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Abstract
This study analyzes overall honey consumption and purchasing behavior; and in particular,
seeks to identify factors that influence the willingness to pay (WTP) for native honey. A
survey of 500 South Korean consumers was conducted to understand their purchasing
experiences and perceptions related to honey. A multiple linear regression analysis was
carried out to comprehend the effect of the following factors on the willingness to pay
for native honey: 1) knowledge of honey, 2) health consciousness, 3) the unhealthy =
tasty intuition (UTI), and 4) positive perception of sweetness. As a result, consumers with
more knowledge about honey, higher health consciousness and more positive perception
of sweetness were more willing to pay for native honey. On the other hand, past honey
purchasing or consuming experience had no significant impact on the willingness to pay for
native honey. Marketing strategies and implications were derived from the characteristics

of native honey consumers identified in this study.
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1. Introduction

Interest in beekeeping is increasing as it is known
to serve the public interest through its relation to the
conservation of agricultural ecosystems (Jung 2008).
Since bees produce useful substances such as honey
and propolis and play a key role in the pollination process
of plants (Corlett 2004), the priority of the beekeeping
industry in developed countries overseas is on the provision
of pollinators rather than honey production. The United
States Department of Agriculture (USDA 2014) evaluated
that pollinators contributed more than USD 24 billion to
the United States economy, with bees alone accounting for

greater than USD 15 billion.

The South Korean beekeeping industry uses two
species of bees—eastern honey bees (Apis cerana) and
western honey bees (Apis mellifera]—that are used for
different honey-producing methods. “Western honey,”
which is named after a specific name of flower, is produced
by moving beehives to places where the flower blooms
according to the flowering time. “Native honey,” on the
other hand, is made once a year from fixed beehives
installed in mountains and on fields (Oh et al. 2016).
Native honey produced from fixed comb hives is believed
to reflect the terroir in that it is influenced by the natural
environment and vegetation of the region. Just as overseas
wine is specialized by area of production, native honey also
can be differentiated by region since flavor, aroma, and
color of honey vary depending on the major honey plants,

climate, production methods in each region.

Despite the growing interest in honey bees, honey
production continues to decline due to a decrease in the
number of honey plants, changing climate and diseases
and harmful insects. More than 90% of the bees used
in South Korea for native honey production died from
sacbrood virus (SBV) in 2009, although a variant of native

honey bees—confirmed to be tolerant to the virus in a
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recent study—has been supplied to increase production
(Choi et al. 2016). In addition, while a tariff rate of 243% is
currently applied to imported honey, tariffs on Viethamese
honey are set to be eliminated in 2029 under the Korea-
Vietnam Free Trade Agreement, which is expected to
help raise the market share of Vietnamese honey in
South Korea (Lee et al. 2019). In response to this, South
Korean beekeepers are trying to increase their ability
to compete in the changing market by adding values to
and commercializing honey and diversifying their related

business beyond the range of traditional primary products.

Prior studies on the beekeeping industry examined
the income structure of beekeepers, their management
activities, and perceptions of beekeeping. Kim et al.
(2010) analyzed the income structure of South Korean
beekeepers and the operating expenses of the beekeeping
industry to understand the realities and studied ways
to increase beekeeping farmer income. Hahn and Kim
(2017) conducted a perception survey of beekeeping
farmers to identify their management activities and
suggested consequent implications that the longer
farmers are engaged in beekeeping, the more important
it is for them to diversify the number of honey plants and
secure vegetation. A paper that suggested the necessity
of marketing strategies for the South Korean beekeeping
industry segmented the honey market into groups through
a conjoint analysis and presented a marketing strategy
for each type of honey and related preferred pricing (Kim

2016).

Previous studies on native bees include research
into sacbrood virus with regard to their ecology (Shon
et al. 2015; Kim 2015) and research on the breeding
environment of improved native bee variants (Lee et al.
2020). However, little research has been done from the
perspective of consumers. To more effectively promote

the local beekeeping and honey industries, studies should

be carried out to analyze consumer perceptions and
purchasing behavior in relation to native honey. Therefore,
this study attempts to examine the factors that influence
consumers’ overall honey consumption behavior and

willingness to pay for native honey.

2.1. Knowledge

Consumer knowledge about a product plays an
important part in their decision making to purchase the
product (Brucks 1985). Knowledge is necessary to process
and understand information, and consumers use what
they perceive as reliable information to make decisions
(Verbeke 2008). Consumer product knowledge is one of
the topics that have been constantly studied in marketing
since processing and searching for information and the
results may differ according to the gap in consumers’ level

of knowledge (Alba & Hutchinson 2000).

According to Brucks (1985), knowledge can be divided
into two categories: objective and subjective. The former
is measured with accurate information, whereas the latter
implies the degree of confidence in the knowledge and
how much one knows subjectively. Objective knowledge
and subjective knowledge are different concepts and
influence people's behavior differently (Kanwar et al.
1981). According to Brucks (1985), the two kinds of
knowledge act differently during information seeking and
decision making. People who believe they have insufficient
subjective knowledge gather more information because
they have little confidence in their low level of knowledge.
People who believe they have a high degree of subjective
knowledge tend to rely on information gained in the past.
Objective knowledge allows people to obtain information
through more questions and exploration of newly acquired

information.

Through previous studies, it can be confirmed that



consumer knowledge level leads to differences in attitudes
toward and willingness to buy certain products. When it
comes to purchasing organic food, which is considered
a premium agricultural product, knowledge of organic
food is regarded as one of the main reasons behind
purchases (Z. Pieniak et al. 2010). A study by Thogersen
(2009) explains that uncertainty about organic food has
a negative effect on purchasing and is one of the factors
that hinder purchase. In addition, in Yoo and Park (2012),
which measures willingness to pay for fair trade coffee,
the higher the subjective knowledge of fair trade coffee,
the more likely it is that there will be a willingness to pay
the prices for fair trade coffee. As such, knowledge of a
product plays an important role in making decisions to

purchase the product.

Native honey is a premium product that differs from
ordinary honey in terms of price and quality, and as a result,
consumer behavior related to its purchase is expected
to vary by any existing gap in information and knowledge
about honey between consumers. Therefore, this study
aims to measure the degree of subjective knowledge that
consumers have about honey and to uncover the effect of
the measured values on the willingness to pay for native

honey.

2.2. Individual attitudes towards health

2.2.1 Health consciousness

When it comes to personal perception of and interest
in health, a wide range of studies exist regarding the
decision-making process of consumers in their choice
of food. Health consciousness is a factor that explains
personal interest in health and refers to the degree to

which an individual performs health-related behavior

(Becker 1977). According to prior studies, health
consciousness influences the overall decision-making
process of food purchases by influencing consumer
preferences for products and services (Huang 2014). In
addition, health consciousness raises individual awareness
of health, resulting in a greater willingness to purchase

domestic food products (Uzdavinyte et al. 2019).

Honey has been used as a natural sweetener as it
contains fructose, glucose and other sugar components,
and is known for its other nutrients, including vitamins,
minerals, amino acids, and unsaturated fatty acids
(Bogdanov 2008). Native honey produced by South Korean
honey bees is regarded highly by domestic consumers, and
has maintained its value due to its high scarcity stemming
from production restrictions (Oh et al. 2016). Therefore,
this study sees health consciousness as an important
factor influencing consumer willingness to pay for native

honey.

2.2.2. Unhealthy = Tasty Intuition (UTI)

While consumers become more aware of the
importance of healthy eating, they often face contradictions
in choosing food to make up their diet due to conflicting
goals between instinctive desire and the pursuit of a
healthy diet (Chandon & Wansink 2007; Laran 2010).
Previous studies have shown that consumers generally
have an intuitive belief that healthier food tastes worse
through the Unhealthy = Tasty Intuition (UTI) (Raghunathan

et al. 2006). In other words, when choosing food,



consumers are caught in a continuous dilemma between
unhealthy yet delicious foods that give short-term pleasure
and unsavory foods that will keep them healthy in the long
run (Wilcox et al. 2009).

The higher a consumer’s belief in UTI (i.e. the stronger
the belief that healthy food does not taste good], the
more unhealthy food they consume and the less interest
they have in natural foods (Mai & Hoffmann 2015].
Honey, however, is a good example of natural food as it is
synthesized by bees from flower nectar (Dashora et al.
2011; Hilary et al. 2017) and has positive nutritional effects
on health (Bogdanov 2008). Therefore, this study regards
UTI as an influence on willingness to pay for native honey.
In addition, this study strives to examine the effects of
positive consumer attitude toward sugar on willingness to

pay for native honey.

2.3. Experience

Past experience is regarded as a variable in
determination and prediction of a consumer’s purchasing
behavior and attitude (Norman & Smith 1995). Consumers’
past repetitive behavior (habit) especially indicates that
past experience influences future decision making and
behavior, rather than their perceptions (Smith et al. 2008).
The theory of planned behavior (TPB) proposed by Ajzen
(1991) explains that inclusion of variables related to past
behavior could make predictions more accurate, along
with the impact of attitudes, subjective norms, and self-

efficacy on consumer behavior (Bagozzi & Kimmell 1995).

A variety of studies have been conducted to measure
the impact of past behavior on future behavior and decision

making. Dean et al. (2011) analyzed the effects of moral

norms and self-identity, as well as purchasing experience,
on the willingness to buy organic tomatoes and organic
tomato sauce. That study shows that the past experience
with purchasing organic tomatoes has a positive effect on
consumer willingness to buy organic tomatoes and tomato
sauce in the future. In addition, there have been studies
that examined the effect of time and frequency of past
experiences on future behavior. Bagozzi & Kimmel (1995)
confirmed that more recent experiences have a more
significant effect on prediction of future behavior, whereas
Hagger et al. (2002) found that the time of experience does
not have any significant modulating effect on forecasting

future behavior.

Since insufficient research has been conducted on
the willingness to purchase honey according to past
purchasing behaviors, this study attempts to explore the
effect of past experiences with purchasing honey and
processed honey products on the willingness to pay for

native honey.

3.1. Data collection

The sample group in this study was selected from
South Korean consumers aged 20 to 59. A survey was
conducted with 500 respondents, who were gathered
through Embrain, an online panel survey company, in July
2019, regarding their honey-related purchasing experience

and perceptions.



3.2. Demographic characteristics

The total number of surveyable samples was
distributed equally by gender and age. Table 1 shows the
demographic breakdown of survey respondents. In terms
of average monthly income, 85 people (17%) earned KRW
3 to 3.99 million, 82 people (16.4%) earned KRW 2 to 2.99
million, and 79 people (15.8%) earned KRW 4 to 4.99

Table 1. Socio-demographic characteristics of the sample. n=500

Male 250 50
Sex
Female 250 50
20-29 100 20
30-39 100 20
Age 40-49 100 20
50-59 100 20
60-69 100 20
Less than KRW 2m 46 9.2
KRW 2-2.99m 82 16.4
KRW 3-3.99m 85 17
Monthly KRW 4-4.99m 79 15.8
INCOMe  KRW 5-5.99m 74 1438
KRW 6-6.99m 48 9.6
KRW 7-7.99m 31 6.2
KRW 8m or more 55 11
High school graduate 2 0.4
Und duate/coll
n dergtra uate/college 105 21
. graduate
Edulcatlclmal Graduate student/
eve graduate school 340 68
graduate

Other 58 10.6

million. By occupation, housewives (175 people) accounted
for the highest percentage, at 35% of all participants. By
number of people in the household, respondents with 4
persons comprised 33% (165 people), followed by those
with 3 (28%, or 140 people) and finally 2 (20%, or 100

people).
Office management 0 0
Professional 52 10.4
Housewife 175 85
Student 24 4.8
Occupation
Self-employed 75 15
Technician/
. 71 14.2
production worker
Agriculture/fisheri
griculture/fisheries/ i 5
forestry
Other 56 11.2
1 54 10.8
2 100 20
140 28
People in
h hold
ouseno 165 33
5 34 6.8
6 or more 7 1.4



3.3. Composition of survey

The survey consisted of questions and statements on
respondent experience with purchasing and consumption
of raw honey, their perception of honey and willingness
to pay for it, and their personal interest in and perception
of health. The statements on past purchasing and
consumption of raw honey included past purchases,
frequency of purchases, placels) of purchase, factors they
considered when purchasing, past consumption, frequency
of consumption, manner of consumption, and type of
preferred honey. The experience with purchasing and
ingesting honey was measured through answers of “yes”
or “no” to the statements, “I have purchased raw honey

before” and “I have consumed raw honey before.”

The statements on perception of honey and willingness
to pay for it covered degree of general knowledge about
honey, degree of awareness of the term “native honey,”
and willingness to pay for native honey. The degree of
general knowledge about honey was measured using
the index developed by O'Cass (2004) to honey (Table
2). Each statement was responded to using a five-point
scale, with the higher the score representing the greater
familiarity respondents had with honey and the more
knowledge and experience. The degree of recognition of
the term “native honey” was categorized into two types:
degree of overall recognition and degree of awareness
of its accurate definition. The overall perception of native
honey was measured as a dummy variable of “yes/no” for
the statement “I have heard of the term ‘native honey’.”
Awareness of the exact meaning of native honey was
measured on a 5-point scale based on the responses given
to “l am aware of the exact meaning of ‘native honey’.”
The willingness to pay for native honey was determined
by the degree of agreement on the willingness to pay and
the additional amount willing to be paid (%) by applying the
index developed by Arvanitoyannis & Krystallis (2006) to

honey (Table 3). The degree of agreement was measured

on a 5-point scale, with the higher the score, the higher
the willingness to pay for native honey. A percentage (given
in 10% increments from 0 to 40%) of the price willing to
be paid for general native honey compared to the price of
premium native honey was asked for in the question, “How

much more are you willing to pay for native honey?”

Table 2. Measuring respondent knowledge of honey

1 | am very familiar with honey.

2 | feel | know a lot about honey.

3 | am an experienced user of honey.

4 | would classify myself as an expert on honey.

Table3. Items related to WTP for native honey

I would be willing to pay extra for native honey (for

the same quantity as foreign-bee honey)

WTP  How much more are you willing to pay for native
(%) honey? (for the same quantity as foreign-bee honey)

The items on personal interest in and perception of
health consist of health consciousness, UTI, and positive
perception of sugar. To survey health consciousness,
the index adopted by Mai & Hoffmann (2015) was used
(Table 4). Mai & Hoffmann (2015] evaluated personal
interest in health through four items from the health
consciousness scale developed by Gould (1988). Each
response was measured on a 5-point scale based on
the degree of agreement, with the higher the score, the
higher the personal interest in health and the more eager
respondents are to engage in activities beneficial to health.
UTl was measured with the index used by Mai & Hoffmann
(2015) (Table 5), who in turn modified and expanded the UTI
scale developed by Raghunathan et al. (2006). Each item
was measured on a 5-point scale according to the degree

of agreement, with the higher the score, the stronger



the belief that health and taste are inversely related. The
positive perception of sweetness was measured using two
of three items in the index developed by Katou et al. (2005)
(Table 6). Each item was measured on a 5-point scale
of agreement, with the higher the score, the higher the

positive perception of sweetness.

Table 4. Measuring respondent health consciousness

1 | reflect about my health a lot.
2 I’'m very self-conscious about my health.
3 I'm generally attentive to my inner feeling.

Table 5. Measuring UTI (Unhealthy = Tasty Intuition)

1 Things that are good for me rarely taste good.

There is no way to make food healthier without
sacrificing taste.

3 Healthy food is usually less tasty.

Table 6. Measuring positive cognition of sweetness

1 | can refresh with sweetness.

2 If | eat sweet foods, | become energetic.

3.4. Methodology

First, a frequency analysis was conducted using
collected data to understand the overall honey purchasing
and consumption behavior of South Korean consumers
and characteristics of their perception and consumption
of native honey. Second, a regression analysis was
performed to confirm the factors that influence the
willingness to pay for native honey. To analyze the validity
and reliability of variables used in the regression analysis,
a confirmatory factor analysis using persistent images (Pls)

was performed with the following potential variables: 1)

knowledge of honey, 2] health consciousness, 3) degree of
UTI, and 4) positive perception of sweetness (Harrington
2009). Then, a multiple linear regression was performed
to determine the causal relationship between each factor

and the willingness to pay for native honey (Aiken 2012).

4.1. Analysis of raw honey purchasing

and consumption behavior

4.1.1. Analysis of raw honey purchasing behavior

Prior to analyzing the purchasing behavior related to
native honey, this study attempted to examine the overall
behavior of consumers who purchase and consume
domestic raw honey. Table 7 shows an analysis of
past experience with purchasing raw honey. Of all 500
respondents, 262 (52.4%) answered they had purchased
raw honey, while 238 (47.6%) responded they had never

done so.

An additional survey of 262 respondents who had
purchased raw honey was conducted to identify the
frequency of purchase, the place of purchase, and the
most important factors they considered when purchasing
honey. As for the frequency of purchasing raw honey, “once
a year” was the most common answer (51%), followed by
“two to three times a year” (33.6%) and “once every two
years” (11.8%). As for the place of purchase, purchasing
online or offline directly from farmers was the most
common at 50.7% combined, offline purchases at general
retail stores accounted for 39.8%, and online purchases at
general retail stores at 15.6%. Other responses included
“Introduced by an acquaintance,” “Purchased overseas,”
and “depending on the situation.” The most important
factor considered when purchasing honey was the kinds of
flowers used (31.7%), followed by place of origin (19.8%),
taste (17.94%], country of origin (14.5%), and price (10.7%].



Table 7. Frequency analysis of honey purchasing behavior

Purchasing experience (n =500)
Yes
No
Frequency of consumption (n = 262)
Two to three times a year
Once a year
Once every two years
Once every three years
Other
Place of purchase (n =262)

Offline from a convenience store, supermarket, large retail store, etc.

Online from Gmarket, E-Mart Mall, etc.
Directly from farmer (in person)
Directly from farmer (online/by phone)
Other
Important factors considered before purchasing (n = 262)
Price
Color

Taste

Area of production (e.g., Uiseung in North Gyeongnam Province, Pocheon in Gyeonggi

Province, etc.)

Country of origin (e.g., South Korea, Australia, etc.)
Brand

Kinds of flowers used [e.g., chestnut, acacia, etc.)
Volume

Form of packaging

Other

4.1.2. Analysis of raw honey consumption behavior

Table 8 shows the analysis of respondent consumption
of raw honey. Of all 500 respondents, 388 (77.6%)
responded that they had consumed raw honey, while
the remaining 112 (24.4%) answered that they had not.
An additional survey of the 388 people responding that
they had consumed raw honey in the past was carried
out to identify the frequency and manner of raw honey
consumption. Regarding frequency, “once a week” was
most common (38.7%), followed by “once or twice a
month” (27.1%) and “less than once a month” (17.0%).
Other responses included “twice a week” and “two to
three times a week.” As for manner of consumption,
most common was “In a beverage, such as honeyed

water” (52.1%), while “As is” accounted for 18.8% of all

262 52.4
238 47.6
88 33.6
134 51.1
31 11.8
3.4
0
78 29.8
41 15.6
58 22.1
75 28.6
10 38
28 10.7
2 0.8
47 17.9
52 19.8
38 14.5
8 31
83 31.7
1 0.4
2 0.8
1 0.4

respondents, “Adding to other dishes” accounted for

17.8%, and “With cereal/yogurt” for 10.8%.

This additional survey involved a short-answer
question about their preferred type of honey, to which
273 responded, while 115 did not. Through this item, the
criteria in honey preference were analyzed (Table 9). Of
responses to the question, “What is your favorite kind of
honey?” most responses (89.4%) referred to the type of
flowers used, followed by whether it was natural honey
(5.1%), and what the country of origin was (2.6%). The type
of flower(s) used was the most important criterion for 243
of the 273 respondents (89.4%), with acacia the favored
flower (79.9%) followed by chestnut flower (11.9%).



Table 8. Frequency analysis of honey consumption behavior

Consumed in the past (n = 500)
Yes 388 77.6
No 122 24.4

Frequency of consumption (n = 388)

Everyday 55 14.2
Once a week 150 38.7
Once or twice a month 105 27.1
Less than once a month 66 17.0
Other 12 3.1

Manner of consumption (n = 388)

Asitis 73 18.8
With cereal/yogurt 42 10.8
With beverage, such as honeyed
water 202 52.1
Adding to other dishes 69 17.8
Other 2 0.5
Criteria in honey preference (n = 273)
Kind of flowers 244 89.4
Whether it is natural honey 14 5.1
Country of origin 7 2.6
Brand o) 1.8
Whether it includes the comb 3 1.1
Preferred kind of flowers
(multiple answers allowed, n = 244)
Acacia 195 79.9
Chestnut 29 11.9
Mixed 12 4.9
Manuka 5 2.1
Rape 2 0.8
Others 1 0.4

4.2. Analysis of consumer perception of

native honey and willingness to pay

4.2.1. Survey on perception of native honey

Table 9 shows the results of analysis on awareness of
the term “native honey.” Of 500 respondents, 481 (96.2%)
answered “Yes” to the statement, “| have heard of the term
‘native honey’,” while 19 (3.8%) answered “No.” Using a

5-point scale, the 481 respondents who answered “I have

heard of the term "native honey™” were surveyed on their
awareness of the term’s correct meaning. Those who
answered “Neutral” to the statement “I am aware of the
exact meaning of ‘native honey'” accounted for 45.0%,
followed by “Agree” (29.0%), “"Disagree” (20.0%), and
“Strongly agree” (3.4%), and “Strongly disagree” (2.6%).

Table 9. Analysis of awareness of term, “native honey”

Aware of the term “native honey” (n =500)
Yes 481 96.2
No 19 3.8

Aware of the exact meaning of “native honey” (n = 481)

Strongly disagree 13 2.6
Disagree 100 20.0
Neutral 225 45.0
Agree 145 29.0
Strongly agree 17 3.4

4.2.2. Willingness to pay for native honey

The willingness to pay for native honey was analyzed
by degree of agreement and percentage of additional
payment tolerated (Table 10). In terms of degree of
agreement, 54.4% of respondents answered “Agree”
to the statement, “I am willing to pay more for native
honey,” followed by “Neutral” (28.8%), “Strongly agree”
(9.2%), “Disagree” (6.0%), and “Strongly disagree” (1.6%).
Excluding the 38 respondents who answered, “Strongly
disagree” and “Disagree,” the 462 other respondents
were asked how much more they would be willing to pay
for native honey in 10% increments between 0 and 40%.
The average percentage of the additional amount they
were willing to pay was 11.6%: “20% more” accounted for
40.6%, “10% more” for 33.6%, “30% more” for 14.2%, “0%

more” for 7.2%, and “40% more” for 4.4%.
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Table 10. Frequency analysis of WTP for native honey

Strongly disagree 8 1.6

Disagree 30 6.0

“I am willing to pay more for native honey.” Neutral 14l 288

(n=500)

Agree 272 S54.4

Strongly agree 46 9.2

0% 36 7.2

" " it f 10% 168 33.6

e g T

30% 71 14.2

40% 22 bb
4.3. Analysis of factors that influence the variables such as health, attitude toward sugar, degree of
willingness to pay for native honey UTI, and knowledge, with validity and reliability evaluated
4.3.1. Verification of validity and reliability based on this analysis. This study used factor loading,
This study carried out a suitable validity and reliability composite reliability, average variance extraction (AVE],

analysis of the survey items, with the results shown in and Cronbach'’s alpha.

Table 11. A factor analysis was conducted on potential

Table 11. Confirmatory factor analysis of survey items

Factor Composite AVE Cronbach’s
loading Reliability alpha
| reflect about my health a lot. 0.9016
Health . .
. I'm very self-conscious about my health. 0.9145 0.922 0.798 0.838
consciousness
I'm generally attentive to my inner feeling. 0.8636
Attitude toward | can refresh with sweetness. 0.8966
0.891 0.804 0.872
sugar .
If | eat sweet foods, | become energetic. 0.8966
Things that are good for me rarely taste good. 0.8935
uTi There is no way to make food healthier without sacrificing taste. 0.8588 0.909 0.77 0.755
Healthy food is usually less tasty. 0.8796
| am very familiar with honey. 0.7413
et ah | feel | know a lot about honey. 0.8791
h 0.893 0.678 0.838
oney | am an experienced user of honey. 0.8893
| would classify myself as an expert on honey. 0.7733
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Factor loading and average variance extraction were
used to evaluate convergent validity. All factor loading
values surpassed 0.7, confirming validity of the study.
Convergent validity was also upheld as all AVE values
stood at 0.5 or more. In addition, discriminant validity was
confirmed by comparing the correlation between each
latent variable and square root of the AVE (Bohrnstedt &
Knoke 1994; Werts et al. 1974).

Table 12. Correlation of measured items and square root of AVE

Health

. 0.893
consciousness

Attitude toward 0.259%* 0.897
sugar
uTl 0093* 0005 0.877
K“°h“’:::3e of 03257 0086 089* | 0823

Diagonal line: square root of AVE

4.3.2. Descriptive statistics of measured items

Table 13 shows the descriptive analysis conducted
to identify the variables that influence willingness to
purchase native honey. A 5-point Likert scale was used,
with respondents’ health consciousness averaging 3.59,
their attitude toward sugar averaging 3.88, degree of
UTI averaging 2.72, and knowledge of honey averaging
2.80. In addition, those who had consumed native honey
accounted for 77.6% of all respondents, while those who

had purchased native honey made up 52.4%.

Table 13. Descriptive statistics of measured items

Health 1.00 5.00 3.587 0.672
consciousness
Attitude toward ., 5.00 3877 0420
sugar
uTl 1.00 5.00 2717 079
Knowledgeof ;o5 5.00 2.801 0.691

honey

Past
consumption 388 77.6 112 24.4
experience

Past purchasing

. 262 52.4 238 47.6
experience

4.3.3 Verification of the hypothesis

This study attempted to identify the factors that
influence willingness to pay for native honey (Table 14).
It confirmed that health consciousness (B = 0.184, p
< 0.001), positive attitude toward sugar (B = 0.176, p <
0.001), and knowledge of honey (B = 0.128, p < 0.001)
have a statistically significant positive effect. Therefore,
hypothesis H1 on knowledge, H2 on health consciousness,
and H3 on positive attitude toward sugar were all adopted.
In other words, the authors found that higher health
consciousness, a more positive attitude toward sugar, and
more knowledge of honey positively affect consumer native
honey purchasing behavior. In addition, it can be seen that
of the control variables, the higher the age (8 = 0.008, p <
0.01), the higher the preference for native honey. On the
other hand, hypothesis H5-1 on purchasing experience
and H5-2 on experience with consumption were rejected
as they did not have a significant influence on willingness

to pay for native honey.



Table 14. Verification of the research model

(Constant)

Age

Number of
peoplein
household

Income

Knowledge of
honey

uTl

Health
consciousness

Attitude toward
sugar

Past
experience
with
consumption

Past
experience
with
purchasing

R2

Adjusted

Control variables: age, number
of people in household, income

3.059

0.008

0.042

0.014

0.128

0.003

0.184

0.176

0.002

0.011

3.447

1.431

0.840

3.708

0.081

5.257

5.300

0.024

0.172

0.232

0.218

***p <001, **p < .01, *p < .05

0.000

0.001

0.153

0.401

0.000

0.935

0.000

0.000

0.981

0.863

This study examined the overall behavior of consumers
in relation to purchasing honey, and especially, attempted
to explore the key factors that influence the purchase
of native honey. With regard to the beekeeping industry,
studies on the management activities of farmers, their
perception, and growth of bees as well as ecological
studies have been conducted (Kim et al. 2014; Shon et al.
2015; Kim 2015), but few studies exist on honey and native
honey from the perspective of consumers. Therefore,
this study aims to understand overall honey consumption
behavior, identify factors that influence the purchase of
native honey, and based on an understanding of consumers
who make such purposes, proposes marketing strategies

towards revitalization of the native honey market.

First, analysis of the overall honey purchasing and
consumption behavior shows that most consumers
purchase honey once a year, and that the major
distribution channels are online and offline retailers and
beekeeping farmers themselves. In addition, the most
important considerations for consumers when choosing
the honey they will purchase appear to be the kind of
flowers and place of production. The flower most preferred
by consumers was acacia (79.9%), followed by chestnut
(11.9%). It was also found that honey is mainly consumed
once a week in the form of beverages such as honeyed

water, as it is, or by adding to other dishes.

As a result of confirming the effect of knowledge of
honey on the willingness to pay for native honey based
on an understanding of overall honey purchase and
consumption, it was found that the more knowledgeable
a consumer is about honey, the more positive the impact
on willingness to pay for native honey. This is the same as
the findings of previous studies, that how confident people
are in their knowledge influences their purchases and the

formation of attitudes toward products (Thogersen 2007;



Pieniak et al. 2010). This study confirms that the level
of consumer knowledge about honey serves as a major
factor in increasing the willingness to pay for the difference

native honey offers over non-native honey.

By confirming the effect of consumers’ personal attitude
toward health on the willingness to pay for native honey, this
study found that health consciousness and positive attitude
toward sugar have a positive effect on this willingness
to pay, while UTI, which measures the perceived inverse
relationship between health and taste, does not have a
significant influence on willingness. It can be interpreted
that various vitamins, amino acids and other nutrients
found in honey (and specific to our study, native honey) have
caused it to be regarded as a healthy food since ancient
times, so the higher the health consciousness, the higher
the willingness to pay for native honey (Bogdanov 2008; Kim
et al. 2011). Honey that contains sugar components such
as fructose and glucose is used as a natural sweetener,
so it can be seen that the more positive attitude toward
sugar, the higher the willingness to pay. On the other hand,
in terms of UTI, a previous study showed that consumers
who believe healthy foods are not tasty are more likely to
consume unhealthy foods and have less interest in their
natural counterparts (Mai & Hoffmann 2015). However, this
study found that UTI did not have a significant effect on the
purchase of honey. Therefore, in regard to native honey, it
can be seen that a positive attitude toward health and sugar
are important factors that significantly influence purchasing

behavior rather than perceptions related to taste.

Finally, this study confirms that experience with
purchasing or consuming honey does not significantly
influence willingness to pay for native honey, and is in fact
overshadowed by the influence of consumer knowledge
of honey and perception of health. Since this study does
not measure the time and frequency of experience, it is

necessary to survey future respondents in detail to better

reveal their effect on purchasing native honey.

With these findings in mind, this study derives the
following marketing strategies and implications. First,
older consumers are more willing to pay for native
honey, indicating that a target customer base has
been established for native honey. Therefore, efforts to
increase the scope of age groups who purchase native
honey is needed, and can be done by expanding the
distribution networks to include online and department
stores and developing native honey products in stylish
packaging that targets younger consumers, instead of
the existing method of selling honey in large glass jars
to acquaintances. Second, more knowledge of honey has
a positive influence on consumer willingness to pay for
native honey, so marketing strategies are needed to raise
consumer awareness and familiarity with native honey
through a variety of media, promotional campaigns and
content containing the unique characteristics of native
honey. This can be done through collaboration with local
governments and associations in the region where native
honey is produced. Lastly, as respondents more conscious
about health were more willing to pay for native honey, the
confidence of health-conscious consumers in native honey
needs to be increased by emphasizing the health benefits
of native honey, offering the result of chemical testing that
can certify that honey is 100% native without any added
sugar, thereby presenting sales strategies that can lead to

greater purchases.
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