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ABSTRACT

An online survey was conducted from July 26 to July 31, 2024, targeting 300 adult consumers aged 54 years and above
residing in Seoul and the metropolitan area who had experience purchasing silver food products, and utilized 300 valid
responses for the analysis. Using a multinomial logit model, the study classified the purchasing characteristics of silver food
into ethical, experiential, and innovative types, and analyzed the factors influencing these characteristics, including lifestyle,
consumption values, food consumption behaviors, and demographic variables. The ethical purchasing characteristics were
influenced by convenience-seeking (—), safety-experience value (—), and the frequency of monthly food purchases (+). The
experiential purchasing characteristics were influenced by the pursuit of a healthy society (—), trend-seeking (—),
convenience-seeking (—), safety-experience value (+), and monthly per capita food expenditure (—). The innovative purchasing
characteristics were influenced by the pursuit of a healthy society (+), convenience-seeking (+), brand value (+), and household
type (single-person household) (—). Gender, age, education level, and occupation did not significantly affect the purchasing
characteristics. The silver generation exhibited a complex purchasing tendency that values health, well-being, sustainability,
and new experiences, and showed an active attitude toward online shopping and digital media usage. This study provides
practical foundational data for developing differentiated products that reflect the changing consumption characteristics of the
silver generation, establishing segmented marketing strategies, and formulating policy support measures that consider their

multi-layered value pursuits.

Keywords: VALs scale, silver food, purchasing characteristics, multinomial logit model

N B o] gre] A& FAlstaL S o snjdEd Folske 5

& Hol 719 WAl e A2e £33 AE

A AAR ez 195t 7kEskE L seuet A 1F st tFeta i e g W4e EthKang JH
AT HlSo] w=A st *}ﬁ ﬁxﬂ Antell M AW 2024). o)A 1 QTe] Y=} %ﬂv‘i‘—ﬁ‘r |31 FefE o] ]
AlE F83 ¥ FAZ AR gu ok 53] volulE  Hxow sojgd) we nRASE Ae vl 44
AW <) 5e] AMAE BA e T%xm avleh o) A4 Howma 1 2ede] 44 RrH 1 a}u} ENE R LpE
AL FHOR A, A E HE 5 TS 2R A

TCor'r'esponding author : Hee Sun Jeong, Tel:+82-2-710-9853, Fax: Z Jdto] alA o] FoiRX 1 Y HF9} AAAE 1E

+82-2-2077-7548, E-mail:sunnyj@sm.ac.kr


https://crossmark.crossref.org/dialog/?doi=10.17495/easdl.2025.8.35.4.309&domain=https://easdl.org/&uri_scheme=http:&cm_version=v1.5

310 uhgal -

g E Aol S5t Ak AP 9 A el nlRde
A3 ok o]o] RS F A st ALEl Y] A=
& A% 7187 Qg gdo g BE 23 93 s
g Aoz AWHEtkKim SH % 2017; Sin DM 5 2023). ©|
23t Wzl AWAIUE e s o 2 FA], 53] AvF
= A RS Ay HES aFeta 9o e A
HAE ojde] FEala WZ3 =219 oju|x|9}= gz
A Bt o] AR AlA A A7 o] A= e

]

b1

£ o
N

R opizk A A, Abd, I, )3 Aok <)
2o oAM= thE S HATtHChoi HK 2010).

AWAY golZ el #HA Al UEE2 VALS
(values, attitudes and life styles), LOV(list of values), AIO
(activities, interests, and opinions) 52| 7IX&% =7E& Al
L3} o] 9] glo|ZAENY = 71X AA|7}F &v|dE At
o A= d3F= stetebr] 913 BA o % 3 ITKChoi
SH %5 2017). 2719] VALS I & d}Folu} o] 53
o} VALSITE AEAQ1 Byt 7Exoll #AlS 2ka A2]H
S S5 Fol MRS oldllsk] Al F8sta 2%
A9l Jide] =& FE 57|(primary motivation)2} A
(resources)= ©|-&&l AWty A F=2 AFEEE VALSE
E]a lthNovak TP & Macevoy B 1990).

2 AFoM = AW FE FuEA F3S s Sl
VALS(values, attitudes and life styles) scale®Z} T}&F2 AR
(multinomial logit model; MNL)S & -8-8}5t}. th2A R
& A8 di]le] 37 o]/3<l A% 2 tichd AelgtEs 4
L ¥Rk olygl B4 S (variance  inflation
factor; VIF) A+&3} 33338 Al¥ 5 g I =745 &
435t HolE o] Abd A3 g9l WG Mo} g
3 teaAld EAY St 7hseted AlPAIEE 2 A
g0 Ao J3E F= 8908 Wdle B4 F2 o]
HHRyu SG 2008). ©|& &-gsto] AvjAte] gfo] Z~E}

] d rEd ApaA v

o o

5
&
&

-~ g

re

=
Y Azt £he) 2AS AL AL JelH 87

o~

b =

ghol 2Bkl A4S Tstel #9E 2nRk 5S40 A
%

o}

3 AE D e A Adel A Sk ol g @

ANAAE] AHBES B} AAL R olasto A

)5S AALACE FueE AE7|ge] APA A
3 ol

sl A 3

o) 7ele 4 Q= A ek wjRle] T)ef st} steiek

T VALS H=s} 78 A12 54 vgse] A

oA oF BAETREAERS

2 Agsiith AHAdE g 3 el At
& Al e gt

§
¥
1o
o

Tl Age] U= w544 ool AE]H AlYO](active
senior)= X0 2 AT & AEof| 9 AWF= 7
7 do] = T 544 o] P 202 Ul O 2 pre-test
£ Azt S w3 444 4 WEETE 5= Aldst
A AESATE A 28] il AE7|3] viaz
U gl H g Ql(Macromill Embrain)®] #d 30032 tidoz
2024 79 262 7E 79 31Y7HA] AABIon HEA o
2 30059 S AFE B Ao B4 &gt

%
-
L
N, 0f0

}E N
2
b

23S f8iA AR AR = AAE
H71X], AW FE B 5, QlTEA
Aot #A HPAFE vEoz F 72
T35 G gho] B e AHAT o
kg 2 o]l ZaEldE Folsta, AE
oon BC(2017)¢} Lim SY(2018)2] ¢AollA] 20&
T-o| FA o sHA| FA st ARSIt AR7EX
A AY WHEFEIL =S AES s Avls)
A anzte] Ady geg golsila, A7 23
(2022)¢} Lee CS(2023)2] AA7olA 16732
Qol] BHA] 3 5te] ARt AW F= vl
=5 Avetust she AH AtEe] 4E glol
, ZHIZIRE Wrdet S0 ® elaigla, A
Fe Jung JR(2016)¥} Kang KM(2020)2] &1-llA 26
2 B AT 5Hd v FAste] AHEsisith & A
< YAE 53 AR S5 sHARN S A&
AAslo] F<le Hro} 7185 tHSMWU-2406-HR-046).

o,
>
o
e,
B

(

mo KU ox [H
e
B
fru

o oot ox o N T

oo g 1> Hd

7

-

2 orgorlo dt fo
<

e ‘0
4

mHl‘l[‘

ol
[e:
o R ro 2L

ot

=
ri

X
[

Ihil_l

Z o

> @ 1o 3

o
w©

LofE A e YT
Hd
oot
flo

A4 gpo| 2B, 2H7H], AW FE P S, A
g5 Bl gk sk FANE e FESH] Slall SPSS
Statistics(Ver. 18.0 IBM Corp., Armank, NY, USA)3X 213
= AHgste] FAA QRIEAE AAEATE 891 FF Al
QAR 7} 0.4 ool IHX|7} 1.0 o)L W Fo
gk glo 2 HAesigith B4 9lEA S B3l %
33 vl = FE/d (communality) @ 2.1 2l X] (factor loading)
7} B 0.4 o731 A sl 3ol a1 on sle v

[<]
e 7 Aom RS 8P o] Feli 2} 89

=)

o
2



A S XSt eRls)

7] 913l two-step TF &
S AT} o] & B’ S 2 Quick Clustering K-meansS
gsto] Z2te] e FEekth 24 2R E 2ol ApEA
= B71sk7] Hste] dAEAHEA] (one-way ANOVA)T} AF$-
715 (Duncan’s multiple range test)= A3 vpA|Rto 2
LIMDEP(LIMited DEPendent variable model) 8.02-2 T}a}=
AR e At AHFs FulEA o] He gl
Zkztol Aol Jakg nX = 4G go| Z e, A8
2, AAE Fesle, dubd 54 W] JEFE S vhetst
SATh LIMDEP &7 Z2a3 A4 3pg& 2|48 glo]z

o)
=
o, 2B7HA], AET 54, AT-SAIH v 5 o

o
= h
@ olF A% 7o 2PE A

o B

N

Table 1. General characteristics of respondents
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Classification Frequency (N) Ratio (%)
Female 210 70.0
Gender
Male 90 30.0
50’s (Individuals aged 55 and over) 186 62.0
Age 60’s 103 343
70’s 11 3.7
Married 275 91.7
Marital status
Unmarried 25 83
Nuclear family 258 86.0
Family composition Extended family 27 9.0
Single-person household 15 5.0
Graduated from a Jun}or cfollege 160 533
or a four-year university
High school graduate or lower 89 29.7
Educational level

Graduate school or higher 29 9.7

Currently enrolled in a junior college » 73

or a four-year university ’
Office worker/Management position/public servant 105 35.0
Homemaker 87 29.0
Occupation Service industry/sales position 46 15.3
Other occupation 36 12.0
Professional occupation 26 8.7
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Table 1. Continued

FobAloh kiR

Classification Frequency (N) Ratio (%)
1 to 9 times 206 68.7
Monthly frequency 10 to 19 times 82 27.3
of grocery purchases 20 to 29 times 11 3.7
times or more 1 0.3
<5 16 53
55~<10 57 19.0
Average monthly food expenditure -
per person 10<~<15 78 26.0
it: ¥10,

(unit: ¥¢10,000) 15<~<20 71 237
20< 78 26.0
<5 52 17.3
5<~<10 104 34.7
Average rponthly dining out 10< ~<15 76 253

expenditure per person
15<~<20 39 13.0
20< 29 9.7
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Table 2. Results of exploratory factor analysis and reliability testing of dietary lifestyle

Explained
Factor name . . . . Factor .
, Eating habits and lifestyle Commonality . variance
(Cronbach’s a) loading .
(Eigenvalue)
I buy products that are certified for hygiene. 0.573 0.733
I strive for a healthy diet. 0.640 0.764
Pursuit of a I consider nutrition when making food choices. 0.562 0.699 i
healtliy soctety try to eat in a way that supports social responsibility and 0612 0771 (3.467)
(2=0.845) environmental sustainability. ’ '
I try to eat a diet that uses local foods. 0.579 0.719
I try not to waste any food. 0.527 0.714
I tend to choose products that are well-liked by others. 0.439 0.603
Trend I prefer products endorsed by celebrities I like. 0.716 0.831 18.615
seeking 9 7 0
(a=0.827) I tend to choose foods that are currently trendy. 0.804 0.882 2.792)
I tend to choose foods that are heavily advertised. 0.697 0.817
I enjoy cooking to socialize with others. 0.737 0.790
Relatlo.nshlp I §pend tlme. purchasmg prepared foods to maintain relationships 0733 0781 13.040
seeking with my family and friends. (1.956)
(a=0.751) ) . ) . ) ) ’
I epjoy spendmg time with others during special events or 0.654 0.725
anniversaries.
Convenience I mainly choose meal kits or pre-prepared products. 0.779 0.863 10556
seeking . . . :
I often use delivery services or convenience store ready-to-eat
@onn o Ty Y 0.748 0.794 (1.583)
Total variance explained (%)=61.035, KMO statistic=0.886, Bartlett’s x’=1,763.447(p=0.001).
Table 3. Results of exploratory factor analysis and reliability analysis of consumption value
Factor name . . Factor Exp¥a1ned
, Consumption values Commonality . variance
(Cronbach’s a) loading .
(Eigenvalue)
I try to prepare and consume food by myself whenever possible. 0.519 0.661
I feel the value of my effort when I complete a dish that requires 0756 0.854
Effort performance a difficult cooking process. ’ ’ 22715
and value @ 9 53)
(0=0.822) I feel a sense of accomplishment when I complete a dish I didn’t 0751 0.831

know how to make.

I constantly strive to discover the value of traditional food. 0.584 0.678
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Table 3. Continued

oA oF BAETREAERS

Explained
Factor name . . Factor .
, Consumption values Commonality . variance
(Cronbach’s a) loading .
(Eigenvalue)
I believe the.1t choosing products recommended by family or those 0.549 0703
around me is safer.
I consume foods that I feel are safe. 0.641 0.715
ex eni:?lf;e;yvalue 20876
P (a=0.801) I always buy the foods I have purchased before. 0.580 0.753 (2.714)
I choose foods that I can cook well. 0.569 0.657
I consider my experiences important when selecting foods. 0.586 0.594
I check the color and shape of the product before purchasing. 0.684 0.634
I consider whether the product’s appearance provides satisfaction
: . 0.818 0.758
Exterior before purchasing. 19.998
brand value 5 .60 0
(a=0.819) I buy products when they have special decorations or high-quality 0.847 0756 (2.600)
craftsmanship. ’ ’
I buy products based on their packaging and brand logo. 0.726 0.583
Total variance explained (%)=63.589, KMO statistic=0.869, Bartlett’s x’=1,655.427(p=0.001).
A 12w S, 891 2= HAEAA PS4, M(middle)>L(low) 2 TE8IATE £ A¥, &2 FlS
891 32 AP FEAP, 8%l 4= A FuiSg, & A, ARHA TS, gA=dA FuiSAde] Fike
9 st AEH PSP oR WPsith 4 29d  p<0.00l FEAMN FeIF Ao ekt 2 AuFs
Cronbach’s A= &84 54 2902 0873, A= Tl &4 g9l dAFRAHEA ] AA= Table 59 2t
A4 5 291 0876, AFA FuiEE 290 0.723,
A FiEd 291e 069, HE&H TS 290 4. W= Ho| U J|&EA
0.64% e} SR R RS FRF o B Aol Sgudz 499 Wrel g ¥ dve
AT, AFE PUSHS BAY 2N B A2 Table 6o AT, FEUFE ANFE P54 53
= ¥ AIhE Table 49t 2. o2 FREAT Al A4E dolzd] mpe e
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S RQoR FEE AMFE TS TRt
Me —,‘—_L;G_O_ =319t} EX] = o E‘:‘%x 3 o= - - _ .
DI e e Rl 0F TR T s ueEc Tl Ruol 298 oixls AuE
jm‘- o **Lc:] =7 ‘*E}‘%ﬁ*‘ﬂ;‘ Z‘“H‘T ;;;*i] 2lo|ZAENY, AH|7FR| AH R0l 24
S, v 2(n=83)= 714, A, e}t HdE 2]l -
SR, P AnE)E A, AW, W% HE Vel B ow o ANFE PelEgel thEa
of s eht ARRR S guew s o T T T L e
oh 24 3e=T)e B, 0% BRE 8Qle) s vhehp oo (O SEEE TS @ able T EE B
= o Con .
HAEAR TS ko 2 Wt ABET o) =9 (log-likelihood function)~= —240.4219, Restricted
= ’ ikeli = o7 14.5]_1/1—3 D'EJQ] A=
=4 gold] mWE THRME oLy WiaZ Eolslol log likelihood= 2306.3893.4 AL, ZY3 AnEE
Two-Step BN S B3] AT 2RI, AWFe 7 HERE Model X" 131.93492 5T 1%cl4 SA%
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Table 4. Results of exploratory factor analysis and reliability analysis of silver food purchasing characteristics
Factor name . . .. . Factor Exp%amed
R Silver food purchasing characteristics Commonality . variance
(Cronbach’s a) loading .
(Eigenvalue)
I consider animal welfare when purchasing food. 0.621 0.615
I consider the ethical values of a company when purchasing food. 0.652 0.689
I try to choose foods that contribute to ethical values. 0.677 0.579
Ethical
purchasing I consider companies with philosophical values when buying food. 0.730 0.787 16.684
characteristics (3.337)
(a=0.873) I find joy in sharing food with people. 0.636 0.760
I buy products with substantial research on their health benefits. 0.669 0.580
I a@ influenced by marketing that promotes food as a means to 0.643 0.576
achieve goals or success.
I am interested in unique and progressive food products. 0.712 0.812
Innovative and
challenge-oriented 1 am interested in innovative food technologies for new flavors. 0.782 0.822 15323
purchasing )
characteristics 1 purchase innovative food products for new experiences. 0.787 0.845 (3.065)
(a=0.876)
I try new foods to enjoy new tastes. 0.722 0.747
I consider price important when selecting food. 0.531 0.695
Experiential I value my personal experiences when purchasing food. 0.538 0.547
purchasing 13.686
characteristics I usually choose products I have experience with. 0.577 0.750 (2.737)
(a=0.723)
I purchase ready-to-eat or easy-to-cook foods to save time for social 0.578 0.738
success.
I prioritize experience and food safety when making purchases. 0.613 0.571
EUT:}:;OS?I?; I beliejve health is the foundation of food and make purchases 0751 0.809 10.909
- accordingly.
characteristics (2.182)
(2=0.696) I purchase food to achieve personal goals such as improving my
0.604 0.592
health.
I consider food .that is easy to prepare at home to be practical and 0.586 0.617
purchase accordingly.
Practical
purchasing I make purchases based on information about practical cooking 9.172
i, 0.641 0.613
characteristics methods. (1.834)
(a=0.644)
I think practicality is the most important factor when purchasing 0.649 0.756

food.

Total variance explained (%)=65.774, KMO statistic=0.874, Bartlett’s x’=2,694.939(p=0.001).
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Table 5. Cluster analysis based on silver food purchasing characteristics

HOFA oF AR

E=r
[

Cluster 1 (N=140) Cluster 2 (N=83)

Cluster 3 (N=77)

Cluster o
Factor Mean Mean Mean F-value Significance
(Standard deviation) (Standard deviation) (Standard deviation)
Ethical purchasing H L M .
4. .001
characteristics 0.690 —0.679 0.083 34.585 0.00
Innovative and
M L H -
hall -ori 4.2 .001
challenge-oriented ~0.060 ~0.888 0.485 54259 0.00
purchasing characteristics
Experiential M H M -
. .001
purchasing characteristics —0.202 0.288 —0.068 8.039 0.00
Emotional M M H -
purchasing characteristics —0.256 —0.036 0.122 41.549 0.001
Practical L M H .
purchasing characteristics —0.966 —0.146 0.466 71123 0.001
Cluster Ethical purchasing Experiential purchasing Innovative purchasing
Cluster name characteristics characteristics characteristics
L, M, H stand for low, medium, and high, respectively.
" p<0.001.
Table 6. Definition of variables and descriptive statistics
Mean

Variable summary Variable name

Variable definition

(Standard deviation)

Silver food

Cluster1(N=140): Ethical purchasing characteristics

Dependent variable purchasing Cluster2(N=83): Experiential purchasing characteristics -
characteristics Cluster3(N=77): Innovative purchasing characteristics
LS f1 Average score for pursuit of a healthy society factor 3.881(0.591)
Eating habits LS f2 Average score for trend-seeking factor 2.727(0.684)
and lifestyle LS f3 Average score for relationship-seeking factor 3.187(0.783)
LS f4 Average score for convenience-seeking factor 2.321(0.833)
CV_fl Average score for effort-outcome value factor 3.634(0.680)
COH‘S;EIE tion CV 2 Average score for safety and experience value factor 3.840(0.530)
CV 13 Average score for appearance and brand value factor 3.193(0.674)
Ini;f;jeem Dietary Htimes Monthly frequency of grocery purchases 0.150(0.358)
consumption Hfood Average monthly food expenditure per person 0.260(0.440)
behavior Hout Average monthly dining out expenditure per person 0.227(0.419)
GEN Gender (Male=1, Female=0) 0.300(0.460)
AGE Age (in years) 59.196(4.837)
glzlrl;‘c’tg;‘s’glc"s BIGEM Family type (Nuclear=1, Extended=0) 0.950(0.218)
HEDU Education level (College or Higher=1, Others=0) 0.967(0.300)
HOWI Occupation (Housewife=1, Others=0) 0.290(0.454)
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Table 7. Analysis of determinants influencing silver food purchasing characteristics using multinomial logit model based

on cluster analysis

Ethical purchasing
characteristics

Cluster

Experiential purchasing
characteristics

Innovative purchasing
characteristics

Variable name

Coefficient (p-value)

Coefficient (p-value) Coefficient (p-value)

(Coefficient) 0.716(0.128) 1.354(0.003) —2.070(0.005)
Pursuit of a healthy society 0.117(0.856) —0.219(0.000)" 0.232(0.005)""
Eating habits Trend-secking 0.543(0.250) —0.122(0.009)" 0.672(0.253)
and lifestyle Relationship-seeking ~0.197(0.656) —0.814(0.845) 0.280(0.603)
Convenience-seeking —0.103(0.010) —0.153(0.000)" 0.256(0.000)"
Effort-outcome value 0.398(0.496) —0.130(0.014)" 0.909(0.200)
t. skokok skekok
CO“iZEE % Safety and experience value —0.182(0.007) 0.256(0.000) ~0.733(0.387)
Appearance and brand value —0.516(0.316) —0.121(0.011)" 0.173(0.007)""
Monthly fr £ o
Onfily frequency of grocery 0.134(0.076) ~0.879(0.319) —0.465(0.641)
purchases
Dietary Average monthly food
consumption g Y 0.566(0.368) —0.137(0.046)"" 0.802(0.319)
. €Xpense per person
behavior
A thly dini t
verage monthly dining ou 0.727(0.259) ~0.353(0.617) ~0.373(0.652)
expenditure per person
Gender 0.564(0.402) —0.128(0.847) —0.436(0.606)
Age —0.355(0.555) —0.774(0.892) 0.433(0.557)
Family type 0.258(0.169) 0.706(0.551) —0.0329(0.071)"
Education level —0.256(0.780) —0.141(0.886) 0.397(0.737)
Occupation —0.375(0.584) 0.753(0.908) 0.300(0.718)
Log-likelihood function —240.4219
Restricted log likelihood —306.3893
Model x> 131.9349

No. of observations

300

The p-value is an absolute value. *, ** and *** indicate significance levels of 10%, 5%, and 1%, respectively.
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