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The Effects of Consumers' Recognition and Shopping Motives for
Local Food on Purchase Behaviors : Focusing on Wanju Local Food
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Abstract

The purpose of this study is to figure out the effects of consumers' recognition and shopping motives for
local food on purchase behaviors. To achieve this, a survey was camied out to 350 consumers who have
experienced in purchasing local food in Wanju from May 21 to May 30, 2014. The results were as follows.
First, the effects of consumers' recognition for local food on purchase behaviors showed that cognitive,
regional, sanitary and public perspectives had a positive effect on repurchase intention(p<.05). Cognitive and
sanitary perspectives had a positive effect on recommendation intention(p<.01). And cognitive, ecological,
regional, sanitary and public perspectives had a positive effect on preference(p<.05). Second, the effects of
consumers' shopping motives for local food on purchase behaviors showed that while convenient and
economic motives had a positive effect on repurchase intention(p<.001), a hedonic motive had a negative
effect on repurchase intention(p<.001). While convenient and economic motives had a positive effect on
recommendation intention(p<.01), a hedonic motive had a negative effect on recommendation intention(p<.001).
And convenient and economic motives had a positive effect on preference(p<.001). In other words, consumers'
recognition and shopping motives for local food had positive - negative effects on purchase behaviors. As
stated above, cognitive, regional, sanitary and public perspectives they are usually hearing had a positive
effect on the consumption of local food.

Key words: Consumers' recognition, Shopping motives, Purchase behaviors, Local food, Food service,
Food Service Industry
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Survey subject

Residents of Jeonju and Wanju districts who experienced in purchasing local food

Number of samples

Total 350 Persons

Survey method

Self-reported method using a structured questionnaire

Survey period

Total 10 days from May 21 to May 30, 2014
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<Table 2> Demographic characteristics of the respondents

Variable Level N %
Male 86 25.7
Gend
eneer Female 249 743
Under 30 71 21.2
30-39 92 27.5
Age 40-49 90 26.9
50-59 52 15.5
Over 60 30 8.9
. Married 204 60.9
Marital status .
Single 131 39.1
High school/below 54 16.1
. Two-year college 90 26.9
Education L
University 144 43.0
Graduate school/above 47 14.0
Under 200 83 24.8
Average 200 - 299 74 22.1
monthly income 300 - 399 71 21.2
(10,000 won) 400 - 499 55 16.4
Over 500 52 15.5
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{Table 3> A verification of validity and reliability for consumers' recognition of local food

Constituent
Classification Regional Cognitive Ecological —Sanitary Public
perspective perspective perspective perspective perspective

11. Local food is good for the regional economy. .959 .038 .031 .061 -015
10. Local food has a shelf life. 934 .083 -018 .105 .063
12. Local food has a short transportation span. 925 .089 -.009 .066 -.001
9. Local food is helpful to farmers. 917 .014 .100 .077 -.003
3. The production process of local food is clear. .025 .902 231 126 199
2. Local food is excellent in quality. .097 .842 275 132 215
1. Local food is excellent in nutrition. .037 .816 301 126 207
4. Local food is truthful. 126 .806 238 123 248
7. Local food helps the preservation of ecosystem. .046 253 .879 119 221
8. Local food can save energy. .047 197 .839 130 217
6. Local food helps the prevention of air pollution. .005 305 815 131 209
5. Local food helps the prevention of soil and water pollution. ~ .022 .393 137 .160 258
13. Local food is fresh. .091 .055 011 .857 142
14. Local food is safe. 141 124 -.021 .821 .145
15. Local food protects the environment. .010 .097 242 766 -.026
16. Local food is organic. .063 .145 229 737 118
19. Local food is Korea's national food. .045 226 234 185 .798
17. Local food helps the global economy. .044 297 333 .087 765
18. The consumption of local food is patriotic. -.061 310 263 .140 755
Eigen value 3.561 3.488 3.318 2.764 2.248

% of variance explained 18.741 18.357 17.465 14.549 11.831

Cumulative variance% 18.741 37.098 54.563 69.112 80.943

Cronbach’s a .955 939 931 .838 .854

KMO= .889, Bartlett's test=5479.423(df=171, Sig.=0.000)
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Uhe <Table 5> FusdEol theh BFdA 2
A2 =5 A4S Aoltt. WA Bartlette] T 1) 2t B 2i0] Alntab| A4S
gy A7 A3 x>=1590.894 (Sig.=0.000)°] =2 U5 <Table 6> 7 W 1ho] AaAdAE &
HAFE Afolof] 8RS o] SV FATAL . ofiY] flste] AFuEdAl EAS AAgE Aol
3kal, KMO®| #2430 HAZ3% KMO grol w423 22F= 28|z 1] shefaqld <l
0797%= MEREOr], 354 S5 M dapel A by, e A, A9 A4, 194 2
M 54 AR ' A

88N 7S AT RR A, 3 WHe FidEe] sk ecldE A

Tt 2ol gRIEAS Attt 2 A & w9y, dsEef BAFCRE fone ()9
39 g9lo] =EHY 7t 89S ks & AHIAVE U= Ao E YEREI(p<0.001), =2
FEo ANES e R 8 Folalql  FE &H|R) Q1] Skl acid Q1A #H, A
LSRR AR dos, Ao, FHeE B W, A B, 34 B FjEdlE
o] 37f @Qlo g =Y, BT 0.80 oAl 2o F9 e FHolmel EAF o7 fojn|dt
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{Table 4> The verification of validity and reliability for consumers' shopping motives

Constituent
Classification Hedonic Convenient Economic

motive motive motive
10. Because I have a great curiosity .905 -.032 -.138
9. Because I can kill time .883 .059 -073
11. Because I feel refreshed .825 -.178 .089
12. Because | have interest 773 .023 -372
3. Because I can quickly and easily find products I want -.042 871 .090
4. Because I can do the shopping whenever I want -.097 .864 .108
2. Because I can save both time and labor -.069 .847 137
1. Because I can order conveniently .087 .592 .288
7. Because I can do the efficient shopping -071 123 .856
6. Because I can purchase products at a discounted price more than in general stores  -.126 154 .839
8. Because I can do the practical shopping -.158 .087 813
5. Because I can purchase the cheapest products in comparison to price -.022 .360 .599

Eigen value

2.945 2.785 2.749

% of variance explained

24.542 23.205 22.906

Cumulative variance%

24.542 47.747 70.653

Cronbach’s a .879 .826 825
KMO= .817, Bartlett's test=2068.800(df=66, Sig.=0.000)
Ahel AEIAVE e ez JEw (p<0.001), £=3857]9] at¢lald HFH 7=
(p<0.001). E 2BF71e Helagld Weld Pl SA5ladld AvulelE, S s}

i3
71, BAH &7 T

=z]
=

o shglaeid Al FAMCR Felud ROl FEUAT U A
)

TrjelE, FHOE, AsEel A el o2 YETHp<0.001).
& el ZaaATE e Aem yehdn

{Table 5> The verification of validity and reliability for consumers' purchase behaviors

Constituent
Classification Repurchase Recommendat
Preference . . Lo .
mntention 10n 1ntention
7. 1 prefer these local food products. .883 161 055
8. It is best that I choose these local food products. 872 191 128
9. 1 tend to persist in these local food products. 871 .169 .106
2. 1 will use these local food products next time. 213 877 175
1. I will purchase these local food products. 202 .860 165
3. T will also use other products in this region. 131 .835 182
4. T will talk about the merits of these local food products. .080 159 .868
6. When others ask about local food, I will highly recommend these local .066 118 .848
food products.
5. I will recommend these local food products to others. 136 217 817
Eigen value 2430 2.382 2.262
% of variance explained 26.999 26.472 25.131
Cumulative variance% 26.999 53.471 78.601
Cronbach’s a .879 .874 .832

KMO= .797, Bartlett's test=1590.894(df=36, Sig.=0.000)
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{Table 6> Results of correlation analyses
Variable Mean+SD | 2 4 5 6 7 8 9 10 11
Cognitive perspective 377827 1
Ecological perspective ~ 4.02+.761 6257 1
Regional perspective 2.74+996 153" 089
Sanitary perspective  3.49+789 324 337 .187 1
Public perspective 3.78+775 608 618" 064 339 1
Convenient motive 3.17+.684 2827 2177 268" 2687 2267 1
Economic motive 3.69+.654 585" 559" 060 246 5827 3947 1
Hedonic motive 3.17+917 -.198  -.144" 059 -082 -170" -099 -268" 1
Repurchase intention ~ 3.58+.779 .569 4127 2027 390 486 330 440  -278 1
Recommendation intention 3.12+.787 374" 308 095 358 335" 285 3227 -366  .395 1
Preference 3.57+.699 457 4737 3707 3357 43177 3747 44477 -055 406 2487 1
"p< 0.01, "p< 0.001
2) 119 HS ZAFC o] Aul} 914lo] o % 01] n)x) =
2AFC o] AR} Qo] AFufel e ulx] P dolEy] fJste] thEs| A A S AAS
B IS doliy] fsk] d5d AR S AA] A= <Table 8>9 2l #4247 54?%3?%%
3 A7 <Table 7>7F 2oh £4243 AR 21.1%9] AHES B3la, 3722 fonlg A
£ 40.0%2] AHES By, AL fongt o Z YEPGTHF=17.577, p<0.001). +2Z2 =} <1
Aoz VERSTHF=43.779, p<0.001). 242 A2 3, A4 #Axlo] FHo =] fFofn|gh
ANAA #A, A9 A4, 44 B, 394 7§(+)«l Oﬂf*% N X & 202 YEFHTHp<0.01).
Wio] Apwielmel] frofvldt FHel dFE 5, AAA wHol oW A== 0242 B
WA= Ao 2 YERITHp<0.05). S, A4 #A %5}1, ‘iﬂ’—‘i o] FolA|W FHOEE
o] oW ATl =g 0391 Aseta, ¥ 0213 FEshe AR YERTh wheba] Anizt
2 BHo] ol A= 0.194 5, 91 o FHE oAM= AH)Af Q12]e] Bk9lac]
AR Fo] ol Al Es 0187 45, E AAA BA, A8A B0l LT addE
A9A #o] oA A= 0.097 & & T Uk
ot o2 UETE meba Av|zke] Al 2ZFTO] 48[} Q14 o] AEEe m|X|=
o] ol lojE &Mzl 9149 a1l ad 9l 3E dolEy] flete] 3| EA S Al 2
A B, AGH B, A8F BH, 98 F FHe= <Table >3 vk FAAT IHARFE LS
Aol 83k 8R1ds & & Utk 38.4%2] A S B 1, 3A4LS Foulg A
<Table 7> The effects of customers' recognition of local food on repurchase intention
Dependency variable: repurchase intention
Variabl Durbin-
anable B std Ewor B ¢ VIF O R2Ad). R F(p)
‘Watson
Cognitive perspective 368 056 391 65807 1.930
Ecological perspective -.024 .061 -.024 -.397 1.953
Regional perspective 076 034 097 2207 1.051 2053 .400(.390) 43.779™
Sanitary perspective 185 046 187 399477 1206
Public perspective 195 059 194 32967 1.898

"p<0.05, "p<0.01, ""p<0.001
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<Table 8> The effects of customers' recognition of local food on recommendation intention

Dependency variable: recommendation intention

Variable

Durbin-

B std. Emor B t VIF R(Adj. R%) F(p)
Watson

Cognitive perspective 202 065 213 31297 1.930
Ecological perspective .027 .071 .026 384 1.953

Regional perspective .007 040 .008 165 1.051  1.990  211(.199) 17577
Sanitary perspective 242 054 242 45057 1.206

Public perspective .108 .068 .106 1.577 1.898

"p<0.01, " p<0.001

© 2 VEFHTHE=40.990, p<0.001). A2 3} <l
];@ J,]-;G Aga]ﬁ Jq-xq ;qOﬂ;G A-z% ﬂxg;ﬁl EuS
A, T ol dswel Fongk Fhe <
o mAE lew urg}w%m 05). 5, A194
Wilo] FoAH AdErmE 0.299 *‘%ﬂ% e
2 Uesta, AeA ddo] moAw
0.230, &4 #Ho] oA M3 == 0.147
8s, AA1A Bilo] oAl Aok

&, 19 890 FolAT BEEE O

o)

3) Jtd20| AS

2AFES] &3E7|7F Ao = nA]=
D dotr] st ts3|AEA S AAg
AIE= <Table 10>3} 2t} EA243 3928
25.1%°] A e B3, 3942 fonlgh
© 2 UEPGTHF=36.878, p<0.001). ¥4 3}
24 71, BAA 717F AFme =] f<
gt A G vAE o2 Jsy
(<0.001), A F7]= APz fejn|gt

rl

y

H o o orfe

ste Aoz yehkth mebd anjzte] Ao e ()9 dFE A= e YEkt
of SlojAf= awlar Q14e] shel ]l QIXH  (p<0.001). F, BAA F717F ZobAH Aol
A, A B, A9 A, 984 B3, T B8 0319 A5, AF B EolAW A
94 #He] T8 29dE & =+ vk == 0.187 Bsdte F o2 Uehstont et
<Table 9> The effects of customers' recognition of local food on preference
Dependency variable: preference
Variabl Durbin-
anable B sd Emor B t VIF O R2Ad). R F(p)
Watson
Cognitive perspective 122 .051 144 2392" 1.930
Ecological perspective 212 056 230 3.8067  1.953
Regional perspective 210 031 299 673277 1051 2106  .384(374) 40,990
Sanitary perspective .093 .042 .105 2207 1.206
Public perspective 133 .054 147 2467 1.898
"p<0.05, ""p<0.001

<Table 10> The effects of customers' shopping motives for local food on repurchase intention

Dependency variable: repurchase intention

Variable

Durbin-

B std Emor B t VIE o R*(Adj. R%) F(p)
Convenient motive 213 .059 187  3.6087  1.184
Economic motive 380 064 319 596877 1263  1.888  .251(244) 36.878""
Hedonic motive -.148 042 -174 35307 1.078

ok

"$<0.001
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<Table 11> The effects of customers' shopping motives for local food on recommendation intention

Dependency variable: recommendation intention

Variable B std Ewor B ¢ vie DU peadi R) F(p)
Watson
Convenient motive 218 061 189 35767 1.1%4
Economic motive 200 066 166 3.0477 1263 1979 218(211) 30.781™"
Hedonic motive -259 043 -302 5996 1.078
"p<0.01, " p<0.001
2 F717F EolA W Ao == 0.174 YolR] & <Table 12>¥ 2t} #4243 AR
£ Ao g Yyelyth uebd Auzke] Afguje]  24.8%2] AWE-S B, A4S Fev|dk A
Tof| oM E gl st el HEld 5 o2 YERISTHF=36.451, p<0.001). #4437} H
7], AAA &7, AFE 717 T8 aR1dE A B, AAA s717F FHY T fefngt
& = 9 A G nH= Ao Z2 YETHp<0.001).
CEZEAS 4 £BE&7I7F FA = A= S BAAE STV moAH == 0369
S ol y] Qo] S AEA S AARE A $Eta, HEF 77 EolRW FHARE
= <Table 11>9F 2rh 443 ARG L 0235 A5ets Aoz yepdo) uebs 4nzt
21.8%2] AWES B, 3|A4E fofu|edt A 9] FHoxd SlojAl= £ sheladd

© 2 YERGTHF=30.781, p<0.001). 2143} 7
A B7), AAA B7)7F A5 gojngh
(e dEFE A= Ao ® e I(p<0.01),
A 571 FHwo Fong JaFS ()
o] GFE vA = Aoz YETH(p<0.001). Z,
Azl 5717} EolA FH%E 0.189 45,
AR A 27]7} ZolA W Aol 0.166 A
}

HFRAFE AHAE tiek 41
291213} o) A Ee] 2B EI]7} ?ﬂﬁﬁﬂaﬂ °l

Ao ehtont A 5717k Bolw = A= GFS viAEA 1 £4S shelsiel 1
SO EE 0302 Yol E Ao Uity o Alq] Belsjuwl sgel o] 24 - ARA A}
2 2vlxe] A we] QolNE 6971 AL ATkt B1E 2 A7tk 12
aslecld deld £7), 244 B2, A 5 B ek thew) 2o
V388 2998 ¢ 4+ A WA, 2R 267} lae] TrjBo

BAFE] a7t s nAle 4T PAE e BAF 23 WA ATz
2 rop] Slele] SEEARAL AN Ao ol QA B, A B, 9197 B,

{Table 12> The effects of customers' shopping motives for local food on preference
Dependency variable: Preference
i Durbin-
Variables B std Emwor B ¢ VIE ™ RYAdj. R) F(p)
Watson
Convenient motive 240 053 235 4536 1184
Economic motive 395 057 369 6896 1263 2043 248(242) 364517
Hedonic motive .051 .038 .067 1.364 1.078

Hhk

"$<0.001
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