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Influence of Confidence on Local Foods on Consumer's Purchase Behaviors
from Tasty Farm Eateries

Su In Kim

Dept. of Korean Cusine, Jeonju University, Jeonju 560-759, Korea

ABSTRACT

This study conducted an exploratory factor analysis to examine how consumers’ confidence on the local foods used at tasty
farm eateries influence their purchase behaviors. The four factors of perception of local foods used at tasty farm eateries and
the factors of consumer confidence and purchase behaviors were extracted for a reliability analysis, correlation analysis of
variables, and simple and multiple regression analysis. The following are the findings: first, among the four factors of perception
of local foods used at tasty farm eateries, safety, sociality and product value had statistically significant influences on consumer
confidence, whereas regional economic value did not. In other words, safety referring to the nutritional value and sanitary safety
of food ingredients used for the native foods at the tasty farm eateries, product value referring to the characteristics differentiated
from general Korean cuisine, and sociality referring to the various related experiences for the interests in farm culture and
local food, leads to consumer confidence, whereas regional economic value referring to farm household income, local job
creation, and development of farm tourism does not. Second, consumer confidence had a statistically significant positive impact
on consumers’ purchase behaviors. Among the five principles of local foods, reliability is the most important factor. When
consumers gain confidence on local food items and are satisfied with them, they make additional purchases and revisits.
Therefore, confidence is a very important aspect for the loyalty and sustainability of business.

Key words: Consumers’ confidence, local foods, farm eateries, purchase behaviors, influence of confidence
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e 25085 Tt e R AAskalth 2APIZEE 2014 84 — -
204 5E] 8¢ 31U71A] 291 127} A el dAF 2A} Variation Frequency  N(%)
st om, 3lgh A FollA B AY 553 o Gend Male 89 40.1
ender
g o] i AEAE AL 2225 AEAE 4 Female 133 59.9
o &gttt 7Y 22 F= ARSIl B3k a9l 20°s 139 62.6
A s B4 BE ¥Hge FAE B4 wggs
30%s 32 144
(Varimax) 3] H321-8 o] 8315 Tth Ages
40’s 26 117
Zn ol pE =50’ 25 113
High school 24 10.8
OIIEHAM EAM
1 eFsAm 54 . i i Education College 125 56.3
B A zAge] A7EA T 548 detalr] 93t level
_ Universit 54 243
o] ME=EAS A g3, AFHe Table 13+ 2ok % 22279 Y
oAt F, A3Ee g0l 40.1%(89), A0l 59.9%(133)°] Graduate school 19 86
3, A2 20t07F 62.6%(139) = 7HE Bekor, 30thE 14.4 Student of 126 568

college or university

%(32), 40l 11.7%(26), 50T ©]’d2 11.3%(25)= el

_ _ _ Public official 9 4.1
t}. sEor fg Aet Fo] 56.3%(125)% H Bk, e offiera
13 o]al7} 10.8%(24), T 2% 0] 24.3%(54), thatd o]+ Work  Employee 20 9.0
_ field
o] 8.6%(19)°1%1om, Hej o 2= tjgto] 56.8%(126), T €% Self-employed 1 5.0
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out 2] 971 30.2%(67), 7HEolut #]Qle] 23%(51), A% TV, radio 67 302
o]y} x|, A A o] 7.7%(17), AVEII-E 54%(12), Hole] 73 Source of Newspaper, magazine, book 17 7.7
< 33.8%(75ATE T/ WEISFEE A 1371 59.9% informa- Family or friend 51 23.0
(132)% 714 Wk, € 19)5= 34.7%(77), T 15]= 4.1%(9), tion Internet(Twitter, Facebook etc.) 12 5.4
F 23] o] 1.8%(4E YEFgem, Wi Al FdARE 7t :
— _ Self experience 75 33.8
Zo] 57.2%(127), AF7F 26.6%(59), AAEF7F 9.0%(20),
AT 2.7%(6), AL 4.5%(10)2 LT mixgte 2 Once a year 132599
TEHHS FEEHS S]] 455%(10DRE 7P W Number Once a month 34T
kAL, ©A] Bte 3 H2 0] 42.3%(94), A9 W A= Al of Visit  Once a week 9 4.1
HL 93 ZAo 0 A T 2 HAo 0
A= AT HH0] 8.1%(18), AW TR 520 4.1%(9) Over 2 times a week 4 18
= Yehstth ~
Family 127 57.2
2. QOAFMI} AME[EFA Compani Friend 59 26.6
on when Colleague 20 9.0
1) S7ISHEIl 22 F= Al2olAlo] QoA D} AlZ| VISIting  pider & junior 6 27
= A= .
-+ Bo Male or female friend 10 4.5
%11—_701—210 A Ti_r_:‘/ng?_/\] :’_?—,f}&?lﬁ
Table 2= F7Hutg 9] =4 5 Feeleidl = To eat a local food 101 455
A3 A2 gAY Aol BE WEE FHE wAF
W] 2] (Varimax) 3] 2W21S o] £51% B4 An) 16 of Use the local food 18 8.1
Zh(eigen value)o] 1.0 ©]74& 7|Fo 2 <hdA, FEA, A& visiting Experience program 9 41
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Table 2. The recognition factor analysis and consumers' confidence analysis of tasty farm eateries used local food

Factor
Variable
Safety Sociality Product Value Regional Economic Value
1. Organic and eco-friendly 817 .196 158 .061
2. Fresh and high nutrional 763 .043 209 186
3. Inherent taste of ingredience 755 206 .194 134
4. Use the local food .675 239 119 .250
5. Reenactment of traditional local recipe 465 328 325 268
6. Provide information of local food .033 718 .107 315
7. Food experience, culture, history .188 705 .192 161
8. Interest in a healthy food 320 701 .169 104
9. Local color .184 .604 400 .190
10. Expereicne in local food .186 .586 155 244
11. Seasonal variations in local food .068 .082 .790 .164
12. Newly made local food .249 .101 693 213
13. Good quality per price 123 .249 678 .029
14. Food decoration and local color .266 215 .644 221
15. Balance between main menu and sub-menu 229 302 .543 .203
16. Succession and progress of local tradition 129 .198 191 .843
17. Progress of local food 224 281 171 128
18. History, tradition of farm area 264 207 179 .677
19. Revitalization of local economy and rural sightseeing 125 428 297 557
Eigen value 3.057 3.023 2.945 2.594
Explanatory variable(%o) 16.088 15.909 15.500 13.654
Cronbach's alpha .837 .804 .800 .828
KMO(Kaiser-Meyer-Olkin): 0.915
Bartlett’s test of sphericity: 0.001(3*>=1,889.967 , d.f=171)
Qo] AAgho] B 040/ Folm, QlowAle] Bigido] A o] &3l 1L, Lfrk(eigen value)o] 1.0 ©]E 7IEo R
Atk & 4= 9lck B3k KMO(Kaiser-Meyer-Olkin)#ko] 0.915  shi}e] @olo] m&wglon], gole] Azjzto] +0.40]4o| =
2 el 89184 91 Wsse] o] AAAS X+ = golomas] gl Yrkw B % itk Eah KMO
AL, Bartlett 7€/ A2l frelghE0] 000120 YOE2  (Kaiser-Meyer-Olkin)Zko] 0.805=2 e}, Q918AS 93t
adldde] =gl A, SAlel ARHS 74T wgge) 4] AdAE & W, Bartlew I A
I E 5 vk AFE =gk 5 2219 Cronbach alpha #F o] §o]8-8o] 0.001HL} Yoz golBM o] nao] A3l
°] 0.8 o]ge|mR Aol st AP L = Sivh k], SAlel AR/ S 714tk & 4 9lth Cronbach

2) 2H|R A2|9] QolEMIt M2lE HE

Table 3& 204 412)9) 2Q1¥A7 e $ao A 3) TojHEel Q0lBMm elT AE
otk BE WeE FAY BN el a(Varimax) AN Table 45 FEUG FoldEe] aARAT AT B
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Table 3. Factor analysis and reliability analysis of con-
sumer confidence

Factor
Items Consumer
confidence
1. Safe food .839
2. High trust than general restaurant 814
3. Trust on local food 797
4. Not disappointing customer 771
5. Interest in tasty farm eateries using local food 673
Eigen value 3.049
Explanatory variable(%o) 60.987
Cronbach's alpha .835
KMO(Kaiser-Meyer-Olkin): 0.805
Bartlett significant test : 0.001(3*=439.368 , d.f=10)

th BE H5E 9% £4 7 w29 2y(Varimax)
01%8}213_7, If-%k(eigen value)©] 1.0 ©]/E 7]
8Rlo] =EEem, 8]le] HAgke] £0.4
ojidelm® gRlo gl Aol Jvta & 4= otk &
KMO(Kaiser-Meyer-Olkin) k] 0.864 = UERY}, Q01828 %’4
3 M2r20] MAo] AATE oF 2= 9l Bartlett THA 7
9] FrejghEo] 0.001HT e m® g I o] o] A3t
s, SAl AF7HEE 712%ita & 4
3l

alpha 3ke] 0.864% 2184 w3t F7-3}ch

&

Table 4. Factor analysis and reliability analysis of con-
sumer's purchase behaviors

Factor
Items
Purchase behaviors

1. Think as a good choice .756
2. Revisit .804
3. Use as many as possible .845
4. Recommend to others .833
5. Use more than general local restarant 784
Eigen value 3.242
Explanatory variable(%o) 64.834
Cronbach's alpha .864

KMO(Kaiser-Meyer-Olkin): 0.864
Bartlett significant test : 0.001(3>=478.133, d.f=10)

3. AlmayEAM gl M A

ol

A
A4 7 ﬁ *ng_%%—i &74] oA FAlol £ Aol A
Agk M 7ke] JREdA AAE AR st B 4 gk

21
Aol 7 1 P dotrr] g vhF3 A (Mul-
tiple Regression Analysis)2] A3}o|t} 3R] Az
53.1%% Holi 9la, 3|2 FAHCRE fofdk Ao
Ve 0.1 (F=61.498, p=0.000), &2}F3HA| gk(Tolerance)®] =
5 0.10]%4°] a1, Durbin-Watsongko] 2.0932 0 L= 4ET} 2
ol ¥ 7H7] wiel 2bE 1ke] A vE glo] A
o gARgel At & 4 Ak

dl 7ER] a9l = otdA, SEA AEAAL Adigt o) 7t
7} 4.634, 4.988, 2.744% £1.96Rt} A1, FEE p7} 0.05
Ho} o v A4 z+z} 0.287, 0.336, 0.1729] H(+)9] 4
g2 v 9o, A FAGAGS ) 1.09022 +
1.96Et} 2ta, o3& p= 0. OSED} A8 g A gk
= AR gette 2S¢ 5 At webd 7k Hi-1, HI-
2, Hl-4+= XHE-HQM—- , HI-3&= 7]ZJI-Q/\}\T4'-

(2) B2 F=2 AR5
2|7t Foid S0l olxl=

Table 72 24 FE5 ARSShe 7Bl thgh Al=]7}
T Eol nAle FFHE dolEr] g eI AT
(Single Regression Analysis)2] Ax}o|t} 3|F 23] A=

o7 folgk Ao

< 58.8%% Hol1 i, 37142 FAA
2 YERE oM (F=313.565, p=0.000), &2}3+A%k(Tolerance)
o] I 0.1 ©]/F°]al, Durbin-Watsongt®] 2.097%, 0 &=+ 4
BT} 20| T 77 wjiEo)] AFE 7] AwA 7} glo] B
AT AR Asivta & & AUk

Aol Aigk o} 42 17.708% +1.96%t} 21 2]
E p7} 0.05HT Zomg AgE FujadE 0.7672] H(+)
o] Y PR USs & F Utk wEA M H2E A
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Table 5. Analysis of correlation between variables

Variable Safety Sociality Product value ecorI:riijzn?/lalue cco(r):;is(;lemniz i:}r;l‘l/?(s;
Safety 1
Sociality 574 1
Product value 565 5847 1
Regional economic value 553" 654" 564" 1
Consumer confidence 616" 648" 570" 547 1
Purchase behavior 562" 6357 5527 585" 767" 1

™ p<0l.

Table 6. Influence of consumers' confidence analysis of tasty farm eateries used local food

Independence variable B S.E Beta t P Tolerance
Invariable 489 .198 2.473 .014
Safety 293 .063 287 4.634 .000 .565
Sociality 311 .062 336 4.988 .000 A75
Product value 176 .064 172 2.744 .007 552
Regional economic value .066 .060 .072 1.090 277 .500

Consumer confidence

Purchase behavior

* p<05, 7 p<0l.

Table 7. Influence of confidence on local foods on consumer's purchase behaviors from tasty farm eateries

Independence variable B S.E Beta t P Tolerance
Invariable 677 .160 4.229 .000
Confidence .806 .046 767 17.708 .000 1.000

Dependency variable : purchase behaviors

R=0.767, R*=0.588, Adjusted R’=0.586, F=313.565, P=0.000, Durbin-Watson=2.097

Y p<05, ™ p<0l.

9= 9ich Qe FEelo] NHw P4 WS be) AR, Te)

HMaze A3E s Table 87 2k 3 e 9 AR o gan, 1 Ade e
2o,

o 3 HE A, 22 =2 ALgshs SR tig ) 714 9

4 % A FEA, FELS Avla} A EAA

B ATE BN AHEEE 22 Fuo Be 20 = feld 99 nAA, AAAANL fol@ GBS v

Aol A2zt TS GRS A Lobiy] A F AA evhe A2 ¢ 5 Atk 3, 57N GRS

A7 Q08NS Ba) FrbgelA AgHE 22 FE A AleHe AdRe] dRPRlt A4A AL Wk

Aol vk v] 74 2Ql, AulAh 219 PrjeEe] tE & b, AukAl 43 s 59 wels EA,
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Table 8. Hypothesis testing

. Whether
Hypothesis adopted
i Perception of tasty farm eateries using local food
will influence on consumers’ confidence.
H1-1 Safety will influence on consumers’ confidence. Adopted
Hi2 Product value will influence on consumers’ con- Adopted
fidence.
HI3 Reg10n?1 economic value will influence on con- Dismissed
sumers’ confidence.
Hia Sociality will influence on consumers’ confiden- Adopted
ce.
m Consu.mers confidence will influence on purchase Adopted
behavior.
A S45 et 23R @3, od FAEs Sl
FEFES A e U BHLS 2E AL e PE
e zA A oA, FAE g3t AGU
7 A=, sE8F T F5 N F de= Qs
= AGZAL tgk Q1A AlFE Bl o)A gdent
£ Aotk
=, 2HAE s P Ee] SAHCE Feolgk )
o 9 RS ¢ 5 ek 22 Feo 7 97 F A
HAAE 7P $8% aiolty 22 F= AFd disto
Ao A Es} olA 1, o] HE wEo] o £ojAw
ol AEA T AT Tz olofxBR, AuA
o] P53} A% Aste] Az ]S Fod Piolgw &
G ek mebd] 22 FEZ SR bl o A
2% %ol7] Aste] AAE] JPYE AYT Fof
gk ekt olsfok -, Hlyroll vigh Bt HaA 5ol A
F4e A7) A% o] Basih opge] BERS A
o] grode BE U ARWANE Fal 1Al o
= A9, B AR, 2 AYE 25 3 Oi*fﬂ =24 F
=of w7t gk A= E Eola, FuidlES R
% glolof & Zlolth
B ATE A% FrhuAel ofd 2w A oz
ST, A IRIES] AR Bl 22 Fed o)
& olaf7t FEoleng AR gt edo] tha
B2 5 ke A 2e gebd 4 24 FoB
At 7] S71aL B S 1) o] Ro)d
W, Ae] BAe) AAshe ELo| 223 o] U A%
7o ATE B9 FhRgel 25 Pl UG /AT &
slelof & Rolth. Wepd £ A7 ol @ 24 ¥
B 5Tk A5 FUist vl B B3 R el A

SR AHESHE 22 FEo] te Aelvh 2wl PojgEe] vAE % 913

oF #

o
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