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Abstract

The aims of this study were to examine whether there are consumer segments that
have a propensity to be deal prone in purchasing processed foods and to identify those
characteristics of consumers that reflect their deal proneness. Thus, raw data from the Korea
Consumer Attitude Survey was analyzed by frequency, factor analysis, and Tobit regression.
The major findings are as follows. Individual deal proneness are different according to
regional and socio-economic characteristics, and the lifestyle of the consumers also affects
deal proneness. Socio-economic variables that have significant impacts on deal proneness
for processed foods are residential areas, preferred lifestyle types, sex, age, educational
background of the household head and type of store mostly used. With regard to lifestyle,
it was found that consumers with a lifestyle that includes convenience, brand pursuit, and
convenience are more likely to have a higher degree of deal proneness for processed foods.
From the results based on different food groups, it was found that deal proneness for
different food groups is affected by the areas, types of sales promotion, and socio-economic
characteristics of the consumers. This result suggests that the differences in the consumption
of processed foods and deal proneness are indicative for the need to use marketing strategies
that consider the characteristics of consumers.

Keywords: consumer behavior, deal proneness, processed food, two-limit tobit
regression
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Table 1. Characteristics of respondents (Unit N, %).
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Variable Frequency Percentage
Region Seoul 831 20.78
Inchon/Gyeonggi 1111 28.11
Pusan/Gyeoongnam 637 15.94
Daegu/Gyeongbuk 41 10.53
Chungchueong 412 10.31
Junnam/Junbuk 408 10.20
Kangwon 123 3.08
Jeju 44 1.10
Sex male 1,955 48.88
female 2,045 51.13
Age 20s 717 17.93
30s 848 21.20
40s 893 22.33
30s 714 17.85
60s 828 20.70
Education high school 1,892 47.30
college 1,945 48.63
graduate school 163 4.08
Marital status Married 2,943 73.58
not married 1,057 26.43
Income(million won) <2 535 13.38
2-2.99 713 17.83
3-3.99 942 23.55
4-499 722 18.05
>5 1,088 27.20
Number of household member 1 306 7.65
2 808 20.20
3 910 22.75
4 1,551 38.78
=5 425 10.62
Type of wife housewife 862 53.88
working wife 738 46.13
Missing 2,400 -
Adolescent member Yes 1,457 36.43
no 2,543 63.58
Total 4000 100.00
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Table 2. Number of purchased sales promoted items (Unit N, %).

Number of items  Frequency Percentage Number of items  Frequency Percentage
0 187 4.68 23 18 0.45
1 316 7.90 24 15 0.38
2 458 11.45 25 8 0.20
3 437 10.93 26 10 0.25
4 407 10.18 27 13 0.33
5 318 7.95 28 12 0.30
6 281 7.03 29 10 0.25
7 237 5.93 30 7 0.18
8 201 5.03 31 6 0.15
9 189 4.73 32 10 0.25
10 156 3.90 33 7 0.18
11 121 3.03 34 6 0.15
12 90 2.25 35 8 0.20
13 96 2.40 36 2 0.05
14 75 1.88 37 4 0.10
15 5l 1.28 38 3 0.08
16 36 0.90 39 4 0.10
17 48 1.20 41 1 0.03
18 33 0.83 42 2 0.05
19 33 0.83 43 2 0.05
20 31 0.78 44 1 0.03
21 21 0.53 45 4 0.10
22 25 0.63 46 0 0.00
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Table 3. Results of factor analysis.

Questionnaire Factor 1 Factor2 Factor3 Factor4 Factor5 Cronbach’s a
I would rather buy processed foods at a place 0.630 0.657
that sells them at a bargain.

I often use price comparison information or 0.597

sites to buy processed foods.

I consider the availability of delivery when 0.574

choosing a store to purchase processed foods.

I buy it in advance if it is a special event, such 0.562

as a price discount or a premium.

I would rather buy the cheapest products. 0.541

I buy large quantities at a time and eat them 0.515

for a certain period of time.

I buy processed foods made from domestic 0.721 0.732
materials, even if they are expensive.

If it is delicious, I buy it even if it is a little too 0.788

expensive

If the brand is reliable, it buys even if it is a 0.639

little expensive.

I like homemade food rather than buy one. 0.695 0.624
I prefer vegetables to meat. 0.634

I have to eat rice to feel like I've eaten properly. 0.624

I try not to eat processed foods. 0.568

Eating food means more for health and 0.556

nutrition management than enjoying the taste.

I don't mind spending money on food. 0.685 0.615
I like to try some food I haven't eaten. 0.661

I have no objection to buying imported 0.727

processed goods.

I tend to buy new food first. 0.478

I prefer large discount stores to traditional 0.708 0.510
market.

I make a habit of going to the same store. 0.582

I buy the processed foods of well-known 0.539

brands, and many people buy them.

Kaiser-Meyer-Olkin: 0.814
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Table 4. Descriptive statistics.

Variable Description Mean Std. Dev.  Min. Max.
seoul if region is Seoul = 1; else 0 0.21 0.40 0.00 1.00
knam if region is Inchon/Gyeonggi = 1; else 0 0.15 0.36 0.00 1.00
kbuk if region is Daegu/Gyeongbuk = 1; else 0 0.11 0.31 0.00 1.00
jeonra if region is Junnam/Junbuk = 1; else 0 0.10 0.30 0.00 1.00
chung if region is Chungnam/Chungbuk = 1; else 0 0.10 0.31 0.00 1.00
kang if region is Kangwon = 1; else 0 0.03 0.17 0.00 1.00
jeju if region is Jeju = 1; else 0 0.01 0.09 0.00 1.00
pl if promotion is free gift = 1; else 0 0.40 0.49 0.00 1.00
p3 if promotion is discount = 1; else 0 0.10 0.30 0.00 1.00
p4 if promotion is the others = 1; else 0 0.002 0.05 0.00 1.00
perception evaluation of purchasing promoted goods 3.94 0.90 1.00 5.00
male if sex is male = 1; else 0 0.48 0.50 0.00 1.00
age 20s=1; 30s =2; 40s = 3; 50s = 4, 60s = 5 3.00 1.38 1.00 5.00
single if single household = 1; else 0 0.08 0.27 0.00 1.00
hhnum number of household member 3.28 1.18 1.00 9.00
edu high school = 1; college = 2; graduate school =3 1.57 0.57 1.00 3.00
Income(million won) less than 2 =1; 2~2.99 = 2; 3~3.99 = 3;4~4.9 = 4; 3.30 1.37 1.00 5.00
more than or equalto 5=5

prsen If price sensitive = 1; else 0 0.46 0.50 0.00 1.00
mart If main visiting store is SSM = 1; else 0 0.63 0.48 0.00 1.00
child If household has children = 1; else 0 0.37 0.48 0.00 1.00
atl convenience 2.90 0.57 1.00 5.00
at2 well-being 3.35 0.67 1.00 5.00
at3 tradition 3.52 0.57 1.00 5.00
at4 newness 3.06 0.62 1.00 5.00
ats brand 3.63 0.59 1.00 5.00
SSM, Super Supermarket.
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Fig. 1. Deal proneness by socio-economic factors.

Korean Journal of Agricultural Science 45(3) September 2018 539



Analysis of factors influencing the deal proneness of consumers for processed foods

A7 3] 60t o) ol F743] RobATh. 17458 7% 0% 1 2008k] jgke] 77} At o & sl Aol &
Ao] | LEERIIL 4002H] o] 3] 7170l oz =7 Uehte. 5 742 1l chadnh=e} el ol 7hg Al E
2 2 7QU5Hs 79 B A9t oS Ho] 84w 7 UettaL olLuﬂoﬂnreqﬂqﬂowa?—oumqw
BhERIAAE o] sHe A2 wialet Anke weltt. 53] 2R GRS 1y HelolA 7FgAE 7eulFe] 5L A

AT U BRIl bt Mzomfl%qﬂowaﬁww BEES

I

ARFE TE817] 9i3tol AMAES TYUste] Zefslr| Rk ZFEAETUS Fsks HlFo] AHOR e HO
= g s} Wmslol A5 4;?4011 S48 4 9l ARZHlok] 2holo] of3F 20 2 BT, T3 Yaudah
7} Q= 7177} gl Zh) wlERlo) 8 ao] 2 Zlo 2 ek,

2210l 8ol QRS Tl 291 Al 7] 9fsje] AZEAS Mg 9ol Au|AEE Al e
ZARIAFE 400080] 2|2 25 ol A2 71 797} HAgsle] BN A4 3,8139) xh% ol g3l3ict,

2 Table 591 W20 713 31018 590l ol UL Bl AR W2 oA A,
HEBZ Y, 8, A, 179045, 812, F 7YX 502 Uk, 101 717 o], A5, 7} ulzﬁ# Apd g

FEolM= FofsiA] ot Auke B3loh AFAI 9] A¢- 3d/7871E 71E Tl #Eomeﬂi A, HT S, o

Table 5. Results of tobit analysis.

Variable Description Coefficient Std. Dev.
seoul if region is Seoul = 1; else 0 -2.2398* 0.3203
knam if region is Inchon/Gyeonggi = 1; else 0 0.6648 0.3498
kbuk if region is Daegu/Gyeongbuk = 1; else 0 - 1.2782* 0.4019
jeonra if region is Junnam/Junbuk = 1; else 0 -0.9761* 0.4108
chung if region is Chungnam/Chungbuk = 1; else 0 - 1.2228* 0.4023
kang if region is Kangwon = 1; else 0 1.3706™* 0.6513
jeju if region is Jeju = 1; else 0 -0.8971 1.2433
pl if promotion is free gift = 1; else 0 -0.1472 0.2340
p3 if promotion is discount = 1; else 0 - 0.8514** 0.3813
p4 if promotion is the others = 1; else 0 0.6092 2.2293
perception evaluation of purchasing promoted goods - 0.6348* 0.1277
male if sex is male = 1; else 0 -0.9183* 0.2255
age 20s =1; 30s = 2; 40s = 3; 50s = 4; 60s = 5 - 0.7024* 0.0967
single if single household = 1; else 0 0.5697 0.5067
hhnum number of household member 0.3366* 0.1307
edu high school = 1; college = 2; graduate school = 3 0.5448* 0.2193
income less than 2 = 1; 2~2.99 = 2; 3~3.99 = 3;4~4.9 = 4; more - 0.0890 0.0922
than or equalto 5=5
prsen If price sensitive = 1; else 0 0.4271 0.2277
mart If main visiting store is SSM = 1; else 0 0.5197** 0.2377
child If household has children = 1; else 0 0.2245 0.2598
atl convenience 1.4125% 0.2222
at?2 well-being 0.4462"* 0.1932
at3 tradition - 0.6681* 0.2212
at4 newness 0.6397* 0.2079
ats brand 0.5899* 0.2073
cons constant 2.9614* 1.2451
sigma estimated standard error of the regression 6.6545 -
*p<0.05,* p<0.01
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Table 6. Results of tobit analysis by item classification.

Variable = Cookie Beverage Snack HMR  Side Sauce Oil Ingredient Powder Can  Frozen
seoul - - - - - - - -
knam + + - +
kbuk - - - -

jeonra - - - -

chung - - - -

kang + + + -

jeju -

pl -

p3 - - -
p4 -

perception - - - - - - - - -

male - + - - - - -

age - - - - - + - -
single + +
hhnum + + +

edu + + + + +

income - -

prsen

mart +

child

atl + + + +
at?2 + + + +

at3 - - - - -
at4 + + + + + +
at5 + + + + - -

cons + + - - - - -
seoul, if region is Seoul = 1; else 0; knam, if region is Inchon/Gyeonggi = 1; else 0; kbuk, if region is Daegu/
Gyeongbuk = 1; else 0; jeonra, if region is Junnam/Junbuk = 1; else 0; chung, if region is Chungnam/Chungbuk
= 1; else 0; kang, if region is Kangwon = 1; else 0; jeju, if region is Jeju = 1; else 0; pl, if promotion is free gift = 1;
else 0; p3, if promotion is discount = 1; else 0; p4, if promotion is the others = 1; else 0; perception, evaluation of
purchasing promoted goods; male, if sex is male = 1; else 0; age, 20s = 1; 30s = 2; 40s = 3; 50s = 4; 60s = 5; single, if
single household = 1; else 0; hhnum, number of household member; edu, high school = 1; college = 2; graduate
school = 3; income, less than 2 = 1; 2~2.99 = 2; 3~3.99 = 3; 4~4.9 = 4; more than or equal to 5 = 5; prsen, If price
sensitive = 1; else 0; mart, If main visiting store is SSM = 1; else 0; child, If household has children = 1; else 0;
hinvol, high involvement for food; cons, constant; HMR, Home Meal Replacement..

+

+ o+ 4+ o+ o+

+ o+ o+ o+
+
+
+

+
+
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Table 7. Results of tobit analysis using cluster.

Variable Description Coefficient Std. Dev.
seoul if region is Seoul = 1; else 0 -2.3128* 0.3210
knam if region is Inchon/Gyeonggi = 1; else 0 0.9840* 0.3494
kbuk if region is Daegu/Gyeongbuk = 1; else 0 - 1.0023* 0.4028
jeonra if region is Junnam/Junbuk = 1; else 0 - 0.9490** 0.4139
chung if region is Chungnam/Chungbuk = 1; else 0 - 0.8480** 0.4023
kang if region is Kangwon = 1; else 0 1.6827* 0.6559
jeju if region is Jeju=1; else 0 -1.2615 1.2508
pl if promotion is free gift = 1; else 0 -0.1550 0.2358
p3 if promotion is discount = 1; else 0 -0.7423 0.3839
p4 if promotion is the others = 1; else 0 0.9689 2.2487
perception evaluation of purchasing promoted goods - 0.5870* 0.1286
male if sex is male = 1; else 0 -0.8375* 0.2269
age 20s =1; 30s = 2; 40s = 3; 50s = 4; 60s = 5 -0.9143* 0.0880
single if single household = 1; else 0 0.5962 0.5106
hhnum number of household member 0.3801* 0.1313
edu high school = 1; college = 2; graduate school = 3 0.5920* 0.2212
income less than 2 = 1; 2~2.99 = 2; 3~3.99 = 3;4~4.9 = 4; more - 0.0858 0.0921
than or equal to 5=5
prsen If price sensitive = 1; else 0 0.5521** 0.2281
mart If main visiting store is SSM = 1; else 0 0.6849* 0.2380
child If household has children =1; else 0 0.1225 0.2617
hinvol high involvement for food 1.6310* 0.2278
cons constant 9.4872* 0.8359
sigma estimated standard error of the regression 6.7163
*p <005, p < 0.01
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Conclusion

B Ao A LA E S BT Ao M A M RAIE Au|RIEE ZAL RFE 2 o] &5}o] 7}EAIEo| Tfat A
H]fe] B o] 8AJgka ofo] ke T Q1SS AlmiE A} sH9ict.
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