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8 o o] A FHHL A5 wE Ho|AY AF 7ol £ FHofl A EAkSIHeH, ¢
HEAQl AFErOA AA 1,235 FoA oJAdo] 59.6%, A0l 40.4%E olAo] FARTE tha woith
Hlo|A7] A Lo &AoA ‘ARG 0] 40.0%2 7FF Wokal, AFA AL e AFA}F B
o] 35.8%%1 RHHO| FAEA AFAE ‘A7 TAHF (p<0.001)2] 45.4%=2(p<0.001), &A5°] =&
= A7 gt TAHo] =tHp0.001). HolAZ] AES Fulste ABAEL T 67.1%, FYF
13.7%, 7tA’ 1.8% <22 AFA|| wgt Fogh zfolE eRHATHp0.01). Ho]A 2] o]-&efolA
£ T lizto]= "lo|A L 71.1%, V=S HolAZ 14.6%, JAAES] Hlo|AY 8.4% ATt

Aol - H|o]F]E] AjF H|o]FE £, Ho]FE] FFrf FH, ZE#HRIO|= H]o]7]Z],
=P Ho]72]

Abstract : The purpose of this study was to investigate in the residence and the income choice
attributes and usage pattern of Bakery Product Purchasers. The findings of survey showed that in
general characteristics of respondents, Out of the total 1,235 people, 59.6% of them were women,
40.4% of them were men, so the number of females was slightly higher than that of males. On the
matter of bakery purchase attributes, in the case of food life 'health—interest type' was the most
popular with 40.0%. In residential areas, people living in large cities received 35.8% of the
'‘taste—interest type, while people living in small and medium sized cities received 45.4% of the
'health—interest type'(p<0.001), the higher the income, the more interested in your health(p<0.001).
When purchasing bakery products, consumers had different importance factors such as taste 67.1%,
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nutrition 13.7%, price 7.8%, in residential areas was a significant difference(p<0.01). In bakery—using
type, franchise bakery was 71.1%, window bakery 14.6%, in—store bakery 8.4%.

Keywords  bakery products, bakery purchase attributes, bakery—using type,

franchise bakery, window bakery
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Table 1. General characteristics of respondents

Variables Content N(%) Variables Content N(%)

Male 499( 40.4) Students 236( 19.1)

Gender Female 736( 59.6) Office Worker 223( 18.1)
Total 1235(100.0) Self-employed 98( 7.9)

20~29 401( 32.5) Job Sales/Service 145C 11.7)

30~39 363( 29.4) Professional 315( 25.5)

fygezrs) 40~49 288( 23.3) Housewife 218( 17.6)
=50 182( 14.7) Total 1235(100.0)

Total 1234(100.0) <100 267( 21.6)

<High School 178( 14.4) 100~199 287( 23.2)

College 253( 20.5) | Monthly 200~299 241( 19.5)

Education  University 682( 55.2) I(rllg?éggwon) 300~399 178( 14.4)
Graduate School 122(C 9.9 =400 262( 21.2)

Total 1235(100.0) Total 1235(100.0)

Single 642( 52.1) Big City 654( 53.0)

Marriage ~ Married 590( 47.9) Residence Midium-sized City 581( 47.0)
Total 1232(100.0) Total 1235(100.0)

Table 2. Type of food life according to the residence

N(%)
Residence Z
Variables Total Big Midium- (P
City sized City
Health concerns 493( 40.0) 229( 35.2) 264( 45.4)
T Information Concerns 56( 4.5) 35( 5.4) 21C 3.6)
ype . 25.23
of Economic concerns 98( 8.0) 44( 6.8) 54( 9.3) (dl.[:4)
fOOd Convenient concerns 209( 17.0) 110( 16.9) 99( 17.0)
life Taste concerns 376( 30.5) 233( 35.8) 143( 24.6)
Total 1232(100.0) 651(100.0) 581(100.0)
aRigz’yThfee meals 610( 49.5)  291( 44.7)  319( 54.9)
Bread and Flour -
Type food, once a day 490( 39.8) 283( 43.5) 207( 35.6) 17.06
of Bread, Three (df=3)
meal e Thee 67C 54) 450 69)  22( 38)
etc. 65( 5.3) 32( 4.9 33( 5.7
Total 1232(100.0) 651(100.0) 581(100.0)

**p<0.01  ***p<0.001

- 346 -



Vol. 38, No. 2 (2021) A5 @2 HlojAg AE Fuf 447 J&H 5
Table 3. Type of food life according to the income
N(%)
] Income(10,000won) I
Variables
100~199 200~399 >400 (dp
Health concerns 186( 33.6) 159( 33.1) 148( 56.5)
Type Informat.lon Concerns 33( 6.0) 16( 3.8) 7 2.7) 55.99""
of Fconomic concerns 42( 7.6) 33( 7.9) 23( 8.8 (d-8)
food Convenient concerns 85( 15.4) 92( 22.1) 32(12.2)
life Taste concerns 207( 37.4) 117( 28.1) 52( 19.8)
Total 553(100.0) 417(100.0) 262(100.0)
Rice, Three meals 208( 41.3)  226( 541  156( 59.5)
a day
Bread and Flour woak
Type food, once a day 259( 46.9) 151( 36.1) 80( 30.5) 30.45
of (df=6)
meal Bread, ang;e 31C 56 23 55 13 5.0)
etc. 34( 6.2) 18( 4.3) 13C 5.0
Total 552(100.0) 418(100.0) 262(100.0)
*5%50,001
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Table 4. Purchasing criteria and frequency in bakery products according to the residence

N(%)
Residence
Variables Total Big Midium~- x
: ) ! (@
City sized City
Taste 828( 67.1)  469( 71.8)  359( 61.8)
Price 96( 7.8) 43( 6.6) 53C 9.1)
Nutrient 169( 13.7) 67( 10.3) 102( 17.6) o
Choice Sanitation 78( 6.3) 36( 5.5 42( 7.2) 25'91
o (df=6)
Criteria Shape 18C 1.5 14(C 2.1 4C 0.7
Reputation 28( 2.3) 15( 2.3) 13( 2.2)
etc 17C 1.4) 9( 1.4) 8( 1.4
Total 1234(100.0) 653(100.0) 581(100.0)
Every day 29C 24 21( 32 8( 1.4)
3~4 times a week 181( 14.7) 95( 14.5) 36( 14.8)
. 1~2 times a week 515( 41.7) 278( 42.5)  237( 40.9) 6.66
Purchasing ,
2~3 times a month 349( 28.3) 182( 27.8) 167( 28.8) (df=53)
Frequency No Purchasing 142 115 710109  71( 12.2)
etc 18(C 1.5 70 1.1 11C 1.9
Total 1234(100.0) 654(100.0) 580(100.0)
*%540.01
Table 5. Purchasing criteria and frequency in bakery products according to the income
N(%)
Variables Income(10,000won) X
100~199 200~399 >400 (df
Taste 388( 70.2) 272( 64.9) 168( 64.1)
Price 48 (/8.7 29C 6.9) 19C 7.3)
Nutrient 58( 10.5) 66( 15.8) 45(17.2) 17.56
Choice Sanitation 29( 5.2) 31C 7.4) 18( 6.9 "
o (df=12)
Criteria Shape 12C 2.2) 4C 1.0 2( 0.8)
Reputation 13( 2.4 100 2.4) 5( 1.9
etc 5( 0.9 7C 1.7) 5( 1.9
Total 553(100.0) 419(100.0) 262(100.0)
Every day 13C 2.3) 9( 2.2) 7C 2.7
3~4 times a week 91( 16.4) 52(12.4) 38( 14.5)
. 1~2 times a week 234( 42.2) 177( 42.3) 104( 39.7) 6.24
E:;E:Tyg 23 times a 146( 26.4)  126(30.)  77(294)  (@=10)
No Purchasing 64( 11.6) 48( 11.5) 30( 11.5)
etc 6( 1.1) 6( 1.4) 6( 2.3)
Total 554(100.0) 554(100.0) 262(100.0)
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Table 6. Bakery usage pattern according to the residence

N(%)
Residence 2
Variables Total Big Midium- (@
City sized City
Window Bakery 180( 14.6) 87( 13.3) 93( 16.0)
In—store Bakery 104( 8.4) 55( 8.4) 49( 8.4)

Usage Hotel Bakery 20C 1.8 13C 2.0 7C 1.2) 4.94
Pattern Franchise Bakery 878( 71.1) 469( 71.7) 409( 70.4) (df=5)
Cafe-type Bakery 31C 2.5 20C 3.1 11¢ 1.9
etc 22( 1.8) 10C 1.5 12( 2.1
Total 1235(100.0) 654(100.0) 581(100.0)

Weekdays 558( 45.2) 292( 44.6) 266( 45.8)

Weekend 437( 35.4) 243( 37.2) 194( 33.4) 745
The date of Holiday 97( 7.9 56( 8.6) 41C 7.1 (dI;:4)
purchase Anniversary 67(C 5.4) 32( 4.9 35 6.0
etc 76( 6.2) 31C 4.7 45 7.7)
Total 1235(100.0) 654(100.0) 581(100.0)
Table 7. Bakery usage pattern according to the income -
N(%
] Income(10,000won) %
Variables Total 100~199  200~399  >400 (df)
Window Bakery 180( 14.6)  77( 13.9)  58( 13.8)  45( 17.2)
In—store Bakery 104C 8.4) 46( 83) 37( 88  21( 8.0
Usage Hotel Bakery 200 1.8)  10C 1.8) 8( 1.9 2( 0.8 4.40
Franchise Bakery 878( 71.1) 396( 71.5) 301( 71.8) 181( 69.1)  (df=10)
Pattern Cafe-type Bakery ~ 31( 2.5 15 27) 9 2  7C 2.7
etc 22( 1.8) 10( 1.8 6( 1.4) 6( 2.3)
Total 1235(100.0)  554(100.0)  419(100.0)  262(100.0)
Weekdays 558( 45.2) 269( 48.6) 180( 43.0) 109( 41.6)
Weekend 437( 35.4) 174( 31.4)  169( 40.3) 94( 35.9) 567"
The date of  Holiday 97( 7.90  35( 6.3) 39C 9.3) 23( 8.8) (c}f:é’)
purchase Anniversary 67C 5.4)  29C 52) 18( 4.3)  20( 7.6)
etc 76( 6.2)  47( 85  13( 3.1D)  16( 6.1
Total 1235(100.0)  554(100.0)  419(100.0)  262(100.0)
%5 01
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Table 8. Time period in bakery—purchase according to the residence and income

N(%)
Residence 2
Variables Total Big Midium— @
City sized City
Morning 138( 11.2) 96( 14.7) 42(17.2)
Purchasing 12AM~ 3PM 213( 17.3) 102( 15.6) 111 19.1) 33.317"
fime 3PM~6PM 420( 34.0) 188( 28.7) 232( 40.0) (df=3)
After 6PM 463( 37.5) 268( 41.0) 195( 33.6)
Total 1234(100.0) 654(100.0) 580(100.0)
Own 611( 49.5) 367( 56.1) 244( 42.0)
Children 342( 27.7) 137( 20.9) 205( 35.3)
Purchasing Parent 67( 5.4) 34( 5.2 33( 5.7) 38.58""
for whom Spouse 124( 10.0) 68( 10.4) 56( 9.6) (dt=5)
Friend 67( 5.4) 39C 6.0) 28( 4.8)
etc 24( 1.9 9( 1.4) 15( 2.6)
Total 1235(100.0) 654(100.0) 581(100.0)
*%%5(.001
Table 9. Time period in bakery—purchase according to the income
N(%)
] Income(10,000won) X
ariables Toral 100~199  200~399 >400 dh
Morning 138( 11.2) ~ 52C 9.4  49(11.7) 37 (14.2)
Purchasi 12AM~ 3PM 213( 17.3)  104( 18.8) 72( 17.2) 37( 14.2) 8.86
urchasing
. 3PM~6PM 420( 34.00  177( 31.9) 151( 36.0) 92( 35.2) (df=6)
tme After 6PM 463(37.5)  221(39.9) 147( 35.1)  95( 36.4)
Total 1234(100.0)  554(100.0) 419(100.0) 261(100.0)
Own 611( 49.5) 350( 63.2) 176( 42.0)  85( 32.4)
Children 342( 27.7) 91( 16.4) 130( 31.0) 121( 46.2)
Purchasing Parent 67( 54  43( 7.8)  18( 4.3) 6( 2.3) 16253
for whom Spouse 124 10.0)  19C 3.4)  66( 15.8)  39( 14.9) (df=10)
Friend 67(C 5.4) 39C 7.00  21C 5.0) 7C 2.7)
etc 24( 1.9 12( 2.2) 8( 1.9 4C 1.5)
Total 1235(100.0)  554(100.0)  419(100.0)  262(100.0)
***pC 001
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k1l ‘9T 3A~QLT A7} 28. 7% oM, FA
TAoAE 2T 3A~2% 6] Fufgicirt
40.0%, ‘% 6A] o|F’o Fulgttirt 33.6%=
Fu)gt 2polE e TH(p<0.001). &5l ¢
olAE 100~2007H =TTt 4007 o]l A
L 9% 6A] o|F a7} 39.9%, 36.4%=E W
ko, 200~4009Hd m|T AL ‘93X~
S6A Fui7t 36.0%= Wk

Hlo]AE] AE FujA] 7]Eo] HE AFHOR
Ao e ‘Holo] 495%, AI'E 7|Eo=R
Tzt 27.7%, WA 7F 10.0%90. FA
204 Ag AR BEl'E VEoR2 Hulgh
ot 56.1%, ‘AH’E 7oz St 20.9%9
o, FAZAAE Bl'g 7Eo=r Fufgt
ot 42.0%, AHE JlEez FufRitirt
35.3%AtH(p<0.001). A5 ojx Fujr|ES
100~2009Hd  ojgre “Eol'  632%, Ay
16.4%°1™, 200~4009Hd m|gke “Eol” 42.0%,
24’ 31.0%, 4007+ o2 Ad 46.2%, ‘&

450 W o)Az AF P 543 g 9

o' 32.4%% UER} £50] goldas Eelut
L zpde} mjexts v)Eo® pujsts H|Eo|
=P TH(p<0.001).

3.2.5. Hlo]AT] AES] T FH A=

FAZeE A5 2 HolAZ AE i
H A2 gigt A7= Table 10, 113} Z2th A
AHom ‘o]gol} A E FotolA 33.2%, 'F
1E T4 19.0%, 7IEFE 15.3%, AE o]
14.2%= Ugkom, A& tixAlo AFsHe Al
E2 ‘ololy HFE FololA 31.5%, HA
‘2 B8iA 19.7%, 'TV/Radio'S FaiA 15.3%
o, FAZAME ‘olgol}t XFE Fo}
X 31.5%, FE TIA 18.2%, AHIA'E
E5)4 13.1%%

AE SZo AL 100~2005H mlFtof AL ‘o]
Lo} ITE ESiA 35.9%, ‘FIE oA
17.5%, "QIE]YI‘0] 17.1%%9.2H, 200~4005HY
oo A ‘o]golut A S FA 29.6%, B

Table 10. Route of information in bakery—purchase according to the residence

N(%)
Residence 2
Variables Total B‘ig Midiunf (dh
City sized City
TV/Radio 171 13.9) 100( 15.3) 71(12.2)
Internet 175( 14.2) 99( 15.1) 76( 13.1)
Route of Newspaper 55( 4.5 28( 4.3) 27( 4.6) 6.06
information Neighborhood 410( 33.2) 206( 31.5) 204( 35.1) (df=3)
Advertisement 232( 19.0) 129( 19.7) 106( 18.2)
etc 189( 15.3) 92( 14.1) 97( 16.7)
Total 1235(100.0) 654(100.0) 581(100.0)
Table 11. Route of information in bakery—purchase according to the income
N(%)
) Income(10,000won) b
Variables Total 100~199  200~399  >400 (dp)
TV/Radio 171( 13.4) 65( 11.7) 71( 16.9) 35( 13.4)
Internet 1750 14.2)  95( 17.1)  55( 13.1)  25( 9.5
Route of Newspaper 55( 4.5) 22( 40 23( 55 10 3.8 21.617
formation Neighborhood ~ 410( 33.2)  199( 35.9) 124( 29.6)  87( 33.2)  (df<10)
Advertisement 232( 19.00  97(17.5) 83(19.8)  55( 21.0)
etc 189( 15.3) 76( 13.7) 63( 15.0) 50( 19.1)
Total 1235(100.0)  554(100.0)  419(100.0) 262(100.0)
*p< .05
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10 ol%2 - d7d
T2 5S4 19.8%, ‘TV/RadioE oAl

16.9%, 400%tH olfoA= ‘olgolut A E
E5A 33.2%, ‘F1'E EA7 21.0%= e
FHp<0.05).

upEba] Ho]A=] ol QlojAe A |
gF @o] Q= Ao=E Fuu TV, JHYET
ZAdolut @Zo| ot Aol e Fot
el 72 He Aoz Almdrt ot Z
A= S, H. Ryu 5[16]9] Q7oA LA
A7F 43.0%2 7VF =4 vEid Ad F2
< YehH I

offf rlo & rjr mx

2

o
O
o

3.2.6. WolAe AF) T B} 1§

ZAZet a5l wWE wolAe] AEe] Toj
247} HES Table 12. 137 2t} 7o) 2%
o AAN THAgoR TUBEIL 66.2%2
A thges @ 246%HT A5
7 Uehom, FARCIA AL HEA AF

She ARES Y 62.7%, AAE
28.9%, ‘AEE 44% £o07, FAEA AF
St AMEES 7R 70.1%,  AARE

19.8%, 719¥’ 4.5% %=o]3lt}. o|9} Zo] We
AAgo g2 Fufshe Fee AL tiAle] A
Fohs AHEEC] FATA AFSHE AFREEER
T} wotow, 7HAgo g Fufste HSE F4AT
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Al AFshe AFEEC] Ag tZAle AFol=
AFRFERTE BotH(p0.01). &S0 glojA= 7t
A8 AAE o2 yepsith o]24 H|o]A
2] A|Fo] of7tz] F4 Hrpe 7HA 9] sjge
2 Fofstc= ] H. Lee[20]9F S. H. Ryu 5
[16]9] Axtet FA Zpol7h U] oFotct.

FujHlgL HHHog SHA~19HE u|go]
49.9%, ‘13A~29rd wglo] 32.8%, ‘5]
oFo] 12.9%% YEpton, AFRo SlojA
2L o7 yehgdth A5 0ol 100~200
ohel muhe S5HA~ 1T muFo] 52.5%, ‘19t
A~2utgl wlglo] 25.2%, ‘5AY wgro] 18.1%
£0=2, 200~4009H mRtoAE 5H~1Y
a2y 50.7%, ‘19-E~29kd a|gt '36.4%, 5H
A mgl 9.1% 402 40059+ o] ‘It
A~ouk] w9 433%, SHG~17Y  mgy
42.9%, 5HY mEP 8.0%% ASo] Woldss
Tl H]-8-2 ot tH(p<0.00D).

4,

[N
T

Axo] FamA] A
g olgd 2uAEe]
grhe 2582 24

B A7 A4 fEAe
Z83 13] ol Ho|#2
dlol7e] AE o) &4

Table 12. The purpose and price in bakery—purchase according to the residence

N(%)
Residence
Variables Total Bi Midium- X
.lg . 1 1um (dﬁ
City sized City
For meal 304( 24.6) 189( 28.9) 115( 19.8)
For Snacks 817( 66.2) 410( 62.7) 407( 70.1) .
For gifts 3 43 29( 44) o4 41 160
Purpose . (df=4)
For Anniversary 48( 3.9) 22( 3.4 26( 4.5)
For etc 13C 1.1 4C 0.6) 9( 1.5
Total 1235(100.0) 654(100.0) 581(100.0)
<5,000 159( 12.9) 97( 14.9) 62( 10.7)
C 5,000~10,000 614( 49.9) 328( 50.4) 286( 49.3) 717
t
o 10,000~20,000 404(32.8)  202(31.0)  202( 34.8) (df=3)
(won)
220,000 54( 4.4) 24 3.7 30( 5.2)
Total 1231(100.0) 651(100.0) 580(100.0)
#5001
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Table 13. The purpose and price in bakery—purchase according to the income

N(%)
I 10,000
Variables Total ncome( won) x
100~199 200~399 =400 (dp
For meal 304( 24.6) 139( 25.1)  110( 26.3) 55( 21.0)
For Snacks 817( 66.2)  355( 64.1)  282( 67.3)  180( 68.7)
For gifts 53 43 29( 52 120 29 12 46 2
Purpose . (df=8)
For Anniversary 48( 3.9) 23( 4.2) 12C 2.9 12C 5.0
For etc 13¢ 1.1 8( 1.4) 3C 0.7 2( 0.8)
Total 1235(100.0)  554(100.0)  419(100.0)  262(100.0)
{5,000 159( 12.9) 100( 18.1) 38( 9.1 21 8.0)
C 5,000~10,000 614( 49.9)  290( 52.5)  212( 50.7)  112( 42.9) 46.04°"
t .
o8 10,000~20,000 404( 32.8) 1390 25.2)  152( 36.4)  113( 43.3) (dF=6)
(won)
220,000 54( 4.4) 23( 4.2 16( 3.3 15C 5.7
Total 1231(100.0)  552(100.0)  418(100.0)  261(100.0)
*xxp 001

stgom, 1 Aves ot 2ok

1.

ol A2 AEe] TSN 8T §2

AA 1,235 FoA o440l 59.6%, Aol
40.4%¥om, d5L 209 27.7%, 30
26.7%, 40t 28.4%, 50t o|Ae] 17.2%%
o} 9 AS522 1009 gt 21.6%, 100
~ 2009+ m9t 23.2%, 200~3005H m]gt
19.5%, 300~4005td w|gt 14.4%, 400%H
oA 21.2%KQr}.

=
2 A% BAY 0] 40.0%=2 7 Bk,
5o] Wordas 1%l ¥l w2 e

LR (p<0.001).

HU B> ofl

| AAEel QlelAl: ke AE 9T

2 ote 397t 49.5%, otF T e ol
U BAloa AFste Ao} 39.8%2 L}
won 450 gloA 100~2009H mgte]
A ob g Woluh EAT70] 46.9%, 200
~4009H] m|gk} 4009+ oo A Bk
A7 8§ QF7F 54.1%, 59.5%% = e
HoHp< 0.001).

- HlolAH AFe] ) 71E2 gl 67.1%=

7 Egtow ‘doF 13.7%, V1A 1.8%
#=ollom, ASHE gt o JHEe

o= wl%aA) e,

oA Al 7 Sl dFd] 1~2
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3] F9do] 41.7%= 7PF =91, O oL
2 % gof 2~33] FQJo] 28.3%= UERE
th

_wlol7e] ol @ejolq mehjol= o)

27t 71.1%, QE$ wol7a] 14.6%, 1~
Eo] H|o]7A ] 8.4%<=0]3lt}. HlolA 2] A&
Tl o] g2 Weo] 45.2%, F'Ho] 35.4%
Fom, A5oA HA o8- 100~2007H
oot A 48.6%, 200~4009FY w9
43.0%, 4007+ o4} 41.6% «=o=, FT
o]-8-2 200~4007+ Tt 40.3%, 4009+
o4} 35.9%, 100~200%t =gt 31.4% &
o] AtH(p<0.01).

oA AIF] T A ¥ 64] ©]

T Fu7r 37.5%% VE =A ugoed,
‘QF A ~2F 6A'7} 34.0%%tt A9
AE 100~2009HE ojgka} 4007 o]Ae]
A % 64 o] Fuf' 7t 39.9%, 36.4%
2 worom, 200~4007HY mHtoAL ‘@
BF3A~QS6A U7t 36.0%2 YT

- Hle7E] Al Al Z1Ee] He AR 2

ol 49.5%, A 27.7%, W12 10.0% <=0]
lod, AEA 100~2007HYd mjgre ‘E
o’ 63.2%, ‘A’ 16.4%°]1H, 2007+ ~400
okl mgke ‘Eol 42.0%, ‘AHd’ 31.0%,
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10.

e
ol
iz

ol -

4005+ ol AR ‘ZRNT 46.2%, Bl 32.4%
2 Yeht 4£50] WoldLeE Hol Hote 2t
yel wje2ts 7|02 Fufjshe Hlgo] =
ATHpL0.001).

Hlo|Ag] JHAZE ‘o]goly A E Fo}
AA 33.2%, FILE FIA 19.0%, 71E
15.3%, €Yl 142% +08 AESZ| ot
2hA fojugt 2tolE YR ArH(p<0.05).
Hlo]AE] AEFe] o HHL kA goR I
At 66.2%% AAREoR FUSH=
24.6% Bt} E5oHA =kom, Fufjugo
M 5L ~19rd m]gto] 49.9%, 19Ha~2
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o 182 EobHtH(p<0.001).
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