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Study on Beverage Select Behavior according to the Food-related Lifestyle focused on
Behaviors in Seoul, and Gyeonggi Province
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Abstract

This study aimed to analyze the beverage usage behavior according to the food-related lifestyle in Seoul, Gyeonggi
province area. Group 1, named ‘health & safety seeking’ group, consists of high percentage of women in their 40s, as well
as a high percentage of high income and highly educated. Group 2, was group of ‘high interest in dietary life’, consists of
a high percentage of women in their 30s, highly educated, earned 3~5 million won. Group 3, named ‘convenience seeking’
group, had a high percentage of men and of those in their 20s who earned less than 2 million won. In verifying the difference
between food-related lifestyle groups in terms of their behaviors and attitudes towards the usage of beverage specialty shop,
group 1 showed significantly high score in the number of visit beverage specialty shops, the intention to spend higher
average expenditure per visit per person, importance of selection attributes of beverage specialty shop.

Key Words: Food-related lifestyle, beverage specialty shop, selection attributes
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<Table 1> Demographic characteristics of the subjects <Table 2> Beverage select behavior
Characteristics N (%) Characteristics N (%)
<20 6(1.2) Once a day 73(14.3)
20~29 173(34.0) 2~3 cups a day 223(43.8)
Age (year) 30~39 163(32.0) Frequency of 4~5 cups a day 110(21.6)
40~49 130(25.5) drinking Over 6 cups a day 31(6.1)
>50 37(7.3) a beverage other 4~5 cups a week 23(4.5)
than water ~ 2~3 cups a week 33(6.5)
Male 217(42.6)
Gender 1 cup a week 6(1.2)
Female 292(574) Seldom drink 102.0)
High school 45(3.8) Am 7:00~9:00 46(9.0)
Education College. 91(17.9) Am 9:00~12:00 165(32.4)
University 287(56.4) Beverage  12:00~pm 2:00 91(17.9)
over Graduate school 86(16.9) drinking Pm 2:00~5:00 132(25.9)
Students 110(21.6) hours Pm 5:00~8:00 42(8.3)
Office 160(31.4) Pm 8:00~10:00 29(5.7)
Government Staff 6(1.2) After pm 10:00 4(0.8)
Job Housewife 21(4.1) Beverage shop 88(17.3)
. Beverage
Ownership 37(7.3) . Company or school 319(62.7)
. drinking
Professionals 105(20.6) place House 82(16.1)
Others 70(13.8) Others 20(3.9)
Under 200 200(39.3) Coffee 308(60.5)
. 200~300 93(18.3) Green tea 20(3.9)
Monthly income 300~400 97(19.1) Black tea (including bubble tea) 10(2.0)
(10,000won) 400~500 55(10.8) . Ofher teas (burdock tea, com tea etc.) 48(9.4)
Drinking g drink 1384
500 and over 64(12.6) peverage  or dr 34
Fruit juice 193.7)
total 509(100.0) other than Dai d 35(6.9
water airy product (6.9)
Sports drinks 10(2.0)
Healthy drinks 5(1.0)
M &5 &2B7F ol dojual Sle 2S¢ vk Mineral water 4(0.8)
&8 A8 5 H <Table 2>9} 72w & o]9jo] 3 Others a4
TAE SEE Ik ol 60.5%7F AvEl g3y, 2 o Coffes 365(71.7)
- - N - Green tea 11(2.2)
00 001z Qi3] = = J 2L
w9 SEEA S 718 ARR(04%), B EEE(3.4%) Drinking ~ Black tea (including bubble tea) 19G3.7)
To 2 ol vt 28 A vie S5 797} beverage in  Fruit beverage 73(14.3)
7R BAL(71.7%), I a2 A S5 (14.3%), A5 beverage shop Smoothies 17(3.3)
(3.7%) %0120, SEARHNN viF2E A7 30814 Dot chocolate 00,
thers .
Zh ko] 71 Wka(35.8%), 1~2A17F HITHE 34.0%% 30 i 0077
minutes .
£ AP S8 AEH B A 5Ue A g B Averat’ie let“gth °f 12 hours 173(34.0)
e sta
A (44.6%), L THr-& AAEE21.6%)AT. SEAEH] ¥ 23 hours 53(104)
N AZahe w812 712 4,000-5,000910] 71 Bk >3 hours He2)
s Alone 64(12.6)
0 2 oAl 0 =2 H|&-L A3}
(37.5%), 5,0008] ©1g= 32.2%2 182 A Friends 227(44.6)
C . Company staffs 110(21.6)
2. AMEIRIO| ZAEIQl Q0184 OmpAnIons . vers 57(11.2)
24 U] JAgelol Iagls 8918t & F 4R Family 37(73)
Hejgge) olg 23] A% WrEe) erst g il }‘8‘22
. < won .
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_J_EH = Z O]'—L— ‘iu_:]_TJJ- L’] T OE]‘E -AOH .u_Lv:—@q' Ji] A i 2’000~3’000 won 37(73)
= T':}’\:ILE‘ )\E]/\] ﬂ‘q’<Table 3> veratge Spel.l ing 3,000~4,000 won 99(19.4)
Aoz aelel 2o 291518 95 $HAE 74 €% YRR 4,000-5,000 won 19137.5)
BRAS B vl SRS Aol gAH 20l 25,000 won 164322
total 509(100.0)

A8 AARE A3 HAFEAFE(KMO)C] 0.834, Bartlett
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<Table 3> Factor structure and reliability analysis of respondents’ food related lifestyle

Factor  Eigen Variance Cronbach’s

Factor Variables loading  value (%) o
Tend to adjust the diet considering the obese .639
Tend to eat the food considering the nutrition and health .694
Health & Tend to take health supplement food or natural foods as I am concerned about health 754
safety  Tend to eat low(no) pesticide, antibiotic-free or organic food. .849 3925 23.087 0.863
seeking  Tend to purchase from eco-friendly grocery such as Hansalim or Chorokma-eul. 730
Check food components such as food additives when purchasing food 782

Check food origin when purchasing food

645

Like posting a picture taken at a fancy restaurant or cafe in the online community, such as SNS 640

] Prefer a restaurant having good view or fancy interior 788

Purs}llnt.of Like pretty tableware or kitchen utensils having good shape or colour 752
aest E?UCS Prefer the restaurant which has beautiful food styling or table settings 776 3.733  21.961 0.768

Seeking . .

adventure Like to try the restaurant introduced by broadcast or blog .684

Like to try newly open restaurant or cafe 742

Like to try trendy foreign restaurant such as Indian or Thai restaurant 611

. Tend to eat fast food such as Hamburgers or sandwiches well. 776
Convenience o\ busy, it would solve the meal with bread, milk and so on. 706 1862 10955  0.629

seeking
Frequently purchase ready to eat food at department stores or supermarkets. .689

KMO=0.834, Bartellet’s test x"=3509.267 (p<0.001)
Total cumulative variance=56.0%
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<Table 4> Result of cluster analysis for food related lifestyle

Cluster 1- Cluster 2- Cluster 3-
Health & safety High interests in food Convenience-oriented
3 . F-value p
oriented group life group group
(N=156) (N=201) (N=152)
Health & safety seeking 3.05%) 331¢ 2.22¢ 161.756 L000%**
Pursuit of aesthetics & adventure 2.95° 3.58¢ 2.59* 133.620 .000%**
Convenience seeking 2.04° 321° 3.19° 272.060 000

sksksk
p<0.001
"The numbers in each cell represent mean of factor and the alphabets beside the means are classified by Duncan’s multiple range test (a<b<c)

<Table 5> Sociodemographic characteristics according to food related lifestyle cluster

Cluster 1- Cluster 2- Cluster 3-
Variable Gy He'alth & safety High 11.1terests in food Convenience-oriented 7 3
oriented group life group group
(N=156) (N=201) (N=152)
Gend Male 65(41.7) 88(43.8) 64(42.1) 0.185 017
N9 Female 91(58.3) 113(56.2) 88(57.9) : :
10s 1(0.6) 2(1.0) 3(2.0)
20s 45(28.8) 60(29.9) 68(44.7)
Age (year) 30s 36(23.1) 77(38.3) 50(32.9) 39.065 .000%**
40s 52(33.3) 54(26.9) 24(15.8)
50s 22(14.1) 8(4.0) 7(4.6)
Students 28(17.9) 33(16.4) 49(32.2)
Office 50(32.1) 69(34.3) 41(27.0)
Government Staff 4(2.6) 2(1.0) 0(0.0)
Job Housewife 10(6.4) 6(3.0) 5(3.3) 29.699 .003**
Ownership 9(5.8) 15(7.5) 13(8.6)
Professionals 32(20.5) 53(26.4) 20(13.2)
Others 23(14.7) 23(11.4) 24(15.8)
High school 17(10.9) 12(6.0) 16(10.5)
. In university 28(17.9) 25(12.4) 38(25.0) .
Education i+ e ity 81(51.9) 120(60.7) 84(55.3) 19.716 003
Graduate school and over 30(19.2) 42(20.9) 14(9.2)
<200 57(36.5) 59(29.4) 84(55.3)
Monthly ~ 200~<300 25(16.0) 41(20.4) 27(17.8)
income 300~<400 27(17.3) 50(24.9) 20(13.2) 39.315 000+
(10,000won)  400~<500 15(9.6) 27(13.4) 13(8.6)
>500 32(20.5) 24(11.9) 8(5.3)
*p<0.05, **p<0.01, ***p<0.001
el Hlal RE fQlld we A4E MOl ANF T 3 TEY ATSAN ST 24
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<Table 6> Difference of food related lifestyle cluster groups toward the frequency of visiting beverage shops

Cluster 1- Cluster 2- Cluster 3-
. Health & safe High interests in food Convenience-
Ve Category oriented grou;)y ¢ life group oriented group X p
(N=156) (N=201) (N=152)
2~3/day 5(3.2) 6(3.0) 6(3.9)
1/day 22(14.1 35(17.4) 15(9.9)
4~5/week 11(7.1) 26(12.9) 11(7.2)
Coffee shop 2~3/week 27(17.3) 41(20.4) 32(21.1) 19.615 0.143
1/week 24(15.4) 32(15.9) 20(13.2) ’ '
2~3/month 19(12.2) 29(13.9) 25(16.4)
1/month 21(13.5) 17(8.5) 18(11.8)
hardly visit 27(17.3) 16(8.0) 25(16.4)
2~3/day 6(3.8) 3(1.5) 0(0.0)
1/day 10(6.4) 14(7.0) 9(5.9)
4~5/week 0(0.0) 8(4.0) 1(0.7)
2~3/week 8(5.1) 15(7.5) 7(4.6)
Tea shop 1/week 9(5.8) 19(9.5) 10(6.6) 34.587 0.002%*
2~3/month 10(6.4) 27(13.4) 10(6.6)
1/month 30(19.2) 30(14.9) 20(13.2)
hardly visit 83(53.2) 85(42.3) 95(62.5)
2~3/day 3(1.9) 6(3.0) 1(0.7)
1/day 12(7.7) 13(6.5) 7(4.6)
4~5/week 0(0.0) 7(3.5) 0(0.0)
Juice shop 2~3/week 7(4.5) 12(6.0) 7(4.6) 34782 0,002+
1/week 7(4.5) 21(10.4) 9(5.9) ’ ’
2~3/month 5(3.2) 20(10.0) 8(5.3)
1/month 21(13.5) 22(10.9) 13(8.6)
hardly visit 101(64.7) 100(49.8) 107(70.4)
2~3/day 1(0.6) 6(3.0) 2(1.3)
1/day 13(8.3) 9(4.5) 6(3.9)
4~5/week 1(0.6) 8(5.0) 0(0.0)
Smoothy 2~3/week 7(4.5) 8(4.0) 5(3.3)
shop 1/week 7(4.5) 13(6.5) 5(3.3) 37:938 00017+
2~3/month 1(0.6) 14(7.0) 3(2.0)
1/month 19(12.2) 33(16.4) 16(10.5)
hardly visit 107(68.6) 110(54.7) 115(65.2)

#p<0.05, **p<0.01, ***p<0.001
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<Table 7> Difference of food related lifestyle cluster groups toward the average expenditure per visit per person

Cluster 1- Cluster 2- Cluster 3-
Average Health & safety High interests in food Convenience- 2
expenditure per visit oriented group life group oriented group X P
(N=156) (N=201) (N=152)
<2,000 won 2(1.3) 5(2.5) 11(7.2)
2,000~3,000 won 11(7.1) 13(6.5) 13(8.6)
3,000~4,000 won 35(22.4) 29(13.9) 36(23.7) 20.568 0.008**
4,000~5,000 won 62(39.7) 76(37.8) 53(34.9)
>5,000 won 46(29.5) 79(39.3) 39(25.7)

#£p<0.01
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<Table 8> Result of factor analysis for selection attributes of beverage shop

Factor Variables Factor loading Eigen value Variance (%)  Cronbach’s a
Indoor atmosphere 728
Indoor music 630
Physical Comfortable chairs 731
environment Facilities like toilet and smoking room 619 3418 18.990 0811
Private space for group 571
Level of congestion 712
Brand power 531
Economical Coupon and point cumulative benefit .832
benefit Promotional telecom discount .833 2438 13:543 0744
Lower beverage price than others 533
Beverage taste 505
Specialized Kind service of staffs 519 R
service Staff’s knowledge of beverage 705 2222 12.346 0685
Sales status of certain beverage 621
Soecialized Good location .858
p:e(i'lvi;ze Convenient transportation 815 2.030 11.277 0.681
Convenient parking facilities 385

KMO=0.856, Bartellet’s test 3°=3241.622 (p<0.001)
Total cumulative variance=56.2%
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<Table 9> Difference of food-related lifestyle cluster group towards motivation and selection attribute to use beverage shops

Cluster 1- Cluster 2- Cluster 3-
Health & safety High interests in food Convenience-
oriented group life group oriented group L) P
(N=156) (N=201) (N=152)
Physical environment 3.674* 3.869° 3.647° 7.162 .001**
Financial benefit 3.075% 3.504 3.146° 18.904 .000%**
Specialized service 3.556* 3.784° 3.452° 14.784 .000%**
Easy to reach 3.513% 3.768" 3.408° 12.456 .000***

#£p<(.01, ***p<0.001

DThe numbers in each cell represent mean of factor and the alphabets beside the means are classified by Duncan’s multiple range test (a<b<c)
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