Culinary Science & Hospitality Research 23(8), 27-39; 2017

"

Information available at the Culinary Society of Korea (http://www.culinary.re.kr/) .

Culinary Science & Hospitality Research ¥

Journal & Article Management System: https://cshr.jams.or.kr/

bros¥eS hitp://dx.doi.org/10.20878/cshr.2017.23.8.004
Ho|AZAEZS ok AAdAHARY] AHZER|7) S5t
Fofgo] vl A

e - A - 0] A

[e}
77|tst QIAERlHElE)

The Effects of Consumption Value of Female Consumers who Buy
Bakery Goods on Impulse Buying and Purchase Satisfaction
Hye-Sun Chung - Ji-Suk Sim" - Jong-Jin Lee

Foodservice & Culinary Management. Kyonggi University

KEYWORDS ABSTRACT

Female consumer, This study was to examine how consumption value of female consumers affects impulse consumption
Consumption value, and purchase satisfaction when they buy bakery goods, present specific determinant factors that affect
Impulse buying, them, and identify its influencing factors. The survey was conducted with those who have bought bakery
Purchase satisfaction. goods of female consumers in Seoul and Kyonggi area, using a convenience sampling method. After

a total of 400 responses was collected, 366 responses were included for the multiple regression analyses
in order to test the hypotheses. To summarize findings from this study, analysis of the first hypothesis
showed that “emotional impulse buying,” “stimulating impulse buying,” “reminder impulse buying,” and
“situational impulse buying” among impulse buying factors in consumption value factors had positive
effects. The second hypothesis analyzed that “emotional impulse buying,”

2

stimulating impulse buying,”
and “situational impulse buying” gave positive impacts on “purchase satisfaction,” while “reminder
impulse buying” had no influence. Analysis of the third hypothesis demonstrated that “consumption
value” had positive effects on “purchase satisfaction.” These findings were significant to examine con-
sumption value that show the consuming pattern of consumers, analyze influencing factors on impulse
buying of female consumers, and further present marketing strategies used for advantageous tools with
competing stores to bakery owners or marketers.
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Fig. 1. Research model.
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Table 1. General characteristics of the subject

Category Frequency Rate(%) Category Frequency Rate(%)
Service/sales 69 20.5
Married 191 56.8
Office worker 81 241
Marriage
Self-employed 6 1.8
Unmarried 145 432
Monthly Student 25 7.4
average .

20s 135 40.2 . Housewife 51 15.2

income
30s 128 38.1 Specialist 91 27.1

Age

40s 66 19.6 Public official 4 12
50s and more 7 2.1 Others 9 2.7
High school or lower 46 137 1 million won below 41 12.2
. .. 101~200 below 117 34.8

Attending to university(college) 100 29.8 Monthl
Education Comy 201~300 below 107 318

Graduation from university 157 46.7 fneome
301 ~400 below 39 11.6
Graduate school and more 33 9.8 More than 401 million won 32 95
Total 366 100 Total 366 100

Table 2. Result of validity and reliability test for consumption value factors

. Factor FEigen- Variance Cronbach's
Factor Variable .
loading  value (%) a
In case of product purchase or service use, unique design or product is important. .864
In case of product purchase or service use, anything different from 235
Consump- other people is important. '
ti . . . . . . . 3291  65.811 874

V:l)::e Having special products or using services provide confidence and satisfaction. .831
It is very important to see if the product or service is practical for me to use.  .809
I am very conscious of what other people think of me. 709

KMO=.823, Bartlett Chi-square=1,095.649, Sig.=.000, Total cumulative variance(%)=65.811

¥} Table 33 2ot

Rl o] A8 7o A% 27 Bartlette] 737
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Cronbach's @ Al 07} 1AF0] ] kg A ¥, dwhA]
SR 0701 o A2 =7k =rhal shar, 0.40178 0.79] %]
e BEo 2 il = (A Y, 2005), 2 2918 Cron-

ool ¥E ook Y

ko o o i

bach's @ #4270 849, ‘A=FE T 736, &
Z1SET 672, T ETN 7012 2] Aol

ASE A

4.2.3. FOSIEE0 Ofst &
TFoEEe] tigk Q1A AF= Table 49+ 211, 1%
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= 853% QO1EA ) 2 g3t
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Table 3. Result of validity and reliability test for impulse buying factors

Factor Eigen- Variance Cronbach's

Fact iabl
actor Variable loading value (%) a
Whenever I feel blue or empty, I habitually buy something. .883
Emotional I usually buy goods for pastime. 851
impulse 4224  30.171 .849
buying I buy something to relieve my stress. .801
I have to buy something to celebrate for pleasant event. .596
Stimulating I buy goods with samples. .825
impulse I buy discounted goods. 816 1.876 13.402 736
buying 1 buy something impulsively when I see food pictures or pamphlets made by bakery. .749
I buy something because it will be sold out unless I buy it right now. 778
Reminder When I see food I had purchased earlier, 1 buy them because I remember its taste. .726
impulse I buy goods that I couldn't buy for sold-out. 677 1513 10.806 672
buying
When I see goods, I buy them because I remember advertisements 551
(TV ad, promotional paper, pamphlets). ’
L I don't hesitate to buy goods I have interests. 813
Situational
impulse When I see delicious food, I buy it even if I will not have it right away. 724 1.252 8.945 701
buying I buy special goods with unique design because I would not miss a chance. 705

KMO=.802, Bartlett Chi-square=1,504.091, Sig.=.000, Total cumulative variance(%)=63.324

Table 4. Result of validity and reliability test for purchase satisfaction factors

F Eigen- i h'
Factor Variable ac‘For igen Variance ~ Cronbach's
loading  value (%) a
I will consider impulse products in priority. .823
I will buy impulse products again. 793
I will buy impulse products regularly. 792
Purchase 3699 61.656 875

satisfaction | want to introduce impulse bakery goods to my friends or acquaintances. .791
I will share my purchase experience on impulse bakery goods. 789
I will recommend impulse products to other people. 718

KMO=.853, Bartlett Chi-square=962.503, Sig.=.000, Total cumulative variance(%)=61.656

= YR & Cronbach's @ 32 8752 %3ke] AgtAdo] 7 AAF} P adj. RP=16724 16.7%S] A4 ES Vel
’654 At t}. Z22] 3L Durbin-Watson 3t 1.73224 29} 233l 2k}
o] EYAS FHEY T, FREE 68.327(p=000)2 FAke] 7

4.3. 7H3EES fIe RS Zat e

43.1. 7pd 19 AZ L oJ gk Ut HED ]
WolAe) AEE Pl AavAe 2k aole] (M) 9EE MAE R

SETole] VA BFE AT ool SR8 A G

7RIS FETH 89 T AT ETNE FEETE FTETHWE FHATR

= S FHQTE 277 AR A S o] n)x|
f

© 412(:=8.266, p<.001)2.% %
= Ui,

‘o] M= ool o) gk ‘A=A
Eelate] BEAARAE WA

=olsto] ThEE RN S UG ATHE Table 59} Atk B AT, RIS adi. F=03302 33%9] 49 ehic



34 el - Al - oS

Table 5. Relationship between selective attributes of consumption value and emotional impulse buying

Dependent Unstandardized coefficient Standardized coefficient ) Significant

variable B Standard error Beta probability

(Constant) 1.504 169 8.876™" .000
Consumption value 456 055 412 8.266"" .000

R’=170, adj. R?=.167, Durbin-Watson=1.732, F=68.327 "

Y p<05, ™ p<01, T p<.001.

(Table 6). ARFA O 2 A}3] 38} SHo|A A S Ve =3

= A AFRY) 32 30% ©173S FH3HATE, Cohen(1988) L=k

o] AAIE RPgLe] el A 7])Fel o3hH R*gko] 025Kt 2H o
7k

O.

i
32
v}
P

B HE I, FEEE 35207(p=000)= 4He] A 3t=& 8
H|Z7EA 7} 23718 F5Tlel vl 4 E
o FEIATE 309(:=5.934, p<.001) o= B+ 4

g ZF gk Ao Aava & F 9leH, 0,095t < A= A2 UENGTHTable 7).

2 A9 A S =], 00950 2Ha 0.01E T 2 7R 7L Sl vl gl digk AR &
3% o3t A S 7pvka STk wheha] B e 3 TN E THEUTE FRUSt] I AEA S AAlE] &
A& oket AuEl-S 2k ) 0w, Durbin-Watson %2 1.873 A= Table 87 th 447 BdL adj. R=157(15.7

24 29} 2RI o] ZAS SR T, FRES 12,335 %)= Cohen(1988)°] #|A1g+ RP3ke] A7)l ofste] S:3F
ATt <AH| 7RI} A= Azl AW S Yeld o, Durbin-Watson -2 1.907%
S ETSHATE 189(1= A 29k ZAIste] hake] =S SR EAI, FRke 63452

3512, p<0l) 22 HH)e AL nxe Aoz vehdeh,  (p=000= E4te] Aee SREITh AanZA T} 3

O

o1l

7B} FETp v e ek tEk A = ASE Tl viAE
Z s EEWER =Q5le] thEa A B L A s p<00) 2 H(+)<]
A4, adj. R=.093(9.3%) 2.2 Cohen(1988)°] A|A| 3 R
7k ] alM 7] ofte] SR o] AES el on, 43.2. 7k 29 A=

O

L

°

o nA e Ao e,

O

ol tigt EF3AIG= .400(:=7.966,

Durbin-Watson %< 1.6932. 2 29} 28 38le] zkxte] S84 VA 22 AZE) 4 2EFUE EYWg <)

Table 6. Relationship between selective attributes of consumption value and stimulating impulse buying

Dependent Unstandardized coefficient Standardized coefficient ) Significant

variable B Standard error Beta probability
(Constant) 2.651 149 17.834™ .000
Consumption value 170 048 189 3.512" 001

R*=.036, adj. R*=033, Durbin-Watson=1.873, F=12.335""

* p<05, ™ p<01, " p<.001.

Table 7. Relationship between selective attributes of consumption value and reminder impulse buying

Dependent Unstandardized coefficient Standardized coefficient ; Significant

variable B Standard error Beta probability

(Constant) 2.366 125 18.922™ .000
Consumption value 241 041 309 5.934™ .000

R*=.095, adj. R?=.093, Durbin-Watson=1.693, F=35207"

* p<05, ™ p<01, " p<.001.
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USRS FEAFE St tFI]H A S A 2o
Table 99} 2T} 7H 29 423 F= 27.990(p=.000)2>-=
Frol g 5% ool frelsta, A2 Uit adj. R=244
(24.4%) % Cohen(1988)°] A|A] e+ R*gke] a4 7]l 2] 3lo]
T F =] AwE & Bola Itk Durbin-Watson #k 1.965
22 20f] wj-¢- ZF3kAL, 0 B 40 7ROl 7Rl %71
| Fol| Z2HE 7hol| A@EA T} gle Ao ddtdnh
SETl7E AR o nX & o el gt BES

AdE A FE 290(=5.295, p<.001y 2. & “tujj
o] JHe dEFS A= Aoz Yo, ‘A=4
STl 141(1=2.898, p<.01y & ‘FHlTHET o] H(+)<]
g vae Aoz Velgt) A3EE S5 210(=3.844,
p<001yE ‘FrojiErre P+ G nHE Ao

ok, 18 FEFE FREDE GFE )
A ere Ao veksit

433. 7td 39| 48

7Hd 3& A7) flall oA A FS Tl <4
H|zke] RHPZRAPE SHHSR FuiEE s F5
= st @3] AAIE Z3= Table 103 2T

AT, BdE F=62.909(p=.000)Z o5 5% ©u]
oA frolata, B2 o et adj. R=.156(15.6%) 22 Cohen
(1988)0] AAIGE R7xe] a4 7]Eel| ofate] F3F A= A
g8 S Uehla slet vlol7e] AlgE i’ oA damAt
of A7 E PRl w|X]= o] det HFst
AFE 398(:=7.932, p<.00) 2 F(H)2] F&FS nxE R

Table 8. Relationship between selective attributes of consumption value and situational impulse buying

Unstandardized coefficient

Standardized coefficient

Depe'ndent ¢ Signiﬁ?e?nt
variable B Standard error Beta probability
(Constant) 2.039 .148 13.805™ .000
Consumption value 383 048 400 7966 .000
R*=.160, adj. R*=.157, Durbin-Watson=1.907, F=63.452""
Y p<05, ™ p<01, T p<.001.
Table 9. Relationship between selective attributes of impulse buying and purchase satisfaction
Dependent Unstandardized coefficient Standardized coefficient . Significant
variable B Standard error Beta probability
(Constant) 1.222 203 6.008 .000
Emotional impulse buying 212 040 290 5295 .000
Stimulating impulse buying 127 .044 141 2.898" .004
Reminder impulse buying 061 .055 .059 1.108 269
Situational impulse buying 177 046 210 3.844™ .000
R’=253, adj. R?=244, Durbin-Watson=1.965, F=27.990""
* p<05, ™ p<01, " p<.001.
Table 10. Relationship between selective attributes of consumption value and purchase satisfaction
Dependent Unstandardized coefficient Standardized coefficient . Significant
variable B Standard error Beta probability
(Constant) 2.022 125 16.214™ .000
Consumption value 322 041 398 7.932"" .000

R*=.158, adj. R*=.156, Durbin-Watson=1.918, F=62.909""

Y p<05, ™ p<01, T p<.001.
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FNAT] F7tE 2 AT} &n) seie] Wl ut
2 WA RoHs 92 Blmrl FolA i 9 AAgl S
A A ZTKim, 1998). 53] 4] AHg] :1&0 @A gt
d3}, DA} SR e AgE A LuAE
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2000)5] = o=, vy} B 2 S5 A 7
Qatel STl & AAE A 2E QT Atele] BAR A
% FtH(Lee, 2000).

Rook & Hoch(1985)= S50l 7} &v|&ke] 7+ g ol
H| X & Gl Hall A7 A¥ FE vl MRk
T 7]wel A g nA ], Avae FuldE &
B7VetA = o Aot g wo] njje] ujEel
G Ik SFSih Aol wistE <la 4l87t=29
Abg-ol At vief ol what &RjAEe] FETiE 24

7| = AT AR 2BH|AFES AlEZ QA Tl S &1 F o
T A Zka 9l7]% bt Kim(2012) Hlo] A2 E o]
Sk AMAES 8 HolAY AEFS Tl web A
E& oA AFE T o 53] /M FEAA v
ARbE SAE AT =], 1 o= AMAkE
2 2H Fupst oo} MEE AEFS Fuis o) 714 290
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Abet FHA BAR A wf A F2 AH] 2ol ) of 2
= 2 Aok a3 AEA LHREA w4 T84 5t
o ERQlel ofal] M| glo| o] FEEW wEA Gk
Al71E EA LS 7R 2 A thKorea Chamber of Commerce and
Industry, 2003). WetA oA 2| AHES] FETuo BT
o] 3 gQlo2A AuZX| ] gld] Aste A2 wlolA
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o AR s IS 24 AESkY $9 Faos
F5F 5 & APYNL AL & 9S Aol 2
B ATE FEAG AT Ik o anAE o
Aslo] A FAZ DA77 ofel gl k.
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of met 1 Ak ged & ol BT R BRe
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