z}ol
£ Bt dEEE B 4] FA(p<0.001)9} X138+
(p<0.01)®] 73 40the] A7 o =A ey, £4
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FoFo R U =& HAFE E_Ojﬂ-

A, @ dutel nlse] QIAE A4 22 4.21+0.927
I 4.07£0.958 0.2, A= H4 4.09+0.848 7 4.01+
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3 3] e AFRFES SRS MSE At Y =

Al EFATHp<0.001).
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AXA, Fote] A ES} MEw= %&741 0.603°1%]
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