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Abstract

Purpose: This study examined the influence of the consumption values on the attitudes and purchase intentions of consumers towards
gluten-free products and compared consumption values, attitudes and purchase intentions according to the degree of health
consciousness of the consumer. Methods: The data was collected from July 20, 2016 to August 2, 2016 through a questionnaire survey
from three hundred and six consumers who had knowledge of gluten-free products. The data was analyzed by factor analysis, reliability
analysis, multiple regression analysis, and an independent sample t-test using the SPSS program. Results: The regression results showed
that the exploratory value (p<0.01) had a negative influence on the attitudes, and the functional value (p<0.001) and emotional value
(»<0.001) had a positive influence on the consumers' attitudes. In addition, the attitudes (p<0.001) toward gluten-free products had a
positive influence on the purchase intentions. Finally, the high health consciousness group answered with a significantly higher score on
the consumption values, attitudes and purchase intentions than the lower group. Conclusion: These results highlight the causal
relationship among consumption values, attitudes, and purchase intentions of consumers towards gluten-free products, and can provide
a basic understanding of gluten free products regarding both marketing strategy and consumers' needs. The potential implications for
gluten-free products manufacturers, limitations and future research directions are also discussed.
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3 AtHMintel Global New Products Database 2014). ©]
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2130 thak AH|AFES] AH|EEo] B3 AT AU
I digrdAe] 25"l 2] AF Fuje|Rel FaFS v
&= Q9o B3 A7(Jin HI & Kim CS 2015), & 7}
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o] HAxz AHol3tY o™ Hwang CJ] & Lee SY(2010),
Chang JY & Hwang JH(2015)2] AFAFE E A9
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SPSS Statistics(ver. 18.0, SPSS Inc., Chicago, IL, USA)
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Table 1, General characteristics of samples
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AREIFATZE 432%(518) = 7 B%em 7HE 20.3%((24
o), 228 17.8%21%) =22 et 38 =g
7hEAE B R FUEEE 222 SNSTF 33.9%(40

Classification n % Classification n %
Gender Male 165 53.9 Marriage Single 119 38.9
Female 141 46.1 Married 187 61.1
20's 78 25.5 Office worker 85 27.8
30's 113 36.9 Student 63 20.6
Age 40’s 56 18.3 Housewife 60 19.6
50’s 39 12.7 Occupation Service 35 114
60’s 16 52 Specialized job 25 8.2
70’s 4 1.3 Self employed 24 7.8
High school 27 8.8 Etc. 11 3.6
. College 64 20.9 Sales 3 1.0
Education . .
University 166 54.2 Gyeonggi 113 36.9
Graduate school< 49 16.0 Seoul 97 31.7
<100 48 157 Daejeon 36 1.8
100< ~ <150 25 8.2 Region
lrnlch):ss/ 150< ~ <200 59 193 Incheon 29 9.5
(million won) 200< ~ <300 84 27.5 Busan 20 6.5
300< ~ <400 44 14.4 Etc. 11 3.6
400< 46 15.0 Total 306 100
http://www.ekfcs.org 2017; 33(2):218-227



222 a8l edd

Korean ] Food Cook Sci

Table 2, Purchasing behavior patterns of samples towards gluten-free products

Classification n % Classification n %
Purch Yes 118 386 Nutritional content 51 43.2
eerii:r?:e Price 24 203
No 18 ol4 Calorie 21 17.8
Total 306 100 onside- Brand 10 8.5
rations
Simply don’t know 85 452 Package design 6 5.1
No necessity to buy 47 25.0 Ete. 6 5.1
Reason for , Social media SNS 40 33.9
not purchasing Don’t know where to buy 39 207 Recommendations 28 23.7
Lack of diversity 13 6.9 TV/Radio 23 19.5
Too expensive 4 2.1 Information In store promotion 12 10.2
Total 188 100 source Certificate mark check 8 6.8
Once for a month 60 50.8 Etc. 5 4.2
Purchase Etc. 32 27.1 Newspaper 2 1.7
frequency Four times for a month 17 14.4 Hyper market 73 61.9
Once a week 9 7.6 Department store 18 15.3
Digestive health 32 27.1  Where to buy Specialty shop 13 11.0
Nutritional value 29 246 Internet shopping 8 6.8
Etc. 6 5.1
Mass media advertising 20 16.9 Total 118 100
Reason for Weight loss 19 16.1 Gluten free pasta 81 422
purchase Other people’s buying 5 42 Gluten free bakery 75 39.1
High-priced is reliable 5 42 Ppurchase jtem  Oiuten free snack 23120
Etc. 6 3.1
Gluten asthma, allergies 5 4.2 Gluten free dessert 4 21
etc 3 25 Gluten free drink 3 1.6
Total 118 100 Total 192 100
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AEH S AAE o™ 1 3= Table 49 2o
e BAEIFL p<0.001 FEAM SAHLE ot
w 7HQl &HZEAZE Bl mA= gEFE el tig A
g2 213% = YERT oA AS 23 &R7HA

29 F 7153 7FX(6=0.366, =7.014, p<0.001)e} 7+
A 7FX(B=0.305, =4.472, p<0.001) LSlo] B xol
gt A FFE 3T gAY 7R (p=-0.211,
=-3.030, p<0.003)= FoIg F(-)o IS mHoH A
32 Jhx| 9} AE A A= 9EFS HAA] e Gl
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Table 3, Factor analysis and reliability analysis results of consumption value, health consciousness, attitude and purchase intention

Factor Variable Factor loading Cronbach’s a
Media experience affects one’s decision 0.847
Conditionala value Recommendation from friends affects one’s decision 0.802
2.975 0.884
(17.501%)b Food store’s atmosphere 0.786
A special event offer affects one’s decision 0.753
Favourable impression to others 0.845
Social vilue Concern about response from other people 0.840
2.784 . . . 0.839
(16.375%)b Feeling of socially recognized 0.776
Similar purchasing groups 0.680
Exploratory value Uniqueness 0.891
2.651° Excites curiosity 0.852 0.992
(15~592%)b New experience 0.798
Functional value Beneficial to health 0.878
2.330° Food’s quality, taste 0.864 0.802
(13-707%)b Reasonable price 0.761
Emotional value Feeling of satisfaction 0.856
2.092° Provide pleasure when talking about food 0.722 0.771
(12.309%)" Make a favourable impression 0.658
Total cumulative variance : 75.484% / KMO : 0.838
Eat healthy food 0.808
Health consciousness Collect data related health 0.807
3.155° Concern about health 0.758 0.846
(28-679%)b Regular exercise 0.735
Weight control experience 0.674
Attitude Want to know more about the gluten free food 0.897
2.857" Think positively about gluten free food 0.859 0.932
(25~970%)b Gluten free food is good for our health 0.845
Purchase intention Would like to continue purchase the gluten free food 0.899
2.598" Would like to recommend gluten free food to other people 0.898 0.932
(23.615%)" Would like to purchase the gluten free food 0.766
Total cumulative variance : 78.264% / KMO : 0.875
* Eigen value.
® Variance.
Table 4, Regression results of consumption values and attitude
. Non-standardized coefficient Standardized coefficient
Independent variable t p-value
2] S.E. B
(constant) 2.423 0.364 6.650 0.000
Conditional value -0.061 0.060 -0.067 -1.014 0.312
Social value 0.039 0.054 0.043 0.727 0.468
Exploratory value -0.169 0.056 0211 -3.030" 0.003
Functional value 0.399 0.057 0.366 7.014™" 0.000
Emotional value 0.274 0.061 0.305 44727 0.000

Model summary R = 0461 R®> = 0213 F = 16.197 (p<0.000)

Dependent variable = attitude.
"p<0.01, " p<0.001.

http://www.ekfcs.org 2017; 33(2):218-227
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Table 5, Regression results of attitude and purchase intentions
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o] o wx= ol st ATolHE AHAHEE
Tl zel et G TAVE Aol FIFAUL =
Sk, Hur EJ & Kim JW(2010)2] oA 187 520
gt avzke] B2t 3ALTE X3 AR o
At AT ARt e olF B3l 2

1:!1-0 ;(]zo

6l =2 hgAEe) Bulel o s} soqUss
Fulo|Esh FA s Buk JHBrhe AU & F

dom oje TuyEoR Uehd sbeAe] wrim &
/\ 011}

Non-standardized coefficient

Standardized coefficient

Independent variable t p-value
B S.E. B

(constant) 1.077 0.247 4369 0.000

Attitude 0.646 0.048 0.609 13.403™ 0.000

Model summary

R = 0609 R? = 0371 F = 179.639 (p<0.000)

Dependent variable = purchase intentions.

'p<0.001.

Table 6, Mean difference test results of personal consumption values, attitudes and purchase intentions according to health

CoNsciousness
Health consciousness n Mean+SD" t p-value
Low 146 3.445+1.336 -
Conditional value -3.846 0.000
High 160 4.053+1.421
Low 146 3.166+1.202 .
Social value . -2.184 0.030
High 160 3.517+1.567
Low 146 3.667+1.438 "
Exploratory value . -2.786 0.006
High 160 4.173+1.713
Low 146 5.046+1.215
Functional value -5.575 0.000
High 160 5.767+1.046
Low 146 3.804+1.277 -
Emotional value -3.629 0.000
High 160 4.388+1.513
Low 146 4.457+1.349 -
Attitude -6.816 0.000
High 160 5.396+1.055
Low 146 3.724+1.355 -
Purchase intention -7.289 0.000
High 160 4.779+1.177
Y Means within a column is analyzed by #-test.
"p<0.05, "p<0.01, "p<0.001.
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