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The Study on Consumers’ Preference and Purchasing
Property of Processed Grain Products

Baek, Seung-Woo - Kim, Su-Hyeon + Hwang, Jung-Wook

This study had purpose to examine the consumers preference and buying property
of processed products by rice, barley, wheat, bean. For the study, the interview
was conducted of 300 samples more than 19 years of age. We attempt to examine
consumers’ preference and individual properties when purchasing processed grain
products. Questionnaire was filled for the 23 variable by referring to previous
studies to investigate the properties to consider when consumer purchasing the pro-
ducts. To conceptualize, reduce the high correlation parameters by factor analysis.
The results attribute to seven factors that safety, brand/image, taste/shelf life,
convenience seeking, preferred high-quality, price, consumption patterns. These
properties showed significant differences in demographics. First, there was statisti-
cally difference by age in safety, brand/image, high quality preference, taste/shelf
life. Second, Safety and high-quality preference were the difference between jobs,
and depending on household income were significant difference in consumption
patterns. We analyzed the purchasing preference by purchase frequency. Ramen,
bread, beer are higher purchase frequency than any processed grain products. On
the other hand, frozen rice, soybean paste, red pepper paste that are used primarily
domestic raw, were lower purchase frequency. But the difference of purchase
property according to products was very similar that the highest factor is price, the
following factor as taste. Based on these findings, the implications and the limita-
tions of the study were presented.
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1) The Agriculture Livestock Newspaper, 2016.04.21.

2) Kostat report, 2016. “2015 Grain Consumption Survey Results”.

3) Kofmia statistics (www.kofmia.org), 2015. Per person flour consumption=Total consumption of flour/
Estimated Population.
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Table 1. Demographic characteristics
(unit : N, %)

Samples %
Totals
352 100.0
Male 147 41.8
Gender
Female 205 58.2
Metropolitan city 156 443
Area
Other areas 196 55.7
10's 30 8.5
20's 108 30.7
30's 106 30.1
Age
40's 46 13.1
50's 24 9.7
More than 60's 28 8.0
0 30 8.5
1 45 12.8
Number of families 2 52 14.8
living together 3 92 26.1
4 91 25.9
5 42 11.9
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Samples %
Totals
352 100.0
Office workers 145 41.2
Housewife 47 13.4
Self-employment 27 7.7
Job
Student 96 27.3
Inoccupation 13 3.7
Etc. 24 6.8
Less than 100,000won 32 9.1
100,000~200,000won 98 27.8
Monthly Family
. 200,000~300,000won 80 22.7
Dining Fee
300,000~400,000won 65 18.5
More than 400,000won 77 21.9
Less than 10 million won 18 5.7
10~20 million won 28 8.9
2015 20~40 million won 88 28.0
Household Income 40~60 million won 63 20.1
60~80 million won 69 22.0
More than 80 million won 48 15.3

aHAEo] 2 7HEA =
al., 2010; Han, 2014)E #=x3sle] 23709 WSS
Mdststr] A8l SAd= thete] QJAEA(factor analysis) R Al E] =84 (reliability an-
alysis) S AAISIATEH Q0B o2 = AR X (principle component analysis)¥} B 2] 2 2
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Table 2. factor analysis on Buy attribute of grain processed products

Factor | Eigen |Cumulative |Cronbach’s «

factor Measurement variable Loadage| Value | Variance | (total 0.778)

Identify labeling of food additives on packaging | 0.781

Identify the food ingredients on the packaging 0.769
Safety 2.76 11.98 0.769
Ensure safe container or packaging 0.662

Check the origin of the ingredients 0.587

Prefer companys products with good corporate 0.814

image

Brand/ Buying and looking at brands of food companies | 0.762

] 245 22.62 0.735
mage Preferred local (domestic) products made from 0.652
raw materials .
Interested in promoting famous food company 0.584
Buy good food even if the price is high 0.867
Preferred
high-quality Even if it’s expensive, buy products made from 0,790 1.95 3112 0.795

domestic raw material songs
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Factor | Eigen | Cumulative |Cronbach’s «

factor Measurement variable Loadage| Value | Variance | (total 0.778)
Purchase after checking taste by tasting 0.754
Convenience : : :
. Use grain processed food for time saving 0.654 1.91 39.44 0.530
seeking
Buy products that want a variety of flavors 0.625
Eat cereal products instead of eating 0.830
Consumption . L e
Choose grain processed foods with diet in mind | 0.689 1.84 4745 0.652
Patterns
Buy grain processing products for snacks 0.681
The preference for taste in food selection 0.745
Taste/shelf | Al heck thy iration date when buyi
' ways check the expiration date when buying 0.583 177 55.15 0482
life food
Once you buy it, you will continue to buy it 0.569
Compare prices between products to get the best 0775

value for the price
Price 1.37 61.09 0.531
Compare the prices of domestic and imported 0.596

raw materials

KMO=0.778, Bartlett‘test, X”>=2060.68, sig=.000

Table 33 Zt}.

Aol W FrldAde] 2ol kA A (p<0.001), B3 /0] 1] X|(p<0.001), 2LEFZX T (p<
0.001), 228173 (p<0.05), 57133 Th(p<0.001)°ll A F2lv])dt Z}o]7} vebgtt) HE A+
T-o] A% 100, 30th, 40tholl A =31, 50t oldoll A= UHAl UEha glom SAAH S
=2 0} Folugk 2= oy o] A(p<0.1) HE Hf A7t = e & F 9
AFR7E FAIE AsHAY, AAAE Fske HaE A" A S48 B¢
qotioll A 71 A Y 1o, 60t o] gl E E2 HES Ko
A

2

ke AEg Holm itk o= AT/t Hold5E 7ol hF Bl

b =OF S
FANE, A T B FasH o7l Ao dddEn.

Biz/olm Ao that T2 A ARl =2A yeua l=dl, ZheAlFel
S 71l tid 2 oW A&} BIAETL LnjAA mAs o]l 2 Ae & F A
o Tt AAls 5 ﬁiﬁ‘} 1FEAAT aRle] At 60t ool THE =2 8o
2 Uehta glom, FAlHo] tha v 101‘4154 20t A= W2 AFE Holal it o]
= g A3 Tr/\P%} | AF7 =S FA Y FaE 0 =24 18 EHe A
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Table 3. Purchase attribute of grain processed products by age

Age (M£SD)

Factor F-value | p-value
10’s 20’s 30’s 40°s 50°s MO;&(?)";han

Safety 3.07+0.67 | 3.04+0.68 | 3.40+0.81 | 3.82+0.62 | 3.43£0.86 | 3.79+0.69 | 10.84 | 0.000™

Brand/image | 3.43+0.72 | 3.22+0.72 | 3.45+0.71 | 3.55+£0.64 | 3.61£0.62 | 3.75+0.69 3.91 | 0.000™

Preferred

. . 3.30+0.78 | 3.20+£0.78 | 3.55+0.98 | 3.72+0.87 | 3.79+0.84 | 3.86+0.93 523 | 0.000™
high-quality

Convenience
i 3.01+£0.82 | 2.87+0.65 | 3.01+£0.72 | 3.05+0.71 | 2.64+0.56 | 2.85+0.81 2.06 | 0.07
seeking

Consumption .
Patt 2.56+0.65 | 2.76+0.74 | 2.51+£0.71 | 2.73£0.89 | 2.31+£0.66 | 2.60+0.74 | 2.63 | 0.02
atterns

Taste/shelf

lif 4.07+0.47 | 3.93£0.58 | 3.95+0.56 | 3.92+0.47 | 3.57+0.53 | 3.72+0.65 3.87 | 0.000™
ife

Price 3.42+0.85 | 3.30+0.74 | 3.48+0.80 | 3.60+0.73 | 3.37+0.77 | 3.57+0.86 1.34 | 0.25

"p<0.05 " p<0.01

Aol M2 FE 7HEAF FulgAd-2 A (p<0.001)F 7 ZE A E(p<0.001) 00| A TH
frol gk ko] 7F UEFTHTable 4). b4 £42 FRAA =4 e, st WA
e 1o, 7HE5e] A4S AYA D e FHY A9 HUMECIY FAIARE ] 4l o]
2o Aoz woEn) v shye JhFAlE ?LUHAM] FAALES] B}l Foll BA]o] A
gy oz By i Aotk 1F4d 435 £A4LE AJY, 5 £ 2 A4 vEhva, &
ARG F2FA AdoA e 18 8cle ®Hola . ol AAHo] e AFAA,
FRo Aol 7HEo] ARl 1FH AES }diz‘s}ﬂ wfj o)t ol 8]l 9o

291 BAF fe4o] WA VEdth S8 HAE/0|n]x] SA o)A E Fio
Fe wd, £ TG FAAY A9 JUAOT Wi Vet AFS Holx
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Table 4. Purchase attribute of grain processed products by job
Job (MSD)
Factor F-value | p-value
Office Housewife Self- Student Ino§cupa- Etc.
worker employment tion
Safety | 3.29+0.77 | 3.84+0.75 | 3.60+0.73 | 3.050.68 | 3.4840.93 | 3.61=0.71 | 8.76 | 0.000"
Brand/image | 3.39+0.71 | 3.6740.74 | 3.6040.64 | 3.34+0.70 | 3.21£0.76 | 3.48£0.67 | 2.08 | 0.07
Preferred o
) b 3.5420.86 | 3.7941.05 | 3.8140.88 | 3.2040.75 | 3.23+1.07 | 3.5240.98 | 420 | 0.000
high-quality
CO:;E:;“ 2.90+40.66 | 2.89+0.79 | 2.90+0.65 | 2.93+0.69 | 2.77+0.70 | 3.24+0.89 | 1.12 | 035
Consumption| » 51070 | 2.6340.92 | 2.62+0.67 | 2.69+0.78 | 2.5140.63 | 2.8340.63 | 1.11 | 0.35
Patterns
Tasﬁfghelf 3.9240.57 | 3.84+0.61 | 3.84+0.52 | 3.98£0.54 | 3.75£0.60 | 3.70:0.55 | 136 | 0.4
Price 3.47+40.77 | 3.64+0.83 | 3.39+40.70 | 3.35+0.79 | 3.23£0.93 | 3.27+0.69 | 131 | 0.26
"p<0.05 " p<0.01

7HL% AP &5l WE Ful&Ade Aol
=4, 1,000~2,000%F

I%EM ATHTable 5). LFAA T} AP =+
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Z

ok 71 011;]__

I ER B R
A gkl A awlfao]l B Ueha, ThE el At

[e]
agle

o2

tha fol@ A%E Holn
ol gl AFol Yov, Bely F7

d ool A vrAl Yeha Utk 1 9o tE o

Table 5. Purchase attribute of grain processed products by household income

FF AolE Holw

A
)J\\__

==

2015 Household Income (M+SD)

Factor | cthan10| 10~20 | 20~40 | 40~60 | 60~80 |More thango| ¥ value| p-value
million won | million won | million won | million won | million won | million won

Safety | 3.33£0.99 | 3.33+0.62 | 3.26:0.84 | 3.24=0.70 | 3.5040.71 | 3.54:0.91 | 1.54 | 0.18
Brand/image | 3.37+0.78 | 3.38£0.80 | 3.38+0.67 | 3.47+0.67 | 3.56£0.61 | 3.37+0.89 | 0.70 | 0.63
Preferred

) ¢ 13334095 | 3.21+0.87 | 3.48+0.86 | 3.39+0.86 | 3.59+0.86 | 3.771.10 | 1.88 | 0.10
high-quality
CO:;i?fgme 2.76+0.51 | 3.05£0.91 | 3.04£0.64 | 2.9120.67 | 3.01:0.73 | 2.72+0.72 | 1.91 | 0.09
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2015 Household Income (M+SD)

Factor 1y oo than10| 10~20 | 20~40 | 40~60 | 60~80 |More thango| F~value| p-value
million won | million won | million won | million won | million won | million won

Consumption

2.43+0.62 | 2.94+0.88 | 2.77+0.83 | 2.50+0.60 | 2.51+0.73 | 2.55+0.74 | 2.63 0.02
patterns

Taste/shelf life] 3.88+0.56 | 3.83+0.69 | 3.90+0.58 | 3.89+0.56 | 3.94+0.54 | 3.89+0.59 | 0.15 0.98

Price 3.08+1.06 | 3.30+0.80 | 3.53+0.67 | 3.44+0.71 | 3.44+0.74 | 3.54+0.89 | 1.38 0.23

"p<0.05 " p<0.01

Aol BmiE A e = 7HEAlE SRS AF F3 wE 7 Wxet 47| AlF
UA AHeE H4E EAAT € SR A, 2, Y, F 5 e EHE =989

AIVE 5.6%, S 4.1% =02 ZAE I

Helo] A WMo F9 NETE 40.7%E 7P o, 4k BT 23.6%, BElxt
19.3%, 2 7% 79 ¥ES YERfaL ok

ZF AE] AS FREFHYF MY B1(32.1%), T 25.4%, DHALFH) 23% <O 2
ZALE ST

U] A9 gro] 61.7%%E AA F= 7HEAF FoA 7P 7Y WET B AFSE
ZAE R oW, T 0 2 W 48.7%)9] T W= HlFo] =9ka, UIFE 254%, -2 g
10.5% +=0.2 ZAE T

FE ABAT TYNEE TR FYLS PR

4) 2015\ A FEAQ Bopd A8 AuAE ZAL YA ER
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T 23] ol TUTTE HIFo] MA SHAS 27.8%°1H, T = W 19.0%, T 18.3%
T E YERY, ofAl 2 2—% 7FEAFS YR TS0l g, WRe RETt om ULt
AareE ARgHIFO] = S Ao E WEEAE Qole 7 HIETE =4 &2 A
o8 ZAEIIT. K9 73‘%& W Qe Y WEVF 4 ¢, TY A= TR
T Yol I=rt @A A A
TE MFAE E7 gga 7Y Aol 1ysE S5 2olS EAEr] Yaf A
Hale $4S ZARIAT AF FRE Aol A Fuivt &
© £A4L AgATe dulEAE B8 THE, dARRp, ub
2 &Aoo g BF3I9Th
ot 44.8%, 7V 30%, Y4kA] 13.5% o2 FAHES e, WEehe ot 37.1%, 714
Age vt 42.1%°] 7V =3 7H4, BRlE, d4kA] 87 vt FEo R
= Bt 42.6%, 7HE 21.5%0lH, A7EEE dAHA 31.7%, Bt 27.1%, 7HE
22% 2 4427 Fa aHshes aRlo R ARE A
e AFQ W JA] gt 41, 1%, B 27.4%, 7HE 19.4% %owﬂ T4tR e WEE gk
39.5%, BT 23.6%, 7H4 222%wc o2 Wl U FujEAdS Holal Ut B
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Table 6. Purchase frequency by grain type
(unit : N, %)

Sample |Not at all |[Sometimes| Usually Often |Very often
Rice cake 319 18.2 47.0 24.8 8.2 1.9
Rice Frozen rice (Instant rice) 316 32.6 31.0 19.0 13.0 4.4
Rice wine 319 41.1 32.0 18.8 5.6 2.5
Rice snack 315 56.2 273 124 3.5 0.6
Rice flour 316 63.6 19.3 11.4 4.7 0.9
Barley beer 317 18.9 16.7 23.7 22.4 18.3
Domestic barley beer 317 38.2 18.6 19.6 14.8 8.8
barley tea 316 304 22.5 27.8 14.6 4.7
barley bread 314 56.1 24.5 12.4 54 1.6
Bean Miso (Kochujang) 318 29.6 22.3 25.2 19.2 3.8
tofu 318 17.6 17.3 33.0 22.0 10.1
soy milk 315 27.6 222 24.8 16.2 9.2
flour 315 18.7 27.9 27.9 18.1 7.3
Wheat ramen 316 32 13.9 212 33.9 27.8
Domestic wheat ramen 314 50.3 223 16.9 7.0 3.5
Bread 316 2.5 18.7 30.1 29.7 19.0
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Table 7. Consideration attribute by type of grain processed product
(unit : N, %)

Sample | Price | Origin | Taste | Safety | Brand |Certification
Rice cake 480 30.0 13.5 44.8 7.3 29 1.5
Frozen rice (Instant rice) | 407 30.0 8.1 37.1 9.8 14.0 1.0
Rice Rice wine 340 17.4 16.8 42.1 44 17.1 24
Rice snack 256 21.5 18.4 42.6 9.8 5.5 2.3
Rice flour 218 22.0 31.7 27.1 10.1 6.4 2.8
Beer 474 19.4 8.0 41.1 3.0 27.4 1.1
Domestic barley beer 365 222 9.6 39.5 3.6 23.6 1.6
Barley
Barley tea 399 22.8 19.3 31.6 8.0 16.3 2.0
Barley bread 256 21.9 19.9 39.8 8.6 7.4 2.3
Miso (Kochujang) 424 19.3 219 32.1 6.4 18.2 2.1
Bean Tofu 482 21.8 23.0 30.5 7.7 14.5 2.5
Soy milk 416 22.6 14.2 33.4 7.5 20.2 22
Flour 469 254 19.6 19.0 10.9 21.5 3.6
Wheat Ramen 563 21.8 3.6 44.6 3.9 25.4 0.7
Domestic wheat ramen 301 19.3 13.3 38.2 8.6 17.6 3.0
Bread 569 24.1 7.0 44.5 5.1 18.3 1.1
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Table 8. Crosstabulation analysis about purchase path
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(unit : N, %)
Tradi- | Large .
Sample Super tional |discount Depart- Online Specialty Etc. | Total
market ment store
Market | store
Total 366 23.8 5.7 57.1 2.7 49 4.1 1.6 | 100.0
10°’s 33 36.4 6.1 51.5 - - - 6.1 100.0
20’s 110 28.2 0.9 61.8 1.8 4.5 0.9 1.8 100.0
30’s 112 19.6 54 57.1 2.7 9.8 4.5 0.9 100.0
Age
40’s 52 154 5.8 63.5 3.8 1.9 9.6 - 100.0
50’s 33 24.2 9.1 54.5 - - 9.1 3.0 100.0
More than 60’s 26 23.1 23.1 34.6 11.5 3.8 3.8 - 100.0
Office workers 152 28.3 3.9 52.0 3.9 4.6 5.9 1.3 100.0
Housewife 48 16.7 83 64.6 2.1 2.1 6.3 - 100.0
Self-employment 27 222 11.1 444 7.4 3.7 11.1 - 100.0
Job

Student 98 23.5 2.0 69.4 - 3.1 - 2.0 100.0
Inoccupation 15 20.0 20.0 533 - 6.7 - - 100.0
Etc. 26 154 11.5 423 3.8 19.2 - 7.7 100.0
Less than 10 20 | 350 | 100 | 500 | - - 50 | - | 1000

million won
10~20 million won 29 34.5 13.8 379 6.9 6.9 - - 100.0
2015 | 20~40 millionwon | 91 | 29.7 33 | 516 | 33 8.8 22 1.1 | 100.0

Household

Income | 40~60 million won 66 22.7 3.0 54.5 4.5 4.5 7.6 3.0 100.0
60~80 million won 72 18.1 6.9 65.3 1.4 - 4.6 2.8 | 100.0
More than 80 47 | 128 | 21 | 745 | 21 43 43 - | 1000

million won
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Table 9. Crosstabulation analysis about information acquisition path
(unit : N, %)

Samples| Tv |Internet RZZE?IT oep ] N;‘:;s;i Zr/ slr::) ?]r; 1;;);3 Etc. | Total

acquaintance
Total 386 282 | 334 13.2 3.1 16.8 | 1.8 3.4 |100.0
Male 156 39.1 28.2 9.0 1.9 160 | 1.9 3.8 |100.0

Gender

Female 230 209 | 37.0 16.1 3.9 17.4 | 1.7 3.0 |100.0
10’s 33 273 30.3 9.1 - 333 - - 100.0
20’s 115 28.7 | 33.0 11.3 0.9 22.6 - 3.5 1100.0
30’s 127 23.6 | 409 12.6 39 150 | 0.8 3.1 |100.0
Aee 40’s 53 28.3 32.1 18.9 1.9 132 | 19 3.8 |100.0
50°s 34 353 | 294 11.8 8.8 5.9 5.9 2.9 |(100.0
More than 60°s 24 41.7 8.3 20.8 8.3 - 125 | 83 |100.0
Oftfice workers 157 28.7 | 389 10.2 4.5 140 | 0.6 3.2 1100.0
Housewife 53 20.8 | 358 15.1 3.8 15.1 | 5.7 3.8 |100.0
Self-employment 29 44.8 10.3 27.6 3.4 3.4 6.9 3.4 1100.0
fob Student 104 25.0 | 31.7 11.5 1.0 26.9 - 3.8 |100.0
Inoccupation 16 37.5 25.0 12.5 - 125 | 63 6.3 |100.0
Etc. 27 29.6 | 333 1.85 3.7 14.8 - - 100.0
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