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ABSTRACT

55

This study focused on 450 adult consumers who purchased and consumed instant or mixed coffee. It assessed the selection
attributes of instant coffee and mixed coffee consumers, employing conjoint analysis to analyze the relative importance and
optimal utility of red ginseng coffee selection attributes. The critical selection attributes considered when buying instant and

mixed coffee were ranked as follows:

‘price (4.35)’, ‘taste (4.34)’, and ‘flavor (4.08)’. Instant coffee consumers prioritized

‘taste (4.39)°, while mixed coffee consumers emphasized ‘price (4.35)’; significant group differences were found for ‘flavor

(.16, 4.01)’,

‘caffeine presence (3.53, 3.34)’,

‘nutrient content (3.45, 3.28)°, ‘food additives (3.63, 3.45)’, and ‘processing

method (3.64, 3.41)° (p<0.01, p<0.05). Conjoint analysis revealed the relative importance of red ginseng coffee selection

attributes:

‘caffeine (28.241%)°, ‘red ginseng ingredient content (28.148%)’, ‘favor (22.896%)’, and ‘coffee type (20.493%)’.

Optimal red ginseng coffee, preferred by consumers, featured red ginseng ingredient content, a mild red ginseng flavor, and
a mixed coffee without caffeine. ‘Intent to purchase red ginseng coffee’ was rated at 2.91 points, and ‘willingness to pay
extra compared to regular coffee price’ was rated at 2.44 points. This study significantly contributes to understanding consumer

characteristics in the instant and mixed coffee submarkets and identifying the preferred attributes of red ginseng coffee.
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Table 1. Attributes and levels used to create the profile card

Attribute

Meaning of attribute

Level

Red ginseng ingredient

content coffee is indicated on the label

How much red ginseng ingredient is included in the

- Red ginseng ingredient content labeling
- No red ginseng ingredient content labeling

Flavor Unique red ginseng flavor

- Mild red ginseng flavor
- Rich red ginseng flavor

T f coff . .
ype ot cotfee in the composition of the coffee

The types of coffee vary based on the ingredients used

- Instant coffee
- Mixed coffee

Caffeine

The presence or absence of caffeine

- Contains caffeine
- Caffeine-free

Table 2. Profile card for conjoint analysis

Card Red ginseng ingredient content Flavor Type of coffee Caffeine
1 Red ginseng ingredient content labeling Mild red ginseng flavor Instant coffee Contains caffeine
2 No red ginseng ingredient content labeling Mild red ginseng flavor Mixed coffee Caffeine-free
3 Red ginseng ingredient content labeling Rich red ginseng flavor Instant coffee Caffeine-free
4 No red ginseng ingredient content labeling Mild red ginseng flavor Instant coffee Caffeine-free
5 Red ginseng ingredient content labeling Rich red ginseng flavor Mixed coffee Caffeine-free
6 No red ginseng ingredient content labeling Rich red ginseng flavor Mixed coffee Contains caffeine
7 Red ginseng ingredient content labeling Mild red ginseng flavor Mixed coffee Contains caffeine
8 No red ginseng ingredient content labeling Rich red ginseng flavor Instant coffee Contains caffeine

™, F-5 9 Q14 Al(fractional factorial design)E 2831t}

2
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o2 Ekom, oA o3t Ao) S HATHp<0.001). A
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20~2941(529, 24.6%) o2 = Uehdtn, U279 &
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Table 3. General characteristics of instant coffee and mixed coffee
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Variable Instant coffee Mixed coffee Total V-value
Male 82( 38.9) 150( 62.8) 232( 51.6)
Gender Female 129( 61.1) 89( 37.2) 218( 48.4) 25627
Total 211(100.0) 239(100.0) 450(100.0)
20~29 52( 24.6) 38( 15.9) 90( 20.0)
30~39 59( 28.0) 31( 13.0) 90( 20.0)
Age 40~49 33( 15.6) 57( 23.8) 90( 20.0) 27.966™
50~59 36( 17.1) 54( 22.6) 90( 20.0)
60~69 31( 14.7) 59( 24.7) 90( 20.0)
Total 211(100.0) 239(100.0) 450(100.0)
Office worker - 94( 44.5) 89( 37.2) 183( 40.7)
administrative position
Professional 18( 8.5) 17 7.1) 35( 7.8)
Technical 13( 6.2) 12( 5.0 25( 5.6)
Production worker 5 24) 16( 6.7) 21( 4.7)
. Sales - service field 14( 6.6) 17( 7.1) 31( 6.9)
Occupation Self-employed 12( 5.7) 24( 10.0) 36( 8.0) 14.490
Housewife 25( 11.8) 21( 8.8) 46( 10.2)
Students 8( 3.8) 11( 4.6) 19( 42)
Unemployed 12( 5.7) 25( 10.5) 37( 8.2)
Other 10( 4.7) 7( 2.9) 17( 3.8)
Total 211(100.0) 239(100.0) 450(100.0)
<High school 1( 0.5) 4 1.7 5C 1.1
High school 37( 17.5) 58( 24.3) 95( 21.1)
Education level College/university 153( 72.5) 150( 62.8) 303( 67.3) 5.795
> Graduate 20( 9.5) 27( 11.3) 47( 10.4)
Total 211(100.0) 239(100.0) 450(100.0)
<200 23( 10.9) 29( 12.1) 52( 11.6)
200~<300 44( 20.9) 33( 13.8) 77( 17.1)
300~<400 33( 15.6) 52( 21.8) 85( 18.9)
400~<500 28( 13.3) 32( 13.4) 60( 13.3)
Momhill-‘lyc(})‘;feh"ld 500~<600 19( 9.0 30( 12.6) 49( 10.9) 10464
(10,000 KRW) 600~<700 19 9.0) 22( 9.2) 41(C 9.1
700~<800 13( 6.2) 16( 6.7) 29( 6.4)
800~<1,000 23( 10.9) 14( 5.9 37( 8.2)
>1,000 9( 4.3) 11( 4.6) 20( 4.4)
Total 211(100.0) 239(100.0) 450(100.0)
1 42( 19.9) 33( 13.8) 75( 16.7)
2 46( 21.8) 57( 23.8) 103( 22.9)
Number of 3 55( 26.1) 58( 24.3) 113( 25.1) 4,041
household members 4 57( 27.0) 78( 32.6) 135( 30.0) ’
>5 11( 5.2) 13( 5.4) 24( 5.3)
Total 211(100.0) 239(100.0) 450(100.0)
Awareness of red Yes 41( 19.4) 33( 13.8) 74( 16.4)
. No 170( 80.6) 206( 86.2) 376( 83.6) 2.579
ginseng coffee
Total 211(100.0) 239(100.0) 450(100.0)
Purchasing Yes 14( 34.1) 13( 39.4) 27( 36.5)
experience of red No 27( 65.9) 20( 60.6) 47( 63.5) 0.217
ginseng coffee Total 41(100.0) 33(100.0) 74(100.0)

Frequency (%).

p<0.001.
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‘0H4.397) 0] 3, W2AT] LA E 71 4.374)
2 AT HbE o2 AAREAT AH|ro] Bl
7] LMol BlE] MelEAdS A Frketlen, 1 &
1)(4.16%, 4.0179)", ‘7HA9l F543.534, 3.34%y, ‘d %4
(34574, 3.284), AEH/NEB.63, 3.454), 7}
(3.64%, 3.418y 2] EAoA AAHEAY LH| 3}
T ZH)T bl §2] 8 2po]E B Th(p<0.01, p<0.05).
ol 4*5‘01634(3 947y, <4H]7]13H3.80%), ‘AlZ=3]A

AN=3.707)y, FAAEG297) SN F 283
FoAQ ztel= fAAT, A2HEAT LH|rETE 2~
A7) o] & S etk A9 Je&Ade] Fa

o X2

N

AN}
o

O

)

0:

0.
OH
ok
Mo oz 0% N[0 o

=
[

i
(T rﬁ

-

=S AT drdME 7S =4 971 0o MN &
Purevsuren B 2013), 719 & vlAl& o] F 2 FHAH o2 nj4l
= AH|RPE 72.09%2 7P Be Ao ZA}E]oiu}

(Lautiainen T 2015). W2}A, FH4 0
A= deEdolA 7H o] Fash &iﬂ = iF o,
Y797t e §2 A9Eng duoFes 7P A-e
Aoz s glel, A aulEAE A b
4 zed Ausdon A WR Aow A4d & 9
o @A AAAQ A71AAS el A W ) 3
Oy AR ol AR BRGSO
Ase AhAel) Wi

AH
$ 4a8 z‘rmo}~ PEERA, a}% Aoltt.

d
wof FE7EA] B4 A= Table 594 2o} %<0
£ Pearson’s #t°] 0.980(p<0.001)2.2 28 A S ==
319 21, Kendall’s tau 7k 0.929(p<0.01)= Z&u}d o] e}
gAdo] FHEJTE ZTAAT A& AgA o
A1’ 0] 28.241% % 7HE =%k, tho 2 ‘BA AR
2H28.148%), ‘3F1|(22.896%)’, ‘A 43(20.493%)" =2
el

7t H4 1i TE 9wt
(utility) & A EHA,
F EA0.662)F FAE T
stk FAIEs} Ao} A 2 e
22 FAHAvE Ao S e SR
3*17} a3k 7oz Aokt $AT AHAE &

Fo &1+ A=A o] =(Ginsenoside) 22 d 12
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Table 4. Evaluation of selection attribute of instant coffee and mixed coffee

Item Total Instant coffee Mixed coffee t-value
Taste 4.3440.61 4.39+0.62 4.29+0.60 1.819
Flavor 4.08+0.68 4.16+0.68 4.01+0.66 2.259"
Color 3.284+0.81 3.2940.73 3.28+0.86 0.172
Price 4.35+0.69 4.32+0.72 4.37+0.65 —0.845
Weight 3.83+0.79 3.85+0.78 3.80+0.79 0.668
Promotion 3.89+0.87 3.83+0.88 3.94+0.87 —1.307
Expiration date 3.76+0.90 3.70+0.87 3.80+0.93 —1.194
Presence of caffeine 3.43+0.86 3.53+0.84 3.34+0.88 2.308"
Raw ingredient 3.54+0.82 3.62+0.73 3.47+0.89 1.927
Nutritional content 3.36+0.85 3.45+0.81 3.284+0.88 2.061"
Origin of ingredient 3.40+0.89 3.4840.84 3.33+£0.93 1.827
Certification of the quality of main ingredients 3.40+0.93 3.4540.89 3.36+0.96 0.981
Brand of the manufacturing company 3.68+0.81 3.64+0.80 3.70+0.81 —0.765
Brand of the selling company 3.56+0.83 3.56+0.82 3.56+0.84 —0.011
Food additives 3.53+0.83 3.63+0.84 3.45+0.82 0.702"
Hygiene 3.96+0.84 4.01+0.80 3.92+0.88 1.180
Processing method 3.52+0.83 3.64+0.81 3.4120.84 2.949™
Packing design 3.24+0.80 3.27+0.74 3.21+0.85 0.803
Packing material 3.34+0.85 3.3540.81 3.33+0.89 0.243
Trendy product 3.23+0.88 3.1740.87 3.29+0.88 —1.425
Packing unit 3.66+0.76 3.69+0.83 3.64+0.70 0.715
Bundle selling unit 3.69+0.74 3.69+0.78 3.68+0.71 0.142
Way of drinking 3.52+0.79 3.58+0.82 3.46+0.76 1.583
Harmony with food 3.34+0.85 3.42+0.85 3.28+0.85 1.709
Unit of measure: 5-point likert scale: I=strongly disagree, S=strongly agree.
Mean+S.D.
" p<0.05, 7 p<0.01.
= 71 & Aok sARE 4T AAIEY] A (—0.109y Brh Assida, HEQl 42 Ahcle] s
A E HFFEol ERE ST el BAEA & (05300 THIlo] H(—0.530y Hrk M sEtE Aew 2
= 4% T Yang HS(2023)9] AelA 7heals 7ol ARESITE A ATl Aol AEEd ez f7be
Al v A FFAAG A dAEY 2 WeFS 89 & 1E8H L (Kim MH & Yhang WI 2016), 17}l tigh #
BHE A2 ekt SEA] FUATN T AsE ol S9N AT T g ARt A=
=ol7] flallMe hAdo]l aqEe FEolvh @l £449 =2 Yeiya, AR "kl AlESe] EA1E
dFolle gl Fnlzh oFeH0.183) Oﬂ A dswert <2 3 8de As i EA4A9 A5 S04 TS s
el Golsk AP-018yHT B ¥ Aoz $HHY ke AL ge e Avs ez,
th AN AL G2AY(0.109)F AAHE A3 JAEBEA Y] 2v|we] $4719] Yol 34 .
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Table 5. Utility combination of the attributes of red ginseng coffee by the subjects

FobAloh kiR

Attributes Level Utility . Relative Ut%hty.
1mportance combination

Red ginseng No red ginseng ingredient content labeling —0.662 —0.186

. . 28.148
ingredient content  Red ginseng ingredient content labeling 0.662 0.186
Rich red ginseng flavor —0.183 —0.042

Flavor 22.896
Mild red ginseng flavor 0.183 0.042
Instant coffee —0.109 —0.022

Type of coffee 20.493
Mixed coffee 0.109 0.022
Contains caffeine —0.530 —0.150

Caffeine 28.241
Caffeine-free 0.530 0.150

seokok

Pearson’s R 0.980  ( p<0.001).

Kendall’s tau 0.929 (* p<0.01).

sokok

o F-E7HX] = Table 63 2t HAXQIE Rl thgh 2]

& YER = Pearson®] REES 0.980(p<0.001)2-Z E}
U B odqte] AROE nge ud AL 22590t
=, Kendall’s tau gko] 0.929(p<0.01) % EA o] 33
zasdsel Begel ued. AxuE] A
o] A FemE A AR Aol 209712%2 713
oka, The-0 2 7} Q1(27.182%)’, “SFR(23.145%)’, *7] 3]
B(19.487%) wO= FAEE A EAY AnTe
F:Hé,:/\j = ]}\11: TA QR ?‘sl—ak’_o_ = —)’\‘/HE\’% Z=93}

o= “ﬂoi «1‘31 °l

ke

2 o M Jp i

apu] &4 <gatel 0|7k okH0.177) & <Fate] nl7}
Azahe Aoz e 799

™

A3H—0.177) 2t o
N=(0.582) = o Az, ‘AR &
2 W 2AH(0.027) &
= ﬁzi etk B34 F2 alske 79)7F -

_‘4
=

& RIARIE A(-0.027yETt A%

z ol &n] SgelM Fare] Folst ot
AzskeE o :rL ZAI(Park SJ 2017)9} AT Aoz H
1:]—

S ALO Eo
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Table 6. Utility combination of the attributes of red ginseng coffee by instant coffee consumers

= ek} 38 So] ¥3H 2w AATE A
M, ol B zAte] A3 ey Hot
selehe A3} 2 wee] duw
FATelM 4t AF Tz A A

Attributes Level Utility . Relative Ut%hty‘
importance combination

; No red ginseng ingredient content labeling —0.732 —0.218

_ Red ginseng 29712
ingredient content  Req ginseng ingredient content labeling 0.732 0.218
Rich red ginseng flavor —-0.177 —0.041

Flavor 23.145
Mild red ginseng flavor 0.177 0.041
Instant coffee —0.027 —0.005

Type of coffee 19.487
Mixed coffee 0.027 0.005
Contains caffeine —0.582 —0.158

Caffeine 27.182
Caffeine-free 0.582 0.158

Pearson’s R 0.980"" ("™ p<0.001).

ko

Kendall’s tau 0.929 ( p<0.01).
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Table 7. Utility combination of the attributes of red ginseng coffee by mixed coffee consumers

Attributes Level Utility . Relative Ut%hty.
importance combination

; No red ginseng ingredient content labeling —0.599 —0.160

_ Red ginseng 26.767
ingredient content  Red ginseng ingredient content labeling 0.599 0.160
Rich red ginseng flavor —0.188 —0.043

Flavor 22.676
Mild red ginseng flavor 0.188 0.043
Instant coffee —0.182 —0.039

Type of coffee 21.381
Mixed coffee 0.182 0.039
Contains caffeine —0.484 —0.141

Caffeine 29.177
Caffeine-free 0.484 0.141

sk ok

Pearson’s R 0.959  ( p<0.001).

Kendall’s tau 0.786 ( p<0.01)
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Table 8. Optimal combination of the attributes of red ginseng coffee

Attributes Level coriljl::iigzti}tlion Slcl:lmgifn;tiioliy
Red ginseng ingredient content Red ginseng ingredient content labeling 0.186
Flavor Mild red ginseng flavor 0.042
Total 0.400
Type of coffee Mixed coffee 0.022
Caffeine Caffeine-free 0.150
Red ginseng ingredient content Red ginseng ingredient content labeling 0.218
Instant  Flavor Mild red ginseng flavor 0.041
coffee  Type of coffee Mixed coffee 0.005 0422
Caffeine Caffeine-free 0.158
Red ginseng ingredient content Red ginseng ingredient content labeling 0.160
Mixed  Flavor Mild red ginseng flavor 0.043
coffee  Type of coffee Mixed coffee 0.039 0383
Caffeine Caffeine-free 0.141
Table 9. Red ginseng coffee purchases behavior
Level Total Instant coffee Mixed coffee t-value
Intention to purchase red ginseng coffee 2.91+41.05 2.82+1.08 3.00+1.02 —1.770
Willingness to pay extra compared to regular coffee prices 2.44+0.98 2.41+1.01 2.46+0.96 —0.611

Unit of measure: 5-point likert scale: 1=strongly disagree, S=strongly agree.
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