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Consumer Attitudes and Buying Intention - Focused on Busan -
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Abstract

This study examined the factors that affect the relationship among functional bakery purchase meotivation,
consumer attitudes, and purchase intention. A total of 230 questionnaires were distributed to the consumers,
of which 210 were deemed suitable for analysis after the removal of 20 unusable responses. In order to per-
form statistical analyses required in current study, SPSS 18.0 statistical program was employed for frequency
analysis, factor analysis, and reliability analysis, Correlations, regression analysis. The results of exploratory
factor analysis showed that four factors regarding local specialties purchase motivation were extracted from
all measurements with a KMO of 0.735 and a total cumulative variance of 65.759%, with regard to consumer
attitudes, one factors were extracted with a total cumulative variance of 72.421% and a KMO score of 0.684.
One factor for purchase intention was extracted that accounted for a total cumulative variance of 67.139% and
a KMO score of 0.683. All factors were significant and the correlation between variables was significant as
well. Thus, based on the results, the main research hypothesis that identifies the relationships purchase motiva-
tion between consumer attitudes and purchase intention were partially adopted.
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4. F0HC|=(Purchase Intention)
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<Fig. 1> Research model.
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{Table 1> Demographic characteristics (N=210)

Division Frequency Ratio Division Frequency  Ratio

o Male 97 462 Marriage Married 103 49.0

Female 113 53.8 whether Not married 107 51.0
<100 63 30.0 High school 72 343
Average 100~200 63 300 Bducation College 82 39.0
income 200~300 51 243 level University 50 238
300< 33 15.7 Graduate school 6 29
<20 2 1.0 Executive 43 20.5
20~29 113 53.8 Service 54 25.7
Age Job

30~39 91 433 Official 49 233
40< 4 1.9 Etc 64 30.5

Total 210 100 Total 210 100
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{Table 2> Result of factor analysis for purchase motivation

. . Factor Eigen Variance  Cronbach's
Factors Classification .
loading value (%) a
See the outline of the functional bakery. .840
See the texture of functional bakery. .808
Sensuality 3.486 24.108 .825
It takes on the flavor of functional bakery. .804
Watch a taste of functional bakery. 738
I think nutrition. .867
I think your health. 767
Health care 2.029 21.747 758
I think the calories. 714
I think the fat content. .646
Artificial additives were used. .889
Spontaneity It may contain natural ingredients. .859 1.718 19.904 .807
It contains minerals and vitamins. 789
KMO Kaiser-Meyer-Olkin 0.735
Bartlett  chi-square 845.379
significant 0.000
Total cumulative variance(%) 65.759
{Table 3> Result of factor analysis for consumer attitudes
Fact Ei Vari Cronbach'
Factors Classification ac.or 1een ariance ronbaciys
loading value (%) a
This helps to protect the environment. .858
Consumer
. More valuable than regular bakery. .892 2.173 72.421 .807
attitudes
More interest than regular bakery. .801
KMO Kaiser-Meyer-Olkin 0.684
Bartlett  chi-square 219.346
significant 0.000
Total cumulative variance(%) 72421
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{Table 4> Result of factor analysis for purchase intention
. . Factor Eigen Variance Cronbach's
Factors Classification .
loading value (%) a
Bissado buy this product. .835
Purch:
vurc ?Se Encourage people around you to purchase. .842 2.014 67.139 7154
mntention
Continue to purchase the product. 780
KMO Kaiser-Meyer-Olkin 0.683
Bartlett chi-square 152.085
significant 0.000
Total cumulative variance(%) 67.139
{Table 5> Result of correlation analysis
. . Consumer Purchase
Factors Sensuality Health care Spontaneity . . .
attitudes intention
Sensuality 1
Health care 375%* 1
Spontaneity 283%** 260%* 1
Consumer attitudes 189%** .190%** A17%* 1
Purchase intention .249%** 192%** 110%* 174%* 1
** p<0.01.
53] A4 A= (Table 6> 2tk 714 19 AHIAEIE=RH F0HCI=0 OIXl= St
FFAAE AA 37 2] AEHE R=124 (ad- &H]Z}EHJ_Q} ol wo] mx|= o ako] Tk
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a1, FFRe 37753010, 3]94] &

vreh - E = K- p=0.0002.2 BAH R o3 Zor FAFo]

{Table 6> Influence of purchase motivation on consumer attitudes

Dependent Independent B Standardized rval Si
-value i
variable variable coefficient g
Sensuality 323 .041 7.784%** .000
Consumer
. Health care .061 .041 1.468 142
Attitudes
Spontaneity .027 .041 0.379 713

R*=124, Adjusted R*=.120, F=29.468, p=0.000

% 520,001,
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{Table 7> Influence of consumer attitudes on purchase intention

Dependent variable Independent variable

Standardized coefficient t-value Sig

Purchase intention

Consumer attitudes 387

.062 6.144%** .000

R=.150, Adjusted R’=.146, F=37.753, p=0.000

5 5<0.001.
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