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Study on Knowledge and Perceived Values toward Local Food
- Purchase Characteristics based on Classification
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ABSTRACT

The aim of this study was to categorize household food purchasers based on their knowledge
and values of local food and to analyze their purchase characteristics. A total of 500 on-line
questionnaires were surveyed nationwide for this research. Statistical analysis was achieved by
one-way ANOVA, Duncan’s multiple range test, x2, and Ward' hierarchical cluster analysis
with a total of 500 questionnaires. All surveyed household food purchasers were classified into
four clusters of categories based on the mean scores of knowledge and values in local food.
A total 47.4% of household food purchasers belonged to Cluster 1 category, which showed
higher points on the knowledge and values of local food. The Cluster 1 group showed the highest
levels of attitude, purchase intention, purchase satisfaction, purchase frequency, and cost of local
food. Cluster 2 comprised 14.0% and this group scored high points on the perceived values.
The Cluster 2 group showed a high level of attitude, purchase intention, purchase satisfaction,
purchase frequency, and cost of local food. Cluster 3 occupied 17.4% and this group scored
low on the perceived values but highest on the knowledge of local food. The Cluster 3 group
showed a low standard of purchase ratio of local food, local food attitude, purchase intention,
purchase satisfaction, and purchase frequency but scored a high level of purchase cost of local
food. Cluster 4 contained 21.2% of household food purchasers whose scores of the knowledge
and values of local food were low. The Cluster 4 group showed the lowest level of attitude,
purchase intention, purchase satisfaction, purchase frequency, and cost of local food. These results
suggest that household food purchaser’ knowledge and values of local food are important for
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forming a positive attitude and purchase intention of local food, and high satisfaction. This
study is expected to contribute to the consumer education programs and local food marketing,
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Table 1. Determination of the number of clusters
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Number of cluster CCC RMS SD N(%)
3 -15 0.69 307(61.4) 87(17.4) 106(21.2)
4 -14 0.53 237(47.4) 70(14.0) 87(17.4) 106(21.2)
5 -14 0.78 237(47.4) 70(14.0) 87(17.4) 73(14.6) 33(6.6)

Table 2. Difference in the level of knowledge and values in each of the clusters

{Group with high <Value—oriented <{Knowledge—based

{Group with low

Total  knowledge value) group) group) knowledge value>  F-value
mean (n=237) (n=70) (n=87) (n=106) (R?
Mean Mean Mean Mean
211.25™
Knowl 7. 7.98° 7.57° 21 4.85° ’
nowledge 30 98 5 8 85 0.56)
355.12""
b a d c .
Values 3.86 3.97 4.64 3.35 3.54 0.68)

Ak

p<0.001
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Table 3. Difference in the general characteristics according to the types of knowledge and values

Independent <High knowledge

{Knowledge—based) {Low knowledge

variables valuey —oriented) (0=87) valuey
Dependent (n=237) (n=106) F/x?
variables Mean/ Mean/ Mean/ Mean/
Mean/N(Columns%) N(Columns%)  N(Columns%) N(Columns%) N(Columns%)
Age a A I) *k
4034 41.64 39.70 36.10 333
Education
15.01 15.01 15.18 14.55 1.47
Family income
45701 460.41 437.30 480.57 400.80 1.80
Male 110(46.41) 37(52.86) 51(58.62) 57(53.77)
255(51.00) ' ’ ’ ’
Gender Fermal 4.44
emale
245(49.00) 127(53.59) 33(47.14) 36(41.38) 49(46.23)
Single
63(26.58 11(15.71 37(42.53 37(34.91
Married 148(29.60) ( ) ( ) ¢ ) ( )
status Married 15.92
arrie
352(70.40) 174(73.42) 59(84.29) 50(57.47) 69(65.09)
No
' 352(70.40) 173(73.00) 60(85.71) 61(70.11) 80(75.47)
Occupation 5.87
es
148(29.60) 64(27.00) 10(14.29) 26(29.89) 26(24.53)
“p<0.01, "p<0.001
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Table 4. Difference in the purchase characteristics according to the types of knowledge and values

Independent (High {Value {Knowledge (Low
. knowledge . knowledge
variables value> —oriented) —based) value> .
chendent e N = O N
Mean/N(Columns%) Mean/ Mean/ Mean/ Mean/
N(Columns%) N(Columns%) N(Columns%) N(Columns%)
Avtitude 421° 3.96° 3.60° 3.34¢ 72.84"
3.96
Purchase intention 414 378" 3.39° 3.13¢ 7734
3.83
Frequency of purchase b be . -
416" 3.50° 291 2.42 7.68
3.46
Cost of purchase 13.82° 13.53" 10.83* 6.75" 6.53""
11.73
Ratio of local food 40.06° 40.60° 33.81° 28.68" 808"
36.38
Quality 182(36.55) 91(38.56) 25(36.23) 29(33.33) 37(34.91)
Health 105(21.08) 43(18.22) 19(27.54) 17(19.54) 26(24.53)

Criteria of  Security 99(19.88) 42(17.80) 9(13.04) 30(34.48) 18(16.98) 32.76"
purchase Price 13(2.61) 5(2.12) 1( 1.45) 0( 0.00) 7( 6.60) (df=15)
Conservation 28(5.62) 14( 5.93) 2(2.90) 5(5.75) 7( 6.60)

Revive local 71(14.26) 41(17.37) 13(18.84) 6( 6.90) 11(10.38)
Acquaintance 173(34.67) 83(35.17) 25(35.71) 31(35.63) 34(32.08)

Source TV 59(11.82) 23( 9.75) 9(12.86) 14(16.09) 13(12.26)
of Public press 32(6.41) 14( 5.93) 3( 4.29) 3( 3.45) 12(11.32) 18.56
purchase Internet 136(27.25) 75(31.78) 21(30.00) 17(19.54) 23(21.70) (df=15)
information Advertisement 86(17.23) 34(14.41) 11(15.71) 21(24.14) 20(18.87)
Clerk 13(2.61) 7( 2.97) 10 1.43) 10 1.15) 4 3.77)
Market 119(23.90) 41(17.45) 15(21.43) 33(37.93) 30(28.30)
Directoutlet 222(44.58) 115(48.94) 31(44.29) 37(42.53) 39(36.79)

Place of Cooperative 91(18.27) 49(20.85) 11(15.71) 8( 9.20) 23(21.70) 38917
purchase Dept. store 8(1.61) 3( 1.28) 0( 0.00) 0( 0.00) 5(4.72) (df=15)
Websites 36(7.23) 20( 8.51) 7(10.00) 3( 3.45) 6( 5.66)

Farmer’s market 22(4.42) 7(2.98) 6( 8.57) 6( 6.90) 3(2.83)

?ghase satisfaction 4110 3.88" 3.46° 3.06¢ 65.22"""

TEE

p<0.05, " p<0.01, T p<0.001
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Table 5. Purchase characteristics in the types of knowledge and values

Types

Characteristics

+ Aget, Married t

Group with high knowledge value
(n=237)

« Attitude t, Purchase intention t, Purchase satisfaction !
* Purchase frequency t, Purchase cost |, Purchase ratio !

+ Criteria of purchase: quality, revive local
* Place of purchase: direct—outlet, Cooperative

+ Aget, Married t

Value—oriented group
(n=70)

« Attitude £\, Purchase intention 2\, Purchase satisfaction A
* Purchase frequency A, Purchase cost !, Purchase ratio t

+ Criteria of purchase: health, revive local
+ Place of purchase: direct—outlet, market, Websites

+ Aget, Singlet

Knowledge—based group
(n=87)

+ Attitude V, Purchase intention V/, Purchase satisfaction V
* Purchase frequency V, Purchase cost t, Purchase ratio |

+ Criteria of purchase: security

+ Place of purchase: direct—outlet market

« Agel, Single t

Group with low knowledge value

(n=106)

« Attitude | , Purchase intention |}, Purchase satisfaction |}
* Purchase frequency |, Purchase cost |, Purchase ratio |

+ Criteria of purchase: health, price

+ Place of purchase: direct—outlet, market, cooperative, department store
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