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Analysis of Consumer Purchase Intention for
Gastrodia Elata Products

Wang Xiao-Feng + Kim, Su-Hyeon - Back, Seoung-Woo

Considering the continuous growth in the production and consumption of Gastrodia
elata, it’s crucial to accurately understand the consumer demand for Gastrodia elata
products and develop health products tailored to consumer preferences. In this
study, we surveyed 400 consumers each from South Korea and China to gauge
their perceptions and buying intentions concerning Gastrodia elata products. The
results revealed that Korean consumers predominantly evaluate Gastrodia elata
products based on health consciousness, whereas Chinese consumers emphasize the
product’s external characteristics. In Korea, Gastrodia elata products are mainly
promoted for their health benefits and are primarily consumed in ingestible forms.
In contrast, in China, Gastrodia elata is frequently used as a culinary ingredient.
These findings underscore that consumer perceptions and buying intentions can
differ depending on how a product is advertised and presented. Future studies
should take into account the evolving international Gastrodia elata market and the
surging demand, incorporating diverse countries and cities. It will also be
imperative to maintain ongoing monitoring, drawing insights from the industrial
growth drive model.

Key words : consumer purchase intention, Gastrodia Elata products, structural
equation modeling
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A vk(Kif, eH: Gastrodia elata Blume))+ ol sl thdA A&, drl 2
AAHSZE oF 5009 Fo] EFF o] tho, 2017). AA Hdl Ait=e F=o 2 20213 ‘-’*
159 37 B8 A4Elon, 59 A 252 vtz 20221 71F oF 1487 41 &
HZ 3 $299 9F 40.8%2 A3 Ao g Yehtar Qth2) Huls opxoliiul oz}
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slol] webA Hup B AF ARFREE 53] AAsta Aok s-uete] Ad47152F
AN S A7 54 F AT Al E 20043 7] 2,5069 HollA 20161 23 1,2609] A
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e 5% v 4489 FF sUkaE SUE S8 Al A9SSAE AN 8 &
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thar 818 th(Korea Food and Drug News, 2021). 1% B2 92 Hnl7} S35

ol o

2 A=A, 20199 A AAEFS 4418, A4S 2689 Yolglon, HEEE A
RS 287E(H T TiH] 65.1%), A4S 1759 €(65.3%)S AR AT 53] T

op ArEEE 2728 o] 61.7%), A2 1659 AT thH] 61.2%)S AASFAL
Ao FFro] S Hvke] kAR & 4 9l

Avtel ks anpzh AEH O Ut Aee AUAT ), ArpAlFe) Lvlees
8] ghefatar nate] Azl she A7 AlFe] Aol osttt =t A A
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o] 83t I™d = —‘[Lz‘s}jl tthsse] Aol B A= okg]stA @it Au) 7)<
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Al 8] 35 ©] Z(Theory of Planned Behavior, TPB)> A&HIAF9] Bl =9} )5S oS3t T
AHEEE ARS] AlElste] F£Q o]29F Fishbein©] A|HgE th&A BlE o] E(Theory of
Multiattribute Attitude, TMB)Oll A} A1 2= %100, o= 2n|A7t 54 thde] Ao it F
A e g o R HEE JAFITT FASAY. o] o2 EA(Attributes), T84

7} A (Importance weights), 21'd(Beliefs)2] Al 7k H5E £ ]"5]' A=Y TPBE= 9y

AA o] hE =7}t Aokl AT EFA(EEAQ Al F .4 FAETT B, &
ol AMA7Y AF Fullel tiet Bl=ola, TFAEE O AAREY AlF &fl o
3l B =o|th(Fishbein, 1963). ©]% Fishbeini} AjzenS 197530 thEA HE o] 28 43

o] §2]3 35 ©]|E(Theory of Reasoned Action, TRA)S A|AstA oW FFo)=rt W5
A dAstn, T =e 2nA B FH3 ol s IF

TRAE Bi= @A g3 =7} /il 5ol ofeA &= VA
ol&2] A 7HE2 Izke] o] Z o)L, WLl oulE olsfEtr, A1l A
I ANRE AT g v Aot

0] & Ajzen “A| &35 0] E”(Theory of Planned Behavior, TPB) =82S A3} =6 ©]
=
=

Lo

Edo) =W, 352 % (Behavioral Intention)= 35 ZHAQN F&FE VA= F2 24
2, 08 Q5L HRE Pd5YEE B3 UHHSE P IFS vt Er
(Ajzen, 1987). Ajzen®] AP P Fo]2L ole]d QA4hE0] o¥A A52gste] PEIes
sk, o] PFo=rt AAl W5l DA FFE PIA=AE AW mepa B AT
+ olglg AgyFol&ol ZAS Y ¥ PFS EAst A Sk
L A& A4 £4

AFES e SAHAEE FAHL, AF APEses T2 O S48 & Ao g o

L}
F-o] 7t} Zeithaml (1988)°] w2 An|zt= Xﬂ%«l FAS WAA SA4% A
2 A FE3 Ao WAE 42 AT Vs, 28 SHS 238, AF9
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Intrinsic Attributes
(EA)

Hypothesis 1

)

Hypothesis 3

Buying Intention
(BI)

Hypothesis4

Health Awareness
(HA)
Perceived Behavioral

Control (PBC)

Fig. 1. Research model on factors influencing the purchase intention of Gastrodia elata
products.
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Table 1. Hypothesis on the factors influencing purchase intention of Korean and Chinese

National no Research hypothesis
KH1 The intrinsic attributes of the product will have a positive (+) influence on the
buying intention
The extrinsic attributes of the product will have a positive (+) influence on the
Korean KH2 ino i i
buying intention
K
®) KH3 | Price perception will have a positive (+) influence on buying intention
KH4 | Health awareness will have a positive (+) influence on buying intention
KHS5 | Perceived behavioral control will have a positive (+) influence on buying intention
CHI The intrinsic attributes of the product will have a positive (+) influence on the
buying intention
The extrinsic attributes of the product will have a positive (+) influence on the
Chinese CH2 ino i i
buying intention
©

CH3 | Price perception will have a positive (+) influence on buying intention

CH4 | Health awareness will have a positive (+) influence on buying intention

CHS5 | Perceived behavioral control will have a positive (+) influence on buying intention

2. A+ 7HA

A A o] oy Y BARSFE T gotsjof gty #EES Ax 2 A,
o] W7t TS Hes] Wrgst=R o atH, AWMy S A B #S 1
Hefjof goh. ks B Aol e HekAlFe] o o &kt #e stk Choi (2017), Lim and
Kim (2016), Son (2014) ¢ APATE 7|22 B AT REF 5714 AF7HE AA
3} TH(Table 1).



Table 2. Measurement variable items and related prior studies

M
easqrement Research content Research subject Prior studies
variable
Q1 Health functionality Health product
Intrinsic B B - Park (2011)
. Q2 Organic or eco-friendly product status | Agricultural product
Attributes - -
(EA) Q3 Taste and quality status Health functional food Son (2014)
Q4 Nutritional information display status | Agricultural product Park (2011)
Q5 Suitable for gifting Blueberry
Extrinsic Q6 Packaging design )
. Agricultural product Park (2011)
Attributes Q7 Brand
(IP) ) ) ) Whang - Kim
Q8 Salesperson’s service attitude Premium product
(2016)
Q9 Price-sensitive
- HMR Food; Park (2022),
Q10 Reasonably priced . .
) - - Agricultural product Kim (2017)
Price Q11 Cheap for its quality
Perception . Health functional food,| Kim (2019)
Q12 Worth the price .
(PA) organic bakery Son (2014)
. . Lee (2016)
Q13 Demand for premium products Low-sodium food .
Kim (2017)
Q14 Beneficial for health Ginseng Yeon (2013)
Q15 Helps boost immunity Ginseng Yeon (2013)
Q16 Helps improve blood vessels Astragalus product Park et al. (2007)
Health Helps in dementia prevention and .
Q17 . Astragalus product Kim (2013)
Awareness cognitive enhancement
(HA) More consumable than general health .
Q18 Ginseng Yeon(2013)
products
More valuable than general health . Choi (2017)
Q19 . Organic food . .
functional products Lim - Kim (2016)
Q20 Can purchase if one decides to Health functional food Son (2014)
Q21 It’s not difficult to purchase Health functional food Kim (2019)
Perceived
erce{ve Q22 Can purchase the product as desired Health functional food | Kim (2019)
Behavioral -
, Kim (2019),
Control Q23 Have the time to purchase Health product .
Choi (2017)
(PBC)
Q24 Have the financial means to purchase .
Health product Kim (2019)
Q25 There’s a place nearby to purchase
Q26 Willing to purchase whenever needed | Health product Choi (2017)
Buying Q27 Willing to purchase new products Organic food Kim (2012)
Intention Q28 Willing to purchase even if it’s more
(BD) expensive than general health products | Organic food Kim (2015)
Q29 Willing to recommend
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Table 3. General attributes of Korean study participants

Items Frequency| % Items Frequency| %
Male 175 47.8 | Marital Married 208 56.8
Sex
Female 191 522 | status Single 158 | 432
20~29 68 18.6 1 82 224
30~39 72 19.7 2 67 18.3
R 40~49 78 21.3 Family 3 107 29.2
ge
50~59 75 | 20.5 | members 4 86 | 235
60~69 73 19.9 5 22 6.0
over 69 0 0 over 6 2 0.5
Self-employed 28 7.7 Less than 2 million won 25 6.8
Company employee 126 344 From 2 million won~ 6 179
Less than 3 million won ’
Office worker 97 26.5
Occup- 1 ~
.up Housewife 59 16.1 From 3 million worr 70 19.1
ation Monthly | Less than 4 million won
Student 24 6.6 | household
income From 4 million won~
53 14.5
Farmer 1 0.3 Less than 5 million won
Others 31 8.5 .
From 5 million won~
e 57 15.6
High school or below 58 15.8 Less than 6 million won
College graduate 40 10.9 More than 6 million won 98 26.8
Educa-
1'[10n1 University graduate 222 60.7 Purchase Yes 135 36.8
eve ;
Master’s degree graduate 27 7.4 |SXPenIence No 231 63.1
Postgraduate level 19 52 Total 366 100
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Table 4. General attributes of Chinese study participants

4 A7

Items Frequency| % Items Frequency| %
Male 171 46.7
Sex Married 225 61.5
Female 195 53.3 Marital
20~29 34 9.3 status
Single 141 38.5
30~39 95 26.0
40~49 91 249 1 2 0.5
Age
50~59 70 19.1 2 11 3.0
60~69 62 16.9 Family 3 41 11.2
over 69 14 3.8 || members 4 132 | 36.1
Self-employed 29 7.9 5 128 35.0
Company employee 143 39.1 over 6 52 14.2
Office worker 82 224 Less than 5,000 yuan 4 1.1
Occup- A
. Housewife 56 153 5,000~10,000 32 8.7
ation Monthl
Student 24 6.6 Y 10,000~15,000 137 37.4
household
Farmer 17 4.6 . 15,000~20,000 111 30.3
income
Others 15 4.1 20,000~25,000 44 12.0
High school or below 30 8.2 More than 25,000 yuan 38 10.4
Educa- College graduate 86 23.5 | Purchase Yes 278 76.0
tion University graduate 171 46.7 | experience No 88 24.0
level | Master’s degree graduate 67 18.3
Total 366 100
Postgraduate level 12 33
3. %% &l ArkA Bl eNF A
A @2 Fxe] ArpAEe] dF avlAe] TlAET A%, Tl tiE =
He BAAT, FARHANAE B 1350G6#0S SAT AHAES Toha
Aol Ao, FFNME 2789 (76.0%)2 $HATF APol YAk TGS vhF
HoMs FolAs AH 58, A8, 898 €22 Fulsiglon, FadAs 288,
23 58, &8 ol
THEFE STl Avrbe, Al Heles o2 A58aL, T At
=3, Ak, HArphs eoz Ao, F FujAs =2 tY } E, TTolAM=
oF= o] HlFo] 7 ESkTh AlFel ik AR = SollA= JAEY, TV 331, J1H 470
o8 JRE Ao, FxolAE TV 31, AEAu, AUl oA



12

Table 5. Comparison table of consumer perceptions in Korea and China

Ranking criteria in Korea Ranking criteria in China
Ist rank 2nd place 3rd rank 1st rank 2nd place 3rd rank
Have purchased
135 people 278 people
before
For personal . . . For personal .
Purpose . For gifting | For cooking | For cooking . For gifting
consumption consumption
Convenient Convenient
T food Raw Astragalus Astragalus Astragalus food
e
P (Astragalus astragalus beverage beverage sweets (Astragalus
powder) powder)
. Farmers’ Farmers’
Retailer Hypermarket | Farmhouse Pharmacy Hypermarket
market market
Information TV family TV specialized
Internet . . Internet
channel advertisement | members | advertisement store
. L Health Nutritional | Reasonable | Suitable for | Nutritional
Selection criteria . o Mouth feel
benefits value price gifting value
. . Not exist . Not exist
Designated brand | Exist (18) - Exist (198) -
(117) (30)
. . It is very . It is very .
Health benefits Yes, it is so It is normal Yes, it is so It is normal
much so much so
Purchase More than six About a oth More than six | About a About two
ers
frequency months month months month weeks
Annual total Less than 50,000 to 100,000 to 150,000 to Over 50,000 to
purchase cost 50,000 won | 100,000 won | 150,000 won | 200,000 won | 200,000 won | 100,000 won
Have no prior
experience of 231 people 88 people
purchasing it
Which traits do . .. . .. .
. Health Boosting Nutritional Cooking Nutritional Boosting
you consider . . . . . . .
. functionality Immunity value Ingredients value immunity
appealing?
. Convenient . Raw Sweet
Which product do . Functional . .
. consumption Beverage Beverage gastrodia gastrodia
you like the best? health foods
(Powder) elata elata
What are your .
o Health . Ease of Ease of Low side Health
criteria for . . Price . . . .
functionality consumption | consumption effects functionality
purchase?
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Table 6. Exploratory factor analysis (Korean)

1 2 3 4 5 6 Commonality| Reliability
Q20 0.855 0.159 0.079 0.109 0.125 0.191 0.826
Q22 0.836 0.178 0.109 0.115 0.057 0.122 0.774
Q21 0.79 0.165 0.138 0.11 0.121 0.117 0.711
Q23 0.784 0.141 0.127 0.063 0.152 0.081 0.684 0922
Q24 0.773 0.142 0.151 0.113 0.145 0.187 0.71
Q25 0.754 0.158 0.045 0.104 0.092 0.162 0.64
Ql4 0.196 0.81 0.111 0.162 0.156 0.161 0.783
Q17 0.092 0.796 0.104 0.107 0.076 0.125 0.685
Q16 0.201 0.759 0.141 0.178 0.125 0.103 0.694
Q18 0.13 0.750 0.152 0.151 0.15 0.207 0.691 0913
Q19 0.228 0.748 0.106 0.086 0.182 0.16 0.690
Q15 0.181 0.746 0.211 0.185 0.178 0.138 0.719
Q9 0.07 0.184 0.877 0.123 0.072 0.142 0.848
Q10 0.076 0.097 0.813 0.076 0.066 0.088 0.694
Q11 0.155 0.109 0.803 0.167 0.141 0.083 0.735 0.908
Q12 0.151 0.159 0.783 0.161 0.074 0.109 0.705
Q13 0.132 0.145 0.780 0.113 0.036 0.239 0.718
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1 2 3 4 5 6 Commonality| Reliability
Ql 0.164 0.141 0.167 0.838 0.121 0.136 0.811
Q4 0.058 0.214 0.169 0.783 0.061 0.153 0.717 0864
Q3 0.12 0.157 0.164 0.760 0.086 0.203 0.692
Q2 0.177 0.183 0.104 0.734 0.177 0.09 0.654
Q5 0.185 0.186 0.047 0.122 0.814 0.059 0.753
Q7 0.117 0.195 0.095 0.13 0.792 0.076 0.712
Q6 0.121 0.123 0.115 0.039 0.787 0.061 0.668 0.8%6
Q8 0.135 0.145 0.08 0.134 0.764 0.218 0.695
Q29 0.258 0.155 0.154 0.176 0.083 0.736 0.694
Q27 0.176 0.205 0.193 0.094 0.144 0.734 0.679
Q28 0.19 0.211 0.2 0.191 0.124 0.704 0.669 0.8%0
Q26 0.26 0.306 0.162 0.251 0.139 0.687 0.742
Explained | 10700 | 2726 | 2345 1.874 1.768 1.285 - -
variance
Note: KMO=0.929, Bartlett Esophagus Screening x*=6932.642, df=406, p=.000
Table 7. Exploratory factor analysis (Chinese)
1 2 3 4 5 6 Commonality | Reliability
Ql4 0.865 0.152 0.157 0.13 0.151 0.165 0.863
Q19 0.787 0.17 0.125 0.145 0.099 0.15 0.717
QI8 0.774 0.138 0.202 0.088 0.183 0.089 0.700 0,923
Q17 0.771 0.088 0.138 0.154 0.193 0.133 0.682
Q15 0.768 0.114 0.166 0.082 0.167 0.129 0.698
Ql6 0.759 0.128 0.177 0.2 0.101 0.154 0.708
Q20 0.134 0.895 0.136 0.116 0.097 0.131 0.877
Q22 0.157 0.802 0.101 0.026 0.122 0.149 0.715
Q23 0.123 0.785 0.154 0.115 0.076 0.085 0.670 0011
Q24 0.091 0.781 0.122 0.177 0.023 0.069 0.681
Q25 0.071 0.758 0.105 0.046 0.053 0.165 0.623
Q21 0.158 0.742 0.182 0.177 0.067 0.092 0.653
Q9 0.231 0.14 0.846 0.119 0.13 0.16 0.846
Ql1 0.172 0.218 0.781 0.104 0.155 0.095 0.731
Q12 0.136 0.21 0.765 0.087 0.146 0.148 0.699 0.896
Q10 0.157 0.099 0.749 0.133 0.075 0.067 0.624
Q13 0.186 0.135 0.743 0.064 0.087 0.26 0.684
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1 2 3 4 5 6 Commonality| Reliability
Q1 0.206 0.16 0.113 | 0852 | 0079 | 0.152 0.836
Q 0.141 0.091 0062 | 0802 | 0.061 0.111 0.691 0554
Q4 0.113 | 0.161 0.115 | 0798 | 0.093 0.22 0.745
Q3 0.173 | 0153 | 0162 | 0795 | 0.071 0.058 0.720
Qs 0162 | 0.126 | 0.103 | o0.112 0.85 0.193 0.825
Q7 0.107 0.09 0.142 | 0.088 | 0.821 0.121 0.737
Q8 0238 | 0074 | 0.135 0.06 0.796 | 0.133 0.735 0.870
Q6 0222 | 0068 | 0.124 | 0.041 0713 | 0.183 0.613
Q26 0268 | 0.171 0.196 | 0.166 | 0237 | 0.79 0.857
Q27 0.120 | 0.85 | 0.151 0.176 | 0.134 | 0.771 0.717
Q29 0258 | 0.193 | 0229 | 0.157 | 0245 | 0.676 0.684 0877
Q28 0.209 0.22 0226 | 0.176 | 0231 0.675 0.699
i’;‘;i;’fe‘i 10.833 | 2868 | 2.173 1.974 1.943 1.239 - -

Note: KMO=0.926 Bartlett Esophagus Screening x*=7316.045, df=406, p=.000

Table 63} Table 79 VERG nie} o] Frujj o] ko] o
FEo 47 g2 8RleF FATh AV|SATEE HE 1 FABAE HAFE] A AL
2 KMOZ} 0.9 o] dol™ At = 0.929°1% 1L 5
Kol A7 §la, FrelgEE 0.0000 22 Agtaitial ¥

e H
avS
i
Ky

5. &lA a9lB A (Confirmatory factor analysis)

K21 824-S Anderson, Rubin 5°] 195633} 1969\ A0l 73t &A1z Q0 RAd 5}
= 2E3E i dolti(Choi and Yu, 2017). 179 E}3A AEE ZAHESIE Svl2A =
A=A FsteE Aot 2ntE S-S Tl AT} At &

=
A, 3Rl & AF AT Atk FHVHAEE 07 o)de 875k, °
__?L

1o
ry
2
it
o
o

=0.701% (1)

BHEEAFEAT(AVE) = f =0.5°% 2
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Table 8. Korea-China confirmatory factor analysis comparison table

Standard loadings Standard error CR AVE
Variable
names South China South China South China South China
Korea Korea Korea Korea
Ql 0.881 0.916 0.255 0.205
Intrinsic Q2 0725 | 0747 | 0557 | 0.606
. 0.868 0.886 0.623 0.663
attributes Q3 0772 | 0.782 | 0.503 | 0.533
Q4 0.771 0.801 0.471 0.472
Q5 0.824 0.899 0.303 0.214
Extrinsic Q6 0.714 0.710 0.516 0.644
. 0.858 0.875 0.601 0.639
attributes Q7 0.793 0.787 0.374 0.509
Q8 0.766 0.790 0.426 0.447
Q9 0.917 0.926 0.229 0.177
Q10 0.765 0.702 0.616 0.710
Price
. Q11 0.806 0.807 0.561 0.513 0.910 0.899 0.669 0.642
perception
Q12 0.791 0.785 0.509 0.520
Q13 0.803 0.771 0.515 0.552
Ql4 0.87 0.934 0.276 0.188
QIS5 0.826 0.803 0.375 0.580
Health Ql6 0.796 0.801 0.425 0.526
0.916 0.924 0.645 0.672
awareness Q17 0.754 0.783 0.456 0.576
QI8 0.788 0.792 0.456 0.589
Q19 0.780 0.795 0.458 0.579
Q20 0.904 0.955 0.209 0.100
Q21 0.805 0.761 0.402 0.529
Perceived | ) 0.846 | 0.808 | 0339 | 0432
behavioral 0.923 0.914 0.667 0.641
Q23 0.774 0.765 0.445 0.492
control
Q24 0.818 0.778 0.396 0.484
Q25 0.742 0.715 0.597 0.659
Q26 0.852 0.922 0.257 0.171
Buying Q27 | 0740 | 0742 | 0450 | 0.579
. . 0.851 0.884 0.589 0.658
intention Q28 0.738 0.800 0.491 0.471
Q29 0.732 0.768 0.484 0.588
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Table 9. Discriminant validity analysis of Chinese consumer purchase intent

EA IP PA HA PBC BI
EA 0.814
IP 0.309 0.799
PA 0.378 0.405 0.801
HA 0.444 0.472 0.504 0.820
PBC 0.381 0.309 0.421 0.391 0.801
BI 0.491 0.573 0.551 0.570 0.463 0.811

Table 10. Discriminant validity analysis of Korean consumer purchase intent

EA IP PA HA PBC BI

EA 0.789

IP 0.395 0.775

PA 0.438 0.298 0.818

HA 0.503 0.495 0.438 0.803
PBC 0.401 0.414 0.342 0.495 0.817

BI 0.579 0.455 0.51 0.628 0.583 0.767

6. SEEY| AFx HF

2 AFoA = 67l AT 713 29719 S5 sl AlEAd
st g2 alEAM e A, 3= UGS AnkE A et T S ARt
2 A3 =7t eSO, Chi-squaredlAle AOiA Ao 20 F .
U AMOS #4& &% 28 A¥Es =3 T B 7|EAE d3fskinh =3 £ <
T A AR kg 3= A 45(NFI, CFI, RFI, IF)E HAIZ 0.9 =) 2
o ATt oS et kA B AT A Y2 8 Jhset, F
A daskA goal AdET

1
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Table 11. Fit validation of the Korean-Chinese measurement model

CMIN/DF| GFI AGFI | RMSEA NFI RFI IF1 TLI CFI
Korea 1.401 0.916 0.899 0.033 0.929 0.920 0.979 0.976 0.978
China 1.312 0.920 0.904 0.029 0.937 0.929 0.984 0.982 0.984

Table 12. Model Fit Indices

Fit statistics

Evaluation standards and thresholds

CMIN/DF(*/df) 1 <CMIN/DF <3
GFI AGFI >over 0.9
Absolute fit index

RMR <0.05

RMSEA <0.08
Incremental fit index NFI, RFI, IFI, TLI, CFI >over 0.9
PGFI 0.5> over

Parsimonious fit index

PNFI 0.5> over

==
==

lo

7. A% 22y
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Fig. 2. The structural relationship of factors influencing consumer purchase ‘Intention (Korea).’
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Table 13. Adoption of influencing factors on purchase intention of Korean-Chinese ginseng

products
Hypo- i Adopti
YPO Model paths Standarfilzed SE. | CR. P doption
these coefficients status
KH1 | Intrinsic attributes — Buying intention 0.205 0.050 | 4.130 | *** |Adoption
KH2 | Extrinsic attributes — Buying intention 0.068 0.056 | 1.210 | 0.226 |Rejection
K KH3 Price perception — Buying intention 0.135 0.038 | 3.524 | *** | Adoption
orea
KH4 Health awarenes — Buying intention 0.238 0.054 | 4436 | ** |Adoption
Perceived . . .
KHS5 behavioral control — Buying intention 0.229 0.045 | 5.080 | **+ |Adoption
ehavioral contro
CH1 | Intrinsic attributes — Buying intention 0.175 0.048 | 3.676 | *** |Adoption
CH2 | Extrinsic attributes — Buying intention 0.313 0.053 | 5.882 | *** | Adoption
Chi CH3 Price perception — Buying intention 0.196 0.050 | 3.892 | *** | Adoption
ina
CH4 Health awarenes —

Buying intention 0.164 0.048 | 3.427 | *+* |Adoption

Perceived L . " .
CHS5 . — Buying intention 0.137 0.047 | 2.918 | 0.004 " | Adoption
behavioral control

Note: **p<0.001, *p<0.01, *p<0.05

3] <l

gt 7+ 36678 ] AERE JAAB A6 &8st BAAAE ol Zh

g AHIAEL HAuAES A% 7154, Y 7, 7HE 5 SHddA BrteH, T
] =& 9hd o)do|m, Azt Fulu] 82 P 5Tk Y wvke] Jp =okth T &Mk
2 AvAIEFS A8, ¥ 7HA, A% 59 Sl BrishH, 7o) HlER vhd o]
oW, Azt Fujn]g-& 159205 ¥ WLvF 7P @ttt

AR ZAE B =mH = AR HviAlE T o] dEgE vAE A "
22 = 2AES A4 o] MuAlF Fejel el Mg F IS rAE A2 U
Eigon, g2 F8% HFE s AZ4E d55A4, AF UAF &4, 714 Q4o . Al
F 95H £4L F FFE AR GAth T A AE AF AFH A0



WAH S8, A7 2A40] Utk A24E PEFAE o= J= FFS
BT} FFY 2MAZE ArAE B
= 2, @7 2UASE AVAF Pl glof A%

B Vs 7 5 A Al e T84S A A4S wrE
- _

A
L AEE AR 5 9RH £He FashA A

(SR Y

O 1

2
o

el

ol

o

X

rO

1:4

£

2

ru}L.—\1

o
o
Lo

k%)
2
=)
L
>
>
=l
filo
b
)
21"
ra
o
&
o
s
v}
o
Hl

o

A9 ApAE ool
AT e 29e AU R Yepton] F3e] Agoe A
& WX 3 k. F, o] A4S A Foll ths) Wl o]

9l n4 AEY HArEE A%

. Ags] o] AE

AriARlol} BAE, AFe] e AAT 4 5 9)5H S4o] Tujelge] g 2
NE o2 Uehsth olgs Avks

7ol BuED, AAFE F2 49 2
'Sc:]

EHP%E 5101 »ﬂﬂl sk

2
N
S
o}
py
of
ot

i)
oW
oX,
o
N
N
ol o

© oo
e o
e
=

o

2

o

o~

N
olr
ox
° 2
%0
o
J {
ri)‘
et
4 o
X2
o
=
(e
2
o, ofN
Al
1o
o
—o
2
il
2 Oko
O
r o2 W

J

Aok 2l QAR o 3 48 AR 0% T s Aos A4 £
otk obg e T ANAS TuE b} B4 23 AFE TSt onE AukE 3
A B8 + U ABRRAE A 5 GFT AFS ALl 2049 HYHE
W3l o] WA glolth, Folnt AFEAT Bl P 5 A% /5L FEse

AE Ty 2L A ey

Aol Sejsolol & Aol oldF SAES Telsto]
5o RARTY FF Al 29 U8 F0F & e Aol
S

2 A7 SAAE S 285t = T 2viAEY T

Av FAAGe] Wa S5} wEn, S8 F7F o dE 7] e,
3 97} EAE A7 won =3 "ast vk e AR 71Ee Bestel 4,
FEE AL v BAGOEA Lo Fo FAS vt o2 Z14elsl nek thep
b ges Fn Amz Agr & etk
$F ATE A9 A4 5 mUe Fastel A el 4%7lel HolEWA veh
= WEE A% 2UET dok 3T o)k 4ol B4 st 5 axel dgUe
Zo @57 wElg Roahs A



22

[Submitted, October. 17, 2023; Revised, November. 14, 2023; Accepted, January. 18, 2024]

10.

11.

12.

13.

References

. Ajzen, 1. and M. Fishbein. 1980. Understanding attitudes and predicting social behavior[M].

Englewood Cliffs, NJ: Prentice-Hal.

Ajzen, 1. 1985. From intentions to actions: A theory of planned behavior. In: Kuhl J.,
Beckman J. (Eds.), Action control: From cognition to behavior[M]. Heidelberg, Germany:
Springer: 11-39.

Ajzen, 1. 1987. Attitudes, Traits, and Actions: Dispositional Prediction of Behavior in Per-
sonality and Social Psychology. Advances in Experimental Social Psychology. Vol(20): 1-63.
Parasuraman, A., L. L. Berry, and V. A. Zeithaml. 1991. Understanding Customer Experience
of Service[J]. Sloan Management Review. Spring: 39-45.

China Customs. http://www.customs.gov.cn

China Observation Report. https://www.chinabaogao.com

Choi, S. Y. 2017. An analysis on effective factors of functional food purchase intention
applying an extended model of goal-directed behavior. Ph. D. Dissertation. Ewha Womans
University Graduate School.

Collins-Dodd, C. 2008. The Regulation of Fee and Comparative Advertising. Services
Marketing Quarterly. 22(2): 49-72.

Collins-Dodd, C. and T. Lindley. 2003. Store brands and retail differentiation: the influence
of store image and store brand attitude on store own brand perceptions. Journal of Retailing
and consumer services. 10(6): 345-352.

Dodds, B. William, B. M. Kent, and D. Grewal. 1992. Effects of Price, Brand, and Store
Information on Buyers’ Product Evaluations[J]. Journal of Marketing Research. 25(s): 507-
319.

Fishhein, 1. Ajzen. 1975. Taking and Information Handling in Consumer Behavior. Boston:
Graduate School of Business Administration[D]. Harward University. 176-210.

Goldsmith, R., L. Flynn, and E. Goldsmith. 2010. Consumer attitudes and loyalty towards
private brands. International Journal of Consumer Studies[J]. 34(3): 339-348.

Gould, M. S. 1990. Suicide clusters and media exposure. In S. J. Blumenthal & D. J.
Kupfer (Eds.), Suicide over the life cycle: Risk factors, assessment, and treatment of suicidal

patients. pp. 517-532. American Psychiatric Association.



14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

AvHAES] 20l Fojolg B4 AT 23

Huchi. 2016. Behavioral Intentions of local Chinese for Korean Food Tourism Using Model
of Goal-directed Behavior. Theses & Dissertations, Sejong University Graduate School.
Impact book. 2021. 2021 Health Functional Food and Functional Food Ingredient Market
Overview.

Jang, U. Y. 2020. The Effect of Choice Properties of Domestic Rice Processing Food on
Consumption Value and Purchasing Behavior. Master’s Thesis. Gyeonggi University Graduate
School of Tourism.

Jarvenpaa, S. L., N. Tractinsky, and L. Saarinen. 1999. Consumer Trust in an Internet Store:
a Cross-cultural Validation[J]. Journal of Computer.

Jeong, G. H. 2020. Effects of Selection Attributes of Certified Pork on the Intent of
Purchase: Focusing on the Mediation Effect of Health interest. Master’s Thesis. Gyeonggi
University Graduate School of Tourism.

Jeong, S. Y. 2009. (A) study on the effects of languages and price perception in overseas
buying service shopping malls on consumers’ attitudes. Master’s Thesis. Hongik University
Graduate School of Advertising and Public Relations.

Kim, M. J. and M. H. Cho. 2017. A Study on the Behavioral Intention of Overseas Trip of
Single Women by Application of the Theory of Planned Behavior (TPB). Tourism and
Leisure Research. 29(3): 57-76.

Kim, H. S. 2012. The Effect of Environmentally Friendly Food Choice Motive on Consumer
Attitude and Purchase Intention. Ph. D. Dissertation. Sejong University Graduate School.
Kim, H. Y., K. S. Ryu, and H. S. Ryu. 2015. Influence of Health Consciousness and Food
Safety Concern on Behavioral Intentions to Purchase Products in Organic Grocery Stores:
Application of an Extended Theory of Planned Behavior. The Foodservice Management
Society of Korea. 18(6): 377-395.

Kim, S. G. 2018. Farmers Educational Performance Influencing Educational Satisfaction.
Korean Association of Agricultural Extension. 25(2): 85-97.

Kim, S. M. 2019. Effects of Consumer Perceived Value on Customer Satisfaction and
Loyalty on Organic Bakery Products: Moderating effect of price sensitivity. Master’s Thesis.
Daegu Catholic University.

Kim, Y. A. 2017. A comparative study of competitiveness on Korea - China agricultural pro-
ducts: based on the agricultural awareness research. Ph. D. Dissertation. Paejae University.
Kim, Y. J. 2009. The Effects of Experiential Factors of Brand-Sample shop on Purchase and
Recommend Intention. Master’s Thesis. Hongik University Graduate School.

Korea Food and Drug News. 2021. 5. 20. http://www.kfdn.co.kr/51957



24

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

Lee, J. J. 2016. Influence consumer buying behavior of the low-salt diet, low-sodium food
choice property. Master’s Thesis. Gyeonggi University Graduate School of Tourism.

Lim, I. R. and H. S. Kim. 2016. The Study of Behavioral Intention of Environmental
Friendly agricultural Products choice in Consumer by Using Theory of Planned Behavior,
Journal of Foodservice Management. 19(1): 201-221.

Parasuraman, A., V. Zeithaml, and L. Berry. 1988. SERVQUAL: A Multiple Item Scale for
Measuring Comsumer Perception of Service Quality, Journal of Retailing. 64(1): 12-40.
Park, H. J. 1989. Affective Study on the Fishbein’s Behavioral Intention Model for Pre-
dicting Consumer Behavior. Ph. D. Dissertation. KyungHee University.

Park, J. U. 2012. A study on urban household consumer’s purchase behavior of agri-foods.
Ph. D. Dissertation. Korea University.

Park, P. S. 2022. Effect of Functional Labeling on Purchase Intention in the Selection
Attributes of Age-Friendly HMR Foods. Master’s Thesis. Gyeongsang National University
Graduate School of Entrepreneurship.

Ryu, M. H. 2007. The Influence of Fashion Brands’ Color Marketing upon Consumers’
Brand Awareness cognition and Purchase Intention. Master’s Thesis. Chung-Ang University
Graduate School.

Shih, Y. Y. and K. Fang. 2004. The use of a decomposed theory of planned behavior to
study Internet banking in Taiwan. Internet Research. 14(3): 213-223.

Tsai, W. C. 2001. Determinants and consequences of employee displayed positive emotions.
Journal of Management, 27: 497-512.

Yu, C. J. and X. Wang. 2022. Analysis and Improvement Plan of the Operating Efficiency
of Farmers Growing Gastrodia elata Blame in China and Korea. Korea Journal of Agricul-
tural Management and Policy. 49(1): 34-56.

Whang, S. J. and J. P. Kim. 2016. The Effects of Perceived Quality on Customer Satisfaction
and Recommendation in Luxury Purchases. Journal of CEO and Management Studies. 19(3):
51-76.

Yeon, S. Y. 2013. A Study on Changes in Ginseng Product Consumption Patterns. Master’s
Thesis. Semeyong University Graduate School.

Zeithaml, V. A. 1988. Consumer perceptions of price, quality, and value: a means-end

model and synthesis of evidence. Journal of marketing. 52(3): 2-22.





