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A Study on the Perception and Consumption Behavior of Blended Tea and Siberian Chrysanthemum
- Focusing on female college students in their 20’s -
Ji-O Lee', Yeseul Na?, Ji-eun Oh?, Mi Sook Cho"*

'Department of Nutritional Sciences & Food Management, Ewha Womans University
2Department of food and nutrition, KC University
3College of Science and Industry Convergence, Ewha Womans University

Abstract

In this study, consumers’ perception and consumption behavior of blended tea were investigated. Also, consumer
perception of Siberian chrysanthemum, consumption behavior, and awareness of efficacy were investigated. As a result of
the survey, it was confirmed that it was necessary to develop a blended tea with taste and flavor characteristics that
consumers prefer, having the capability of relieving stress, and preventing cold or respiratory disease. In addition, the degree
of recognition of Siberian chrysanthemum was very low, and the recognition of the efficacy appeared in the order of 'cold
relief and ‘respiratory disease relief’. Factor analysis results, safety attributes, health attributes, product attributes, marketing
attributes, and sensory attributes were factorized into five factors, and after analysis, it was concluded that the sensory
attributes of taste and aftertaste were considered the most important. Consumers surveyed appeared to consume blended
tea for ‘relieving mood or stress relief’, to enjoy the taste, and to prevent cold or respiratory diseases. Siberian
chrysanthemum displays efficacy in cold relief and relief of respiratory diseases. Therefore, developing Siberian
chrysanthemum as a blended tea could be a practical application that can expand the range of its use, making it more

popular and increase its commercial applications.

Key Words : Blended tea, perception, consumption behavior, siberian chrysanthemum
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27F 178(18.7%)°02 7P WTh. 7uff Rize] digh g9
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<Table 1> Demographic information of participants

Variable N(%)
Gender Female 120(100)
Age 22.76+2.47"
Marital Status  Single 120(100)
Office job 7(5.9)
Specialized job 1(0.8)
Job .
Technical post 2(1.7)
Student 110(91.7)
Graduate middle of high school 4(3.3)
Education In or graduate university 98(81.7)
In or graduate graduate school 18(15.0)
<100 74(61.7)
>100~<200 14(11.7)
Monthly — 5>00-<300 7(5.8)
income
(10,000won) >300~<400 7(5.8)
>400~<500 5(4.2)
>500 13(10.8)
YMean+SD

3 F o, ol fEiMe A S A B T Ae
713]¢] Zo] npEElojok & Z1o R Kt}

) datEe] SAYE HFH B ES <Table 3>} e}
EAGEE A3 Fdel e tdAE 1118(92.5%), 4
3k o] gl e 99 (7.5%)0.2 BAYE S 43

Fol 2

3 Zge] e WA B wA Ak BagE) o
49 PR Yoldgdgel Ut thdAEe) BagEE

Ak ool tigh SHeEE T Mo} 2EH X
2sl7t 4TH(42.3%) 02 7P WAL BkE E717] S8 7t
34(30.6%), 71t 357] Ak oiro] 23%(20.7%), Al
T2AH 8 FE dlE wiEe] 22} 3H Q2. T%) =
& olAth Kim(2018)2] AellA Txke] +-& s 54
T TAE v ol R E BAF HEel ERo] HERE 7L
7P mskom, B Aol A A EAYE S 5 HA
2 T 2EHE $EtE 9 AF7F T8 HH0E U
Efston g gAA Qg #4917 Fol vHIY M= g Al
e Eojof & Zolt}, B3k LH|AEe] S8k vkt 3
538 nide S/I9E sida A SH FElx Agto] d
3t} AF Hlxel gk SHozE 8k gl 1287} 45
™ (40.5%) 02 7F B /i Dol 1-23]°7F 327 (28.8%),
‘Moﬂ 1-23]°7} 209 (18.0%), “157Qell 2-33]°7} 144 (12.6%)
o2 HE ole AR Yeiytt g=<1e] Ak AHAFHF 3-
67&/%", Hapbgol vl 2} AFFF 2-7E1 /0] vls) Bl
JE AFe v S 2o 2 HoAtiPosti & MacFie
2008; de Godoy et al. 2013). o] gt 2}ol= F=13} Bapd
o] A AR g} viERE AdFlske Ak w3kt 9

The Aoldom slAld 4 gtk 4F Akt K] 509



<Table 2> Consumer’s purchase pattern about blended tea

Variables N(%)
. . Yes 91(75.8)
Purchasing experience
No 29(24.2)
Internet 39(32.5)
Recommendation of people 41(34.2)
Information sources Media advertisement 2(1.7)
Store promotion 35(29.2)
Others 3(2.5)
. . For intake 58(63.7)
Main purpose of purchase" .
Gift 33(36.3)
Online-open market/coupang, wemakeprice/kurly 17(18.6)
Online-a tea shop/small shop 7(7.7)
. . Offline-tea shop/cafe 32(35.2)
Main purchase place" . .
Offline-convenient store 4(4.4)
Offline-department store 16(17.6)
Offline-large shopping center 15(16.5)
Once or twice a year 54(59.3)
. Once or twice every 6 month 30(33.0)
Purchase frequency" .
Once or twice every month 6(6.6)
Twice or third times every week 1(1.1)
Taste/flavor 134)
. 1 Non-preference for tea 15(51.7)
Reason for not purchasing blended tea" .
Inconvenience of purchase 2(6.9)
Insufficient information 11(37.9)

DN=91 (he people who have experience of purchasing blended tea)

(53.2%)C. 2 718 Bk I 7} 239(20.7%), AREA =
E FHEE A7) 229 (19.8%) 02 ZAMEI AF Al
7He A (1822141 ) 7} 335 (29.7%) .2 7HE Bkl <2
F(15A1-18A1Y7F 2978 (26.1%), “HA(124]-154y 7} 274
(24.3%), ‘L (9A]-12A1)7F 1178(9.9%), “BHR21A]-24A])7}F
1078 (9.0%)2-2 FE oIt A3 5 FF e
7} 5278 (46.8%)0-2 71 WL F2) 0] 398 (35.1%), 7t
= e e A AL w7l 138 (11.7%)22 FHE oA
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(44.4%), S NF81A Folr 7} 39 (33.3%), ‘B, 1|7}
TR ol 7} 29 (22.2%)2] AR ZAIE AT

A EARES] EdE e tigk Ass 9 Q1Ae A}
Sk A3= <Table 4>00 AABIH . EAGEIE AEs= 4
5 98 AR AW A, 6174175802 Yeh) B
o] HAEE Ueill= R AT sk s
5-98 02 AMesh gt Mgt 30 = Q12 5k= o]
fe b ) wlEo] 67%H(65.7%) 2% 7P Bk, Vs
e 2 a7 22(21.6%), G AF 7 95 (8.8%) 02
I HE ol 148 Ags oAl 189 F 179
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<Table 3> Consumer’s intake pattern about blended tea

Variables N(%)
. Yes 111(92.5)
Intake experience
No 9(7.5)
Diversion and stress relief 47(42.3)
Diet and beauty 32.7)
Removal of body waste 3(2.7)
Health benefit sought" ) . .
Prevention of colds and other respiratory illness 23(20.7)
Improvement of concentration 1(0.9)
To enjoy taste 34(30.6)
Once or twice a year 20(18.0)
Once or twice every 6 month 32(28.8)
Intake frequency" .
Once or twice every month 45(40.5)
Twice or third times every week 14(12.6
Office/study place 22(19.8)
Home 59(53.2)
Main intake place” Cafe 23(20.7)
Outdoor 32.7)
Others 4(3.6)
Early morning (6a.m. to 9p.m.) 1(0.9)
Morning (9a.m. to 12p.m.) 11(9.9)
Main intake fime! Lunch (12p.m. to 15p.m.) 27(24.3)
Afternoon (15p.m. to 18p.m.) 29(26.1)
Evening (18p.m to 21p.m.) 33(29.7)
Night (21p.m. to 24a.m.) 10(9.0)
While on break 39(35.1)
At work or while studying 52(46.8)
Blended tea intake situation" With family or friends 13(11.7)
In a business meeting 2(1.8)
Others 5(4.5)
Taste/flavor 2(22.2)
Reason for not intake blended tea” Non-preference for tea 3(33.3)
Insufficient information 4(44.4)

YN=111 (the people who have experience of intake blended tea)
IN=9 (the people who doesn’t have experience of intake blended tea)

ZA AL QA Sl TEE Tl el T & 4. SUTIE| MEiSadol BT ol
Hoz 2AH AT <Table o) AN AT, 2R BAFE AEge) 74 29 29 F28
q QOlEAS A

7} 7V ol QAR G PER EFe ) 34 2

:<|>l:4”
@
=
N

=3 AN A= <Table 7> 2t} &
357] At gspblon, diksl 4 o] gt QA EE = 1871¢] AeEAgS QQ1EA & A3 F54do] 0.5 vl
Al ZAE AT Yu(2020)2] A-ollM = FE o0 tigh A& 820 ehA, &, 7H1sE, v ze R, HHHA, Al
ZFe] Q12412 e =5 A Ay, A7kl sttt 7 F XIAANHE ALSAL F 12009 S 0] vl 291
A=A et At EIYE] tigh An)ape] Q14 o2 QRIstEAT. ZH2Fe] 8R1H2 MAEA (FAIES] ¢
S THHoE )| EriH, AF N Al &H|REEC] 7] A FA, Az, A b)), S @71E3E
ete FAxe] 853 7sA8E FHx=E A AFshs S 7, A7 SRR, AFSAFE 2,

FurAY Qg £y @ 4] asit.

T e, 7H), vAIRESE A S71A] iRkl B,



<Table 4> Consumer’s perception about blended tea

Variable N(%)
gzgf:ngi 6.17+1.75"

Veriaty of ingredients 2(2.0)

Taste/flavor 67(65.7)

Reason for positive Functionality and effectiveness ~ 22(21.6)
perception Water intake 9(8.8)
Cost 1(1.0)
Others 1(1.0)

Reason for negative Taste and flavor 17(94.4)
perception Others 1(5.6)

DMean+SD

<Table 5> Consumer’s perception and experience of eating
Siberian chrysanthemum

305

02

=
=)

<Table 6> Consumer’s perception of Siberian chrysanthemum

efficacy

Variables Nb
Relieving common cold 52
Relieving respiratory disease 51
Antioxidant activation 30
Anti-cancer 15
Antiinflammatory 10
Relieving woman’s disease 9
Removal of fever 8
Liver health 8
Hypertension 7
Antiobesity 6
Relieving pain 5
Relieving gastrointestinal disease 4
Relieving urinary disease 0

Variable N(%) YMultiple answering question
Degree of 5 20s1.47
perception
A& @ Snho R gHsiaint. A A3 Kaiser-
Intake Yes 18(15.0) o o
experience  No 102(85.0) Mayer-Olkin (KMO) #t-2 0.5812 YR} Ao A 3}sict
Flower foa 16(88.9) I FAE o, Bartle_ttgl 798 A% (Bart}ett’s sphericity
Tr}c])%ic(;zf) Pill type 1(5.56) testy S 4854292 23k Zlo 7 eyt & Eak Ay
P Exctract 1(5.56) & 77.79%Ath. BAYE AgsAge] uidk 72+ e
Intake Once or twice a year 15(83.3) Cronbach’s ot B 0.5 o202 A0t} & 7ol
frequency”  Once or twice every 6 month 3(16.7) A E4E ZAE Lee(2019)9] A8E golz Zefdo] w}
DMeantSD 2 AEA Ay D 20AE Aol A AE
IN=18 (the people who have experience of intake Siberian &4, FeAEKA, A7, HHEA, v E 4
chrysanthemum) g A3}e} Moon et al(2019)¢] 2o} AdEldgo] vl 9
<Table 7> Factor analysis for the selection attributes of blended tea
. Persuasive s
Factor Variable MeanxSD Factf)r Commonality Eigen power of St
Loading Value . o
variance(%)
Ingredient sources 4.28+1.65 932 875
i:ig Manufacturing source 4.09+1.70 855 761 2932 24.430 830
Product safety 5.45+1.37 755 617
Health Presence of health functional ingredient 3.59+1.56 952 922
. . . 2.144 17.864 968
Factor Health functional ingredient content 3.53+1.60 948 937
Purchase convenience 5.04+1.58 798 .661
1;r§3$ Product packaging unit 4.99+1.62 756 748 1751 14.593 613
Cost 5.28+1.17 670 628
i Product package design 4.66+1.69 .894 .831
Marketing package T 1.467 12223 746
Factor  Product brand 4.76+1.65 858 824
Taste 6.42+0.72 197 774
Sensory 1.041 8.675 506
Factor Aftertaste 5.69+1.08 794 755

KMO (Kiaser-Meyer-Olkin Measure of Sampling Adecuacy)=0.581
Bartletts Test of Sphericity Chi-square=485.429 (df=66, sig= .000)

Total variance=77.785
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