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ABSTRACT

This study was conducted to obtain a better understanding of American green tea consumers for increasing Korean green
tea sales in the US market. In doing so, this study investigated green tea choice attributes of US consumers and segmented
them based upon their perceptions about important attributes of green tea. A factor-cluster segmentation approach was used
for this study. An exploratory factor analysis identified five green tea choice motives: ‘Sensory’, ‘Diet’, ‘Price’, ‘Health’, and
‘Brand’. Based upon these five choice attributes, cluster analyses classified all respondents into four homogeneous subgroups:
‘Highly motivated’, ‘Taste/Price oriented’, ‘Health oriented’, and ‘Brand oriented’. Cross-tab tests proved that green tea
consumption and purchasing patterns were significantly different among the four clusters. In particular, two cluster groups
representing ‘Highly motivated’ and ‘Health oriented’ groups were found to offer the most utility for further American green
tea market segmentation research. Findings show that American green tea consumers include a wide range of age groups and
they usually buy green tea at grocery markets. Managerial implications for all cluster groups based upon their unique characteristics
are provided. Korean green tea companies can apply these findings in order to develop more effective and efficient marketing
strategies to attract American consumers to buy more Korean green tea.
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Table 1. Profiles of the study’s sample

N %
Male 498 474
Gender

Female 553 52.6

18~29 282 26.8

30~39 212 20.2

Age

40~49 458 43.6

50~ 99 9.4

Marital Single 464 44.1

status Married 587 55.9

High school graduate 255 243

Junior college 135 12.8

Education

University 472 44.9

Graduate school 189 18.0

Less than $2000 240 22.8

Monthly ~ $2,000~$2,999 137 13.1

income 3 000~ $3,999 182 173

$4,000 and more 492 46.8

Official 182 17.3

Service/sales 113 10.8

Proprietor 371 353

Occupation

Professional 218 20.7

Student 57 54

Housewife 110 10.5

Total 1,051 100.0
o] Arh= AS5H AAE AAIs L, tge] nl= 4H|Ae
H|wkel] gl %2 of tho]o| Eo #4lo] ¢~ =7] wjitol] &
AFolAE vl aAEL AFnelsl BaE =2 54
= T8A AZE Zojgt d ety 1Y BE to|o] Ed
e Z23F £48 53871 918 Kim KH & Park DB(2011b)
o] 78 vlko 2 Haje] «ohi, ThololEd] w8, A
T A4 7% A E 35| ARREITh oo ® A
Fol AL =48 HEGoE Fofel] i S
A2 @ B, a8y MR u)$ Fedk e HAJo
= A7tk T e B ATt ojsh BH AF A
gl 248 A3 :=5(Choi BY % 2010; Kim KH & Han YS
2010; Lee CC & Ko JY 2015)0|4] A% =5212] 714, <<,
At 7, AP, B =) cEAFEPQL 65deo] A

]_

v 2] Al A &3] #e AT 287

7} AT
ole} Zo] w|= &H|xle] QlAshe Ak AE &4 F
248 gotelr] A8l F 158 E3to] A
AAELS HAE Fuld u) ZF 2ol g FaAdol
ol S8R e =
e ZAE 53 H=E AMgdte] Ao SHetth
7h et A, ¥, A 45, 8%, Y € F
of &t Faku} ixH v B4 gl Tl siele] ek o
&

A BPEE TIEATH

&

o] B4 dxt= A Al Al 2A AP AT

A d8 T89S =E9h] flal 244
[R1FAo] o] Rojzxlom, 7+ gl A did E 414
2 Cronbach’s %‘-’T ] TE B3] A=A} EX), ©9AF
AEAE B3l =& 1:? ZH)|zke] =3} dE F71E vk
o7 2 &4 -1%@1 o] AAE Y tHTan AY & Lo AS 2008,

Kim JH & Ritchie BW 2012). Z 18¢] 163 54& ghe}
37] S8l TR A Aol ANOVA HAES 53] =&
 FRkel frefAel 2ol & yehd 2153 B8] 72+ o
o RS Ue =S Jade] AaiAth =E 1,0519
o] v FRQNEL 25| $HE F23 =

O

AT S5 A PAEEIE

53 2l S Tkl
ge HEEA 2D pRAS AAEg o E ANOVA
B gt AFE AZL Scheff HAEZ $3Fgth

Y
n]

_Tl_l._l

K
ik

1. AL CHARLS| ol SASA &4

2 AFE 9 A ddAE F 1,051l em,
AL 4987 (47.4%), AAAF 5537H(52.6%) 2% of/d 2] H]go]
ZF =9kt B8 18~294171 2827H(26.8%), 30tH7} 2127
(20.2%), 40tH7} 45878 (43.6%), L] 2L 50T] ©]Ato] 997H(9.4
%)= 40tHe] A} vlEo] 7Y Bk, Tﬂrgoi 3041 7
the] & AR Fe] vk =/ Yelgth 2E {50 B8l
0| &0 46478 (44.1%) L2]3L 7] &S 5877 (55. 9%) o= 7%
o] FgAte] Hlgo] okt A el 8- 44 gt
ZA@472, 44.9%), 150 (2557, 24.3%), e =
(189, 18.0%), &2 2:3A| the &<1(135', 12.8%) <=
o7 Uehgth 9 252 $2,000 o8k} 2407 (22.8%), $2,000
~$2,999 Alo]7} 1377(13.0%), $3,000~$3,999 Alo]7} 1827
(17.3%), L3]I $4,000 ©]/do] 49278 (46.8%) .2 YERLY, 1
250 ZAM A} vl o] 71 A vEiTh e A



288 Zu]3] -

MAAIAZE 3718 (35.3%) 22 71 Bgkom, "E2o] 218

(20.7%), AHEZ 0] 1827(17.3%), Ful| - AH] =2 o] 1137

(10.8%), 783571 1107(10.5%) 2] 32 sHgo] 577H(5.4%)
Fo 2 YERiTh

= ol

‘3]% /\H]XP—J ix} Ay =72 5%6}7] 34-3]]
291 B4 A s on, 29l A4

(eigen value)7} 1 °]d= 7|Fo 2 z}y\% uj] A]—p;] P3| 57]9,], 7

QolAAZko] 0.5 H]Ero & UrEM ﬂlﬂ*li—}

o} A129le =xle] wk & Telm YA ESe] 2l o

3
28812 HelolEd] &=

aink A4RQle 7] Bad 7
Az ol B Y

H9iek, rp et 2
Soll T g

O

i

A5 8902 LrtA|

‘Tre]ol E(diet) 74722, 2L
o 714 9 &l B3 Ao TH(price) H o2 T
7% 2 Aol 7
2o <A7(health) 408
Hajle ol

y — WU— =X

o7 FAH J)f—o‘li(sensory) &/ 2 WiE 9ok
ol Hxe =2k 7/l wet

, A3egle =

an T

x+

6&
azhac]
ERATARS)

H#E(brand) £4°02 HHEIACH

[¢3

©]73| ROMAlo} Ak i frik
AR 9ol B Al vkl v AH)xte] 238 570
b de 450 F B4 AYEE 67.46%0]3, 7+ 8914
Aol 070914 0.86C.2 UERFoH, o] 5 Faf 2} 8910

\'(

U3k BE gEE9 E}%“é% B F Aok =3 AE
T #4743 Cronbach’s G3HAIGF GESE 0.720014] 0.894}0]
2 Yeht, 25 &?l:::«] 7 gEEe] YA didE g1
=] THNunnally J 1978). ©]= t-2vbe} 52b L0AR o
o7 Al ATtollA ¥Rl ukel o] =ate] BHERto] o}
el S527F 2Ad 7154 £ 13 vl SHAER 5
AFe T8¢ F4 SHo= v Ae & F U

(Choi BY & 2010; Lee CC & Ko JY 2015).

3. 0|2 AH|XIe| Skt MEH ZS7|of o5t 2EEA
S QIR Bl el U]% ZHAbEe] 9 5
7WA] mAl A 712 vlg o & f-Zejtlol Ag)(Euclidean
distance)Z 7|02 THEA (cluster analysis)S 2AI3FS
o 7} =Ap e 409 Fael Wﬂ 12 o] Aol
gl A 1,051989] 5 DRSS F e OFeE #
FEATE & A9 27 249 A HSs] e 4
7 Ak Alolo] =x} Ml Ao Bk Qo] BEF o]
o] #Jo]Z Holex] AJo|Hd=S A5 .o, Table 3004
AAE wpe} o, 7 1ol whE wla AH]Ate] H3; AE

Table 2. Exploratory factor analysis of green tea choice motives

Green choice motives Mean S.D. Loading Eigen value ex;?ll;?:(;ci%) Cronbach’s a

Taste 3.953 1.161 0.924 2.441 18.781 0.812
Sensory Aroma 3.495 1.088 0.894
Harmonious taste with dessert 3.372 1.077 0.888

) Nutrition 2.703 1.074 0.878 1.487 11.435 0.887
bt Function for diet 2.633 1.073 0.846

. Volume of packages 3.182 1.102 0.864 1.628 12.525 0.724
rice Price 3.444 1.112 0.939

Health benefit 3.508 1.132 0.901 1.583 12.175 0.856
Health No harmful ingredients 3.229 1.085 0.878
Enhancing body functions 3.673 1.116 0.846

Country of origin 2.674 1.065 0914 1.631 12.547 0.870
Brand Brand 2.740 1.080 0.892
Packaging 2.832 1.077 0.887

Total variance explained 67.462

All items were measured using a 5 Likert scale (1="not at all important” and 5=“very important”).
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Table 3. Comparisons of organic coffee choice motives among the four cluster segments

Green tea Cluster 1 Cluster 2 Cluster 3 Cluster 4
choice mofives Highly motivated Taste/price oriented Health oriented Brand oriented F-value
(=327, 31.11%) (n=403, 38.35%) (=221, 21.03%) (=100, 9.51%)

Sensory 432 4.44* 1.79° 1.39¢ 2,072.58™
Diet 3.9¢° 1.76° 4.55° 1.27¢4 2,149.76™
Price 426 423" 1.82° 1.42¢ 1,364.20™
Health 4.29° 2.05° 473" 1.32¢ 2,034.13™
Brand 4.12° 1.68° 1.47¢ 4.88* 2,332.50™

*¢ Significantly different groups based upon Scheff’s test where the

the mean for each row, = p<0.001.
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Table 4. American green tea consumers’ general characteristics according to the four cluster segments (%)
Highly motivated Taste/price oriented  Health oriented Brand oriented '
Male 132 (40.3) 185 (45.9) 122 (55.2) 59 (59.0)
Gender 19.64
Female 195 (59.6) 218 (54.1) 99 (44.8) 41 (41.0)
18~29 82 (25.1) 117 (25.1) 54 (24.4) 29 (29.0)
30~39 74 (22.6) 72 (22.6) 50 (22.6) 16 (16.0)
Age 8.56
40~49 144 (44.0) 177 (44.0) 90 (40.7) 47 (47.0)
50~ 27 ( 8.3) 37 (1 9.2) 27 (12.2) 8 ( 8.0)
Marital ~ Single 148 (45.2) 186 (46.1) 85 (38.4) 45 (45.0) 9.7
status Married 179 (54.8) 217 (53.9) 136 (61.1) 55 (55.0) .
High school graduate 62 (19.0) 109 (27.0) 52 (23.5) 32 (32.0)
Junior college 50 (15.3) 47 (11.7) 24 (10.9) 14 (14.0)
Education 14.80
University 151 (46.2) 186 (46.2) 98 (44.3) 37 (37.0)
Graduate school 64 (19.5) 61 (15.1) 47 (21.3) 17 (17.0)
Less than $2000 80 (24.5) 122 (30.3) 28 (12.6) 10 (10.0)
Monthly $2,000~$2,999 42 (12.8) 46 (11.4) 36 (16.3) 13 (13.0) 287"
income g3 000 ~$3,999 62 (19.0) 63 (15.6) 41 (18.6) 16 (16.0) '
More than $4,000 143 (43.8) 172 (42.7) 115 (52.3) 62 (62.0)
Official 59 (18.6) 58 (14.4) 45 (20.4) 20 (18.3)
Service/sales 29 (9.1) 40 ( 9.9) 24 (10.8) 20 (18.3)
Proprietor 112 (35.2) 150 (37.2) 81 (36.7) 28 (25.8)
Occupation 19.42
Professional 15 ( 4.7) 18 ( 4.5) 14 ( 6.3) 10 ( 9.2)
Student 66 (20.8) 98 (24.3) 34 (15.4) 20 (18.3)
Housewife 37 (11.6) 39 (19.7) 23 (10.4) 11 (10.1)
* p<0.05, 7 p<0.01, 7 p<0.001.
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Table 5. Comparisons of green tea drinking and purchasing behavior among the four cluster segments (%)
Highly Taste/price Health Brand ¥
motivated oriented oriented oriented
Almost every days 49 (15.0) 21 ( 5.2) 28 (12.7) 8 ( 8.0)
Drinking 3 to 6 days per week 110 (33.6) 113 (28.0) 69 (31.2) 15 (15.0)
frequency of 70.36
green tea 1 to 2 days per week 57 (17.4) 54 (13.4) 28 (12.7) 3 (3.0
Less than 4 days in a month 111 (33.9) 215 (53.3) 96 (43.4) 74 (74.0)
Tea leaves 61 (18.7) 50 (12.4) 32 (14.5) 16 (16.0)
Brewing A teabag-type 184 (56.3) 237 (58.8) 136 (61.5) 51 (51.0)
type of 10.08
green tea Powdered tea 13 ( 4.0 16 ( 4.0) 12 ( 54) 6 ( 6.0)
Produced tea beverage 69 (21.1) 97 (24.1) 41 (18.6) 27 (27.0)
Less than 1 pack 94 (28.7) 219 (54.3) 83 (37.6) 77 (77.0)
Purchasing 1~3 packs 128 (39.1) 128 (31.8) 72 (32.6) 12 (12.0)
a“:"y‘:;rm 4~6 packs 67 (20.5) 40 ( 9.9) 46 (20.8) 5(50) 10874
(1 pack: 100g)  7~10 packs 25 ( 7.6) 10 ( 2.5) 11 ( 5.0 3 (3.0
More than 10 packs 13 ( 4.0 6 (14) 9 (4.1 3 (3.0
Less than $20 146 (44.6) 360 (89.3) 160 (72.4) 79 (79.0)
Average
amount ($) spent  $20 to less than $40 57 (17.4) 35 ( 8.7) 37 (16.7) 14 (14.0)
for green tea 44.89™
on a basis of $40 to less than $60 51 (15.6) 8 (19 16 ( 7.2) 3 (3.0
100 pack ¢60 and more 73 (22.3) - 8 (3.7) 4 (40
My surroundings 172 (54.3) 274 (67.9) 113 (51.1) 45 (45.0)
Obtaining Newspaper, magazine or TV 41 (12.9) 33 (82) 62 (28.1) 8 ( 8.0)
information about 40.75
green tea Internet 67 (21.1) 35 (87) 27 (12.2) 8 ( 8.0)
Taste sample served sales person 47 (14.8) 61 (15.1) 19 ( 8.6) 31 (31.0)
Grocery markets 250 (76.5) 318 (78.9) 156 (70.6) 67 (67.0)
Purchasing place Discount stores 12 ( 3.7) 43 (10.7) 17 ( 7.7) 3 (3.0 50,08
of green tea Tea cafe 50 (15.3) 17 ( 4.2) 39 (17.6) 26 (26.0) ’
Internet 15 ( 4.6) 25 ( 6.2) 9 (4.1 4 (4.0
Home 259 (79.2) 317 (78.7) 126 (54.8) 52 (52.0)
Mainly drinking ~ 1€a cafe 27 ( 8.3) 438 (11.9) 56 (25.3) 29 (29.0) 635385
place of green tea  gchool/workplace 30 ( 9.2) 24 ( 6.0) 32 (14.5) 6 ( 6.0) '
Restaurant 9 (298 14 ( 3.5) 7 (3.2) 13 (13.0)
Drink alone 188 (57.5) 253 (62.8) 121 (54.8) 55 (55.0)
Drinking With family 83 (25.4) 96 (23.8) 56 (25.3) 18 (18.0)
green €& M\ g friend or lover 48 (14.7) 32 ( 7.9) 32 (14.5) 15 (1500  26.86"
company
with whom With colleague 4 (1.2 18 ( 4.5) 7 (32 4 (4.0
For business 4 (1.2 4 (09 5(23) 8 ( 8.0)
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Table 5. Continued (%)
Highly Taste/price Health Brand XZ
motivated oriented oriented oriented
Taste 117 (35.8) 177 (43.9) 82 (37.1) 66 (66.0)
A major obstacle Caffeine 60 (18.3) 61 (15.1) 50 (22.6) 6 ( 6.0)
of consumption  Agricultural chemicals 15 ( 4.6) 6 ( 1.5) 10 ( 4.5) 10 (10.0) 3735
green tea Inconvenience of brewing tea 52 (15.9) 63 (15.6) 26 (11.8) 10 (10.0)
Price 83 (25.4) 96 (23.8) 53 (24.0) 8 ( 8.0)
" p<0.01, T p<0.001.
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Table 6. Comparisons of green tea choice attributes according to American green tea consumers'” general characteristics

Sensory Diet Price Health Brand
Gender (-value) —3.76" -1.232 —4.54™ —0.60 —1.98
Age (F-value) 0.51 1.370 0.13 1.40 0.63
Marital status (z-value) 0.22 —1.110 —0.25 —1.44 0.28
Income (F-value) 0.53 3.850" 0.57 3517 0.34
Education (F-value) 0.39 2.350 0.11 2.85" 1.97

* p<0.05, ™ p<0.01.
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Appendix
Importance
Green tea attributes Strongly Strongly
disagree Neutral agree
Taste 1 2 3 4 5
Aroma 1 2 3 4 5
Harmony with dessert 1 2 3 4 5
Price 1 2 3 4 5
Volume 1 2 3 4 5
Nutrition 1 2 3 4 5
Functionality 1 2 3 4 5
Health benefit 1 2 3 4 5
Diet benefit 1 2 3 4 5
Reasonable price 1 2 3 4 5
Safety (no harmful ingredient) 1 2 3 4 5
Losing weight 1 2 3 4 5
Producing region or country of origin 1 2 3 4 5
Packaging 1 2 3 4 5
Brand 1 2 3 4 5

Please circle the appropriate response about the importance of green tea attributes when you purchase it.



