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ABSTRACT

This study surveyed recognition and purchase decision factors related organic food in housewives with young children. The
most common reason for purchasing was “environmental-friendly” with 47.6%. When checking food labels, “nutritional
ingredients” was the most considered (29.5%). Preference levels for organic food were in the following order: grains (26.8%)
> vegetables (23.7%) > dairy (16.9%) > root and tuber crops (14.0%) > fruits (6.0%). For awareness of quality of organic
food, the highest awareness factor was “safer than normal food” at 3.91+0.72. For awareness of confidence in organic food,
the highest awareness factor was “good for health” at 4.11+0.68. For awareness of satisfaction of organic food, the highest
awareness factor was “origin labeling” at 4.02+0.76. Regarding awareness of purchasing intention of organic food, the highest
awareness factor was “I will purchase organic food as possible as I can” at 4.02+0.79. In the correlation analysis, confidence
and satisfaction displayed the highest correlation (0.640), and there were other significant correlations between value/purchasing
intention (0.586), confidence/purchasing intention (0.560), and satisfaction/purchasing intention (0.575). Further, the analysis
showed that among value, quality, and price, only value had direct influence on the purchasing intention.
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Table 1. General characteristics of subjects (N=413)

Variation Items N %
Gender of Boys 199 48.2
the child Gitls 214 518
<12 months 79 19.1
>1~2 39 9.4
Age of >2~3 86 208

the child

(years) >3~4 126 30.5
>4~5 35 8.5
>5 48 11.6

~ 21.
Age of 20~29 90 8
the mother 30~39 241 58.4
(years) >40 82 199
High school 29 7.0

Education level . .
of the mother University 352 85.2
Graduate school 32 7.7
<200 27 6.5
~ 113 27.4
Average monthly 2007300

income 301~400 149 36.1
(10,000 wom) 451 ~ 500 93 225
=501 31 7.5
<10 58 14.0
Weekly food 10~15 116 28.1
expense 16~20 105 25.4
(10,000 won) s 97 235
=26 37 9.0
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Table 2. Awareness of organic food and status of check-
ing label when purchasing

Variation Items N %  MeantS.D.
Hardly aware 1 0.2
A little aware 50 12.1
Awareness of yy o rate 149 360  3.49+0.83
organic food
Well aware 175 423
Very well aware 39 9.4
Not at all 5 1.2
A little bit 52 12.6
Status of
Moderat 159 . . .
checking label oderate 384  3.394+0.83
Often 171 41.3
Everytime 27 6.5
Hardly aware 6 1.4
Awareness A little aware 72 17.4
of kinds 4 terate 231 558  3.07+0.73
of organic
food sold Aware 98 23.7
Well aware 7 1.7

Mean+£S.D.: The scores were based on the mean scores measured
on a Likert scale from 1 to 5.
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Table 3. Experience, rate, and place of purchase of organic food

Variation Items N % Variation Items N %
<10 124 324
10~29 136 35.5
Purchase rate 3049 57 14.9
(%) 50~69 56 14.6
70~89 8 2.1
Yes 383 92.5 >90 2 0.5
CI::Z?:;Z Organic market 105 27.4
Supermarket 203 53.0
Purchase place Farmers market 20 52
Department store 53 13.8
Others 2 0.5
No 31 7.5
Total 414 100.0

Table 4. Reason and consideration for purchasing organic

food
Variation Items N %
Confidence 34 8.2
Quality 57 13.8
Reason .for Environment friendly 197 47.6
purchasing
Healthy 122 29.5
Others 4 1.0
Distribution method 3 0.7
Ingredients 15 3.6
Nutrition 122 29.5
Conmderahpn Freshness 106 25.6
for purchasing
Price 50 12.1
Cultivating method 91 22.0
Company name value 27 6.5
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Table 5. Preference of organic food
Ist 2nd 3rd
Variation Items
N % N % N %
Grains 111 26.8 208 50.2 19 4.6
Vegetables 98 237 104 25.1 34 82
Dairy 70 16.9 60 145 23 56
Root and tuber crops 58 14.0 14 34 40 9.7
Kinds of Fruits 25 6.0 19 46 77 18.6
organic food
Seasoning 17 4.1 3 0.7 89 21.5
Nuts 15 3.6 4 1.0 105 25.4
Meat 12 2.9 2 0.5 19 4.6
Drink 8 1.9 0 0.0 8 1.9
3. #7IE AEFOie Ayl mE QAT +0.76 0.2 7 w2 A o® UELith o2 A o
7% AET Al A, AE, BE 2 Fojolwe] 471 @l ATl dd FA dia] BT 47 376+
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Table 6. Awareness of quality, confidence, satisfaction and purchasing intention of organic food (N: %)
" Hardly A little Well Very well
Variation Items aware aware Moderate aware aware MeanS.D,

Purchase price is worth the quality 1 (02) 13 (31) 8 (215 233 (563) 78 (188) 3.90+0.73

Safer than ordinary food 1 (02 10 (24) 91 (220) 235 (568) 77 (186) 3910.72
Satisfied with overall use 307 14 (34) 88 (214 230 (558 77 (187) 3.88:0.77
Better quality than ordinary food 1 (02) 21 (51) 9 Q27) 230 (556) 68 (164) 3.83+0.77
Short expiation date 11 (27) 38 (92) 143 (345 172 415 50 (121) 3.512091
Quality Ny genetic engineering 1 (02 12 (29) 9 (18 235 (570) 74 (180) 390:073 >03085
Price is important for purchase decision 0 (0.0) 38 (92 114 (27.7) 207 (502) 53 (129) 3.67+0.82
Must pay high price for purchase 2 (05 57 (138 129 (313) 177 430) 47 (114) 351089
Too expensive to purchase 17 @1) 113 Q74) 120 29.1) 123 (299) 39 (9.5 3.13+1.05
g{‘l’ah‘fyfference from ordinary food 33 g0y 95 (23.1) 127 (30.8) 116 (282) 41 (10.0) 3.09:1.11
Good for health 1 (02) 3 (07) 59 (143) 234 (568) 115 (279) 411068
Environment friendly 0 (00) 6 (15 67 (163) 270 (655) 69 (167) 3.98:0.62
Trustworthy to eat 1 (02 7 (17) 74 (180) 246 (59.7) 84 (204) 3.98:0.69
Healthier than ordinary food 2 (05 10 (24) 123 (299) 216 (524) 61 (148) 3.790.74
Confidence 3.80+0.74
More expensive than ordinary food 1 (02) 14 (34) 110 (267) 216 (524) 71 (172) 3.83:0.75
Food taste 2 (05 31 (75 184 (@47) 154 (374) 41 (100) 349079
Overall confidence 4 (10) 23 (56) 137 (333) 190 (461) 58 (141) 367082
Better health after use 6 (15 27 (66) 184 (447) 150 (364) 45 (109) 349+0.83
Satisfied with origin labeling 307 7 (17 76 (184) 220 (534) 106 (25.7) 4.02+0.76
Satisfied with associated labeling 2 (05 12 (29 112 (272) 247 (600) 39 (95) 3.75:0.68
Satisfied with nutrition labeling 0 (00) 12 (29 148 (359) 204 (49.5) 48 (I17) 3.70+0.71
Satisfied with safety 1 (02) 13 (32) 115 (279) 239 (580) 44 (10.7) 3.76:0.69
Satisfaction 3.64+0.77
Satisfied with healthiness 2 (05 15 (36) 162 (393) 189 (459) 44 (107) 3.63+0.74
Satisfied with high nutrition 1 (02) 16 (39) 179 @34) 169 (41.0) 47 (114) 359075
Satisfied with price 307 71 (172) 171 (415 132 (320) 35 (85) 330:0.88
Satisfied with variety 17 @1) 60 (146) 132 (320) 168 (40.8) 35 (85) 335:097
L will purchase organic food as possible 307y 13 (32) 67 (163) 218 (529) 111 (269) 4.02:0.79
I will purchase easy-to-cook products. 1 (0.2) 17 (41 124 (30.1) 221 (53.6) 49 (119) 3.73+0.73
Purchasing | Wil choose orgaic food in the fuwre. 1 02) 21 (S1) 127 (08) 28 (05 55 (133) 32077
MENsion 1 il continue purchasing. 0 (00) 29 (70) 132 (3200 218 (529) 33 (80) 3.62+0.73
Do spend more time while 23 (56 103 (250) 116 (282) 131 (18) 39 (95) 315£1.07

I will continue purchasing for health. 4 (1.0) 33 (80) 136 (33.0) 200 (485) 39 (9.5 3.58+0.81

MeantS.D.: The scores were based on the mean scores measured on a Likert scale from 1 to 5.
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Table 7. Validity and reliability of the awareness of the purchase decision factors on organic food
Variation Factor loading  Eigen value dis(t:rlillr)?ll'jilzzvg’ﬁ) Cronbach's a
Purchase price is worth the quality .878
Value Satisfied with overall use .861 2.199 73.304 818
Safer than ordinary food .829
Better quality than ordinary food .825
Quality No genetic engineering 762 1.738 57.938 .623
Short expiration date .690
Too expensive to purchase 817
) Must pay high price for purchase 752
Price 2.165 54.120 T12
No difference from ordinary food quality 705
Price is important for purchase decision .659
Good for health .837
Trustworthy to eat .799
Confidence  Environment friendly 777 2.767 55.333 783
Healthier than ordinary food 710
Overall confidence .565
Satisfied with associated labeling .822
Satisfied with origin labeling 791
Satisfaction  Satisfied with nutrition labeling 77 3.009 60.182 .833
Satistied with safety 754
Satisfied with healthiness 732
I Will purchase organic food as possible as I can .820
I will choose organic food in th future 787
Purchasing .
intension I will purchase easy-to-cook products 783 2.708 54.160 781
I will continue purchasing .696

I will continue purchasing for health 564




26(2): 152 ~162 (2016) Gol=

i
A

AC)

8ol AF2 ¥ Bol #uld Aoty A&
7} Aek, A7del Fom g AL g o] gfo]
A -0l Ei}ﬂ 2251 IFE 2,708 1tk

Fog o
sickel 57

o] Ato] BA

A3k, o) 8] ©F wAgo] 101302 ek, o5 AR
5 Sl 449 P41 S AT £ 1,
2900l 0@ BIEE B8 F U Al 220k 2

IH(Cronbach's a)E ©]-&3ste] 2t 92l WAL S Lo}
B A3, agukst 4k el 714 0818, F4 0.623, 714
0.712, A= 0.783, %+ 0.833, 7ol = 0.7812 YElWT]
Ay o2 2= A4l AE2uksl 45 gho] 0.6 o] dolH
LA o] ok 21Ed 4 Ad5S YeplBzE, ol2fe 4
ol Al 67 8210 BE F&ellA] Alg]de] dss & 5 U

2 G7)% AE10] A3t v ka9l Q14 7he]
AAEA AINTable 8), F71% &17} A Fuj] o]k Alo]<]

FBAG7Y 0.658= 71w VERG o, W~ 2= o} gk
ZH0.640), 715 A% F71%F 91(0.592) 2 f71E <A

ok Aol ©13K0.592), 7HX1 9k Tl 2] =(0.586), WHE Tl
©]%(0.575), A= e el E(0.560) A A= -2l w]EHA
B o] AAAE YepATh a2y /HE T f71%
Z(—0.164), 7FA 3} F7H21X](—0.134), 7FX2F 714(—0.095),
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£

Tl Q1A B A a4 159

oS

VA7 ] 3(-0.089), 71A 3 AT 2] 8K0.009) M =
FHAA 7Y 91Tk Song HY(2012)2 58w ﬁTUJ o
7% AET 2 gl FHe0e 7% 4

A2 of gt A S VA RE fU)E *—1‘%4 21
ge} gigell= FA 8110 7 Fasitta 9, Fhles
A= o4 JFe vt sk

2ol zto]7} A=A 010}171 el FEFals 7k, #4, 7t
2, A7, = 2 puje] g2 AAjste] ZALSFATE Table 9
o} Zro] HH LI} FujAH oM = 7Fx](p<0.01), FZ(p<0.01),
7F(p<0.01), A1=|(p<0.01), ¥=(p<0.01) 5 702 =(p<0.01)
= 2E 99loA §9A@Q ztol7F AATh Fuo]fM =
FA(p<0.05), 7H(p<001), ¥} Al F8 2l ARgel A 7}
x](p<0.05), F2(p<0.01), 7FA(p<0.01)lA )& =o]7} 9l
Ak AL WE 7% AZ 2] kel lalx
= 2 2 o)A 4.03£038% Al g AN =} A1
=93, RS QlEYlO)A] 4.01£0.509] 7FX] % om, Wk <
ElUloll A 3.36+0.722] 7FA0llA 71 wrgket. Fruf Aol whel

Table 8. Correlation analysis of purchasing status and purchase decision factor on organic food

Purchasin Awareness  Status of Purchase Awareness  Intension
Variation Value Quality Price Confidence Satisfaction . . g of organic checking of kind of  toward
mntension .
food label organic food repurchase
Value 1
Quality 52471
Price —095 334" 1
Confidence 5477 3467 105" 1
Satisfaction 5257 3247 074 6407 1
Purchasing 586" 380" 04 560" 575" |
ntension
Awareness of 3147 088 —.164" 234" 208" 314" 1
organic food
Status of checking  Henee o g0s 177 134" 299" 597 1
label
Purchase rate 238" 1567 —.089 199" 115" 31" 559" 490" 1
Awareness of Kind — ggiee g j3ge et a7t a9t 47 38" sI8” 1
of organic food
Intension toward oo ho 009 pag” 180" 34 592" 658" 451" 425" |
repurchase

* p<0.05, ™ p<0.01.
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Table 9. Differences in awareness of purchase decision factors on organic food according to purchasing status

Awareness of purchase decision factors on organic food

Variation Value Quality Price Confidence Satisfaction EE::;?SE
Media 3.59+0.77 3.49+0.55 3.10+£0.69 3.59+0.62 3.45+0.71 3.47+0.60
Internet 4.01+0.50 3.90£0.56 3.36+0.72 3.99+0.48 3.86+0.53 3.89:£0.49
Books etc. 3.96+0.55 3.9140.55 3.68+0.68 4.03+0.38 3.88+0.33 3.66+0.41
In?:l:zteio“ Advertisement 3944079 3.6840.65  345:0.73  3.97¢0.57  391+0.60  3.85+0.71
Friends 3.93+0.56 3.61+0.58 3.18+0.62 3.90+0.48 3.73+0.45 3.73+0.50
Others 3.24+1.01 3.10+0.84 3.11+0.60 3.39+0.59 3.27+0.75 3.13+0.89
F 7354 9.823" 6.230" 9.513" 8.490" 9.480"
Organic market 4.06£0.57 3.78+0.49 3.15+0.77 3.98+0.52 3.78+0.52 3.83+0.47
Supermarket 3.82+0.61 3.71+0.62 3.40£0.69 3.87+0.51 3.76+0.57 3.71+0.56
Purchase  Farmers market 3.70£0.70 3.82:+0.68 3.72+0.44 3.91+0.56 3.82+0.53 3.59+0.65
place Department store 4.1620.51 3.890.56 3.35+0.68 4.03+£0.42 3.86+0.50 3.85+0.44
Others 2.560.96 2.67+1.05 3.00+£0.91 2.93+0.52 2.83+0.75 2.50+0.75
F 14.020™ 6.097" 5.033" 7.080 4.872" 10.140™
Confidence 3.74+0.83 3.44+0.66 3.16+0.53 3.91+0.52 3.7540.51 3.58+0.61
Quality 3.96+0.64 3.77+0.60 3.08+0.77 3.85+0.54 3.7140.56 3.79+0.47
Reason for i onment friendly ~ 3.9240.58  380:0.59  340:0.72  395:047  379:0.54  3.75:0.54
purchasing
Healthy 3.9140.63 3.75+0.58 3.46+0.70 3.87+0.59 3.78+0.60 3.7540.58
F 0.944 3.560" 4.748" 0.868 0.276 1.157
Nutrition 4.06:0.67 3.67+0.53 3.14+0.63 4.00+0.54 3.830.54 3.84+0.62
Freshness 3.78+0.51 3.80:£0.68 3.51+0.71 3.83+0.58 3.75+0.61 3.69+0.58
Consideration  price 3.87+0.68 3.75+0.69 3.50+0.76 3.92:+0.45 3.68+0.51 3.64+0.62
pmf;mg Cultivation method 3.84+0.58 3.90:£0.54 3.55+0.72 3.85+0.44 3.72+0.48 3.68+0.38
Others 3.90+0.77 3.53+0.62 2.97+0.59 3.92+0.52 3.87+0.64 3.76+0.56
F 3.166" 3.646™ 10.184" 1.672 1.344 1.879

* p<0.05, ™ p<0.01.

A WMEE4.16£0.51) 2 A E0(4.06+£0.57)1 4 7FA] 7} 6. | dst A
w2 U, AR e] 74N 31520772 7P SESiTh Ex3HE JAAFE ol g8l BRI AHow F
o] o] welre FAe0le] JEx|olA 396+0.64, IFH L &
Qle] AlElefA] 39540472 frASHl Etom, F4 a1l 1] %
7HA A 3.08+0.77001 4 71 HEskeh aeja Fulf Al 8 8 o

QAR webd e G Rel O 4.06+0.672 71 AFo] gk pulelwrl §7]%4E] g A9} gk
kom, thE2 g T 41E(4.00£0.54)010 1, 7H <A Hzo] BHHS u) /1%, EA g8l /HEEREE ou
Aol B vERd e 9] 7HAG1440.63)01 0T S Bm AEAE vetsly] S8 s AR sk
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Table 10. Multiple regression analysis
Effect Dependent variable Independent variable B t F
(Constant) 7.535"
Value 564 11.346™ .
Direct effect Purchasing intension 74.636
Quality .057 1.081
Price .079 1.755
(Constant) 9.763"
Value 562 11.045™ .
Confidence 64.732
Quality —.001 —.022
Price 159 3.443"
(Constant) 8.398"™
Indirect effect Value 533 10.220™ "
Satisfaction 55.648
Quality .008 151
Price 121 2.573"
(Constant) 5.659™
Purchasing intension Confidence 325 6.474" 132.238"
Satisfaction 367 7.323"
" p<0.01.
o} 71 23} Table 102} 2] 712, F42 3 71 § el 7% AFe] F4, A, v 5l Fujelre] kel
o gEHoR JFE viHE Qe sKoln, FAT A AYE F Age] & AFoITHA.11:0.68) 2] 412 29l
< frojvlg G2 mAA| Foke Ae® yEisith g A 7P mdTh B9 7, F4, 7H, AE, jEE, e e
715 Aol ek Ao} vk fon|d J3ks vxe o f7lE AFT dEad] BE FEdA AEAe] %
SREE 79 A4 Boln, s AE0) Uie Azl 3, ol5e) AU E Aol Uje JFeD} B A}
W e we] BE foluld S vAE Aoz b o9 AWAFT 0.64002 7P BA vehon, 7hx s}
Byttt =, 7= el el AxiA g nAE ol T2 5(0.586), A1F ok o] =(0.560), I o=
A ARAow T a9l 7te] BAE Auele Aol & W (0575004 felnjel B o) AuEAE YT 1
A, 7HE f71%F Al tigh Aol s Fall ol Ey 7EXI9F 7H Abele] A E —0.095% AFHaAvL
of A= Y AHske 3ol o /&S &+ Uit o, 7HA T w=20.074), 7HATF Tl 2] 5(0.044) 00 A
TE 98 vl vlaa e gl JRuAL 9
QeF gl HAE & g AT 2Pa [771E AFel dig el =Tt 7
& Al tigh AlE] o} ko] H o) HH 7HH|, 4, 714
B ATME frobE F FRES UYOR f71% 4F  ERRE oW 93w YA seksigle, Tl
T Q14 Bl A aRlE efstaal ARSI AN ol AACR e vIAE 8 7o, 43 7t
Aol .57k 715 A% FAEel dglonl, Tl AF A olvld de g o147 2ok Aoz ekt
T T AES 10~29% BlERE Fdths Se] 355% g 71w Fell g AlE] 9} kol feofn] gt JEkS nlX]
2 M Btk #70% AE Fa At WERE & SREst 29 el
(53.0%) 9o, Fullo]f= 47.6%2] ‘WE¢HF 8, T8 I o]/l A %71% 2 Fol gk anjAgERe Lnjabsol T
QIARFE 29.5%2] IR, Elm b ol FoiEke 4 vistaAshe #71% AE0l hel olwl A4 g Am
Z o TH(26.8%) > MAFH23.7%) > 7716.9%) > FF Qrfol] 71 2 JES wethe A4S 4 4 U9tk a8
(14.0%) > T F6.0%) <=°]Ath n=2 f7E A% sy 2 43 QaliAe 771F A
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