The Korean Journal of Culinary Research 243
Vol. 21, No. 2, pp. 243~253 (2015)

HIOIZHZ! OIRTIHO| AHIAEH| IS MEHEAO
S=o|=0 ikl g8t &

OSO— 1

o
-
732?.1;]%5]-51 94%1}_;48]-)_?_1) . 7&1%61

SEERESE ek 9] 4 e 2 g ek

The Effect of Selected Properties Bakery Act in Accordance
with the Customer's Use of Propensity to Consume:
Focused on Busan

Iee-Shik Woo" - Jong-Ho Lee®!

Dept. of Food Service Management and Culinary, Gyeongju University”,
Dept. of Foodservice Management, Kyungsung University”1

Abstract

This study examined the factors that affect the relationship between customer consumption propensity, custo-
mer bakery selction and customer behavioral intention. A total of 300 questionnaires were distributed to the
consumers, of which 27 were deemed suitable for analysis after the removal of 28 unusable responses. In order
to perform statistical analyses required in the study, SPSS 18.0 Statistical Program was employed for frequency
analysis, factor analysis, and reliability analysis. The results of exploratory factor analysis showed that three
factors regarding customer consumption propensity were extracted from all measurements with a KMO of
0.778 and a total cumulative variance of 62.121%. With regard to bakery selection attributes, three factors were
extracted with a total cumulative variance of 65.69% and a KMO score of 0.776. One factor for behavioral
intention was extracted that accounted for a total cumulative variance of 69.82% and a KMO score of 0.803.
All factors were significant to 0.000 and the correlation between variables was significant. Thus, based on the
results, the main research hypothesis that identifies the relationships between bakery selection attributes and
behavioral intention was partially adopted.
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<Fig. 1> Research model.
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{Table 1> Demographic characteristics of the subject (N=272)
Division Frequency Ratio Division Frequency Ratio
Gender Male 148 54.4 Marriage Married 151 55.5
Female 124 45.6 whether Not Married 121 445
<100 4 15 <High school 56 20.6
Average 100~200 127 46.7 Education College 7 26.5
income 200~300 139 51.1 level University 92 33.8
301< 2 0.7 Graduate school < 52 19.1
<1 115 23 < 10,000 126 46.3
May use 273 131 482 Average 11,000~20,000 62 22.8
purchase
frequency  4~5 15 55 cost 21,000~30,000 80 29.4
6< 11 40 31,000< 4 15
Franchise 135 49.6 <20 58 21.3
Bakery Window 74 272 20~29 135 49.6
(Age)Yr
form In store 54 19.9 30~39 75 27.6
Hotel 9 33 40< 4 15
Total 272 100 Total 272 100
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{Table 2> Consumption factors and reliability analysis

. . Factor Eigen Variance  Cronbach's
Factors Classification .
loading value (%) a
We watch with interest to read the nutritional information 832
and calorie products. '
Fresh and use a product that uses advanced materials. 770
Health
pursuit Expensive, even if it is willing to purchase a good 705 3.696 33.603 73
product for your health.
I think it is important for nutrition and health of bakery 705
products. ’
The choice of discount cards or coupons where available. 790
Stall I think that this product have generous amounts. 758
. 1.653 15.030 743
pursuit  The price is seeing how low. 730
The place chosen product is coming soon. .645
For a long time to choose the place where you can talk 851
Rest  comfortably. '
1.484 13.487 775
pursuit  The atmosphere is luxurious bakery choice. .833
The quiet and select the bakery in chwihalsu rest. 764
KMO Kaiser-Meyer-Olkin 0.778
Bartlett Chi-square 921.366
Significant 0.000
Total cumulative variance(%) 62.121

{Table 3> Bakery select properties factor and reliability analysis

. . Factor Eigen Variance Cronbach's
Factors Classification .
loading value (%) a
The bakery is easy to transport when used. 782
The bakery is clean surroundings. 756
Accessibility 3476  38.620 778
The bakery is located conveniently located parking. .693
The bakery is located close to use. .670
The bakery is suitable the price of the product. .847
Quality The bakery is good taste of the product. 723 1.328 14.757 701
The bakery is equipped with a wide range of products. .681
The bakery is quickly processed for the complaint. .867
Service 1.108 12311 789
The bakery is open until late. .866
KMO Kaiser-Meyer-Olkin 0.776
Bartlett Chi-square 688.939
Significant 0.000

Total cumulative variance(%) 65.689
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{Table 4> Factor and reliability analysis of behavior
. . Factor Eigen Variance  Cronbach's
Factors Classification .
loading value (%) a
I was happy to make use of this bakery. .878
Behavioral | want to spend more time at the bakery. .851
. ) 2.793 69.817 .852
Intention I would recommend using this bakery to anyone. 814
I'm not worth the amount paid in the bakery. 798
KMO Kaiser-Meyer-Olkin 0.803
Bartlett Chi-square 482.036
Significant 0.000
Total cumulative variance(%o) 69.817
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o] p<0.0011X FolatA vepkom], A5
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{Table 5> Correlation analysis
Division Health Secking Secking Accessibility Quality Service Btehavi'oral
pursuit stall rest intention
Health pursuit 1
Seeking stall .380%* 1
Seeking rest 260%* 277** 1
Accessibility 323%** 334%* 312%* 1
Quality 201%* A466** 3344 A1T7** 1
Service 381%* 314%* J755%* 345%* .396%* 1
Behavioral intention — .198%* 177 .108 235%%* 272%% 142%* 1

* p<0.05, ** p<0.01.
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{Table 6> Influence of consumption propensity on quality

Dependent variable  Independent variable B Szir;(;;rcciiizetd t-Value Sig.
Health pursuit .096 057 1.676 .095
Quality Seeking stall 373 .058 6.480%** .000
Seeking rest 205 .055 3.724%** .000
R*=270 Adjusted R?=.262 F=33.109 p=0.000
**% p<0.001.
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justed R>=.185)0] 1, Fgt< 21.5430]9, 39242
p=0.0002.% SAH R Fofg Aoz F4 o]
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WE & A5 AEFTE p0.059lA Fo
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off AAl=o] ok A 37 2o AHHLE R=
.608(adjusted R*=.604)°]11, FA- 138. 58011:1 3]

{Table 7> Influence of consumption propensity on accessibility

Depe.ndent Independent variable B Standar(?ized t-Value Sig.
variable coefficient
Health pursuit 192 .060 3.185% .002
Accessibility Seeking stall 204 .060 3.373* .001
Seeking rest .206 .058 3.552%%* .000
R*=.194 Adjusted R*=.185 F=21.543 p=0.000
* p<0.05, *** p<0.001.
{Table 8> Influence of consumption effect on service
Dj:reizsle:t Independent variable B Szir:;grccil;etd t-Value Sig.
Health pursuit .180 .042 4.285%** .000
Service Seeking stall .054 .042 1.276 .203
Seeking rest .693 .040 17.147*** .000
R*=.608 Adjusted R*=.604 F=138.558 p=0.000

k0,001,
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{Table 9> Influence of consumption effect on behavioral intention
Dj:rei:l:ile:t Independent variable B Szizctl‘;rj;etd t-Value Sig.
Quality 208 067 3.097%* 002
]filt’:r:lzrjl Accessibility 145 066 2.210% 028
Service .010 .065 157 875
R>=.092 Adjusted R*=.082 F=9.058 p=0.000
* p<0.05, ** p<0.01.
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