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ABSTRACT

This study was conducted to identify the influence of purchase-related factors and psychological
factors as well as demographic characteristics on the owner’s conative loyalty when purchasing
companion animal feed. The results of the analysis revealed the following: First, in groups constituted
according to age and average monthly household income, the concern of owners regarding a healthy
diet for their companion animals showed a difference between the groups according to gender,
age, and education level. The feed preference showed differences between groups in terms of gender
and age. The conative loyalty for purchasing feed for the companion animal showed differences
between groups in terms of gender, age, and education level. Second, in this study, the analysis
of the loyalty of the owners to specific companion animal feed showed that the explanatory power
of demographic characteristics was quite low, while it was considerably increased when the variables
related to the purchasing tendency for feed were added in step 2. Therefore, in explaining the
purchasing behavior of pet food, it is believed that identifying the factors directly related to purchasing,
in addition to the demographic characteristics which were presented as important factors in previous
studies, is important in understanding the owner's loyalty to a particular feed. These results are
expected to provide consumer data on the purchasing behavior of related products to researchers
who study consumer response to companion animal feed. The results will also provide useful
information for establishing effective marketing strategies related to product development and
distribution, etc. to companies in this sector.
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I. A&
Ao AF]ofA] 191 7Fte] &3t 2719 HE
o WrlEst % 1P} Fo= AT SR

HIl= A9 HskE RSkl loH, 715
UlollAl g e dgto 2/ Nl sEs 55t
Al St ARFES] ¥Alo] oAl ITK(i et al.
2017; Choi et al. 2019; Oh 2021; Won &
Lee 2021). &3], 1?1 7 37 715351 50
2 sl TAshke A B4 =53 24 o Al
&EI Ql= FEU9RE AR s =3
4 25 S5 YRR wesES FSotAt
Sk= 7= BlEEA S7FskL Ak ol &FF7F
WSS 7AYo= QAshal Fs3te s
A XA L = AL FH FEoE Q4
Fholl 7]1gtctar 8 5= 9ItkMoon & Kim 2011;
Kim & Park 2017; Won & Lee 2021).
Ao E afFE0] A v EsE
= 7159 4REE gt 229 itk &
S ES 7S] AZEA B4 (riangling)
o] J2 A= —’—‘T—Z‘l*“](Archer 1997), ol#%t
HgoA AfFE Stola W= Ut =
=9 £5Z olste FRAAA Aol 7wt
3t ¥4 (companionship)E FA5H gttt
(Hirschman 1994; Archer 1997). T3t Higls
E2 g9l B xJAlo] AARE HigtHLE HEAo
FEFE 7] gl 718 SHoA Af759] Afof
ojmA] AL o] qltt. webA HiEEsER
IRt Thet AH| A2l 9] 7]3]= Afololn] A &
olite] oJu|E AlFsHA ErhHirschman 1994;
Holbrook et al. 2001; Ridgway et al. 2008).
HEEES I59ke 7 20184 23.7%Cl
A 2020990 27.7%E AAoks Aoz AR

o, FFoE FE3| S Aoz Sl 3

THKorea Rural Economic Institute 2017
Won & Lee 2021). o|AH FAsH AHAIE Eo|
I Qe vHEsE s wEE AR AR &
T 202749 7HA] 629 oldo R HAYHU(i et
al. 2017; Won & Lee 2021). ¥r&l6& 4S54
% AHRHI(33.4%)7F AAsk= Hlgo] 7 & A
oz yeltil QJe=d(Hwang & Sohn 2021;
Oh 2021), AHg+= RHEE F=o] QoA 8+
S tEHQ] 28F oItk 20169 o] % AT
o7 17Kl QU4 v EE AT X]J:.X—*I—E
(AT 14.5%)5kL et = A< 7
2704, AA 5o HEE HA5AL Qe
2 7199] &0l 70% o4& AAoh= AoE
ZFAE I A1 et al. 2017; Kim et al. 2019).
oj2fgt ALt A HRe= U3 HtesE 4
]7%% A 4 Wil A& HlSo] 7HE 2
= Ue 4ol 8753 QIHHKim et al.
2019; Oh 2021; Won & Lee 2021). |4 ¥ &t
P5EE PRt 715l Bobde] met AR
B A|29) Sk Bl Ale] FEt 3 Ths
S ol TR AE ol avid B 5
o g Meko] aPEE fYAIoR AL
W71 QITHKim et al. 2019; Schleicher et al.
2019). E3F RIS ESZ A% ARAIRY =
iHV\} WA AFY g A= FH 5o
A 2 Hol ¥ EE AFFES 2 YA
BE AT 5% 29 AR AEE ARske
A%FE Ho|il i Hwang & Sohn 2
2021).
o[2|gt AT slollA T A+E2 FHEEE
gt A ot AlF A 7He] BAIE do
AA AL AF FuE At S ‘&Woﬂ
ot =915 stal QthRidgway et al. 2008). &

Qs AlEo] o) wAo] b FHAS HESt

>-)£ U-It:I
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ERelol} AMAte] nAESE o) dare wR olejgt ZHolA B AFe 4977} A4l
T N&How 7 JES WEAow st H5EL 93 An 7o) A ATEALH B4
Z 9

o 21 &l
+ A4 B¥el7] dieol(Lee et al. 2022) & I HEo] Ff I 22lE 9 AYd SHY

BAE7t B2 AR B9 Ao E FUIL Ql50] RiesEE 9t AtETtuio] tiet 352
WS At "t T3 A9 AF o] 9 %0 H|A= JFEE wetstaAt sigink o]
ojA AU HFE 7H AfFES RHEEE £ 9ol 2A, A1SAH S0 wE JAt 1F &
AtTo] QoM E FSAHEE Hole B3] U o] AEd B4, WElsE Alm S,
el QthBoya et al. 2015; Schleicher et 3 9 P54 549 AolE HIot, =4,
al. 2019). webA whesE Al ol RloiA SEA 7 BT Al i Al F85H 11
AH|RLe] P5A FAHE FFE F= 83U = A" 9 RS E A5 Ad 59
gt ¥4o] 8FFT o] gQlEo] NI EE AlR Fufjof i3t %5 F4

olof #¥ AFEL W EE AR FuiEd o mA= JFH= A5 ol Sl A+

Al AR O] AEEA(YFEE, 7HE ) BHEs AEoAlE B Alme] TR B AlEo)

Eof et &F 4 A B4 52 7% 9 o 5o At ARg, A 7|FEMA= AF
FaQloz A5kl tiHwang & Sohn 2021: Ffgtolut 95 oA §3HHQl MBS gt

Schleicher et al. 2019). ESE Lee et al.(2021) of QlojA 9835t JR7F & Ao=Z 7|osict.
9] Ao M= 7H-g4o] whet e EE T A

9 FoigEe]l A verdem, Kim et II. o]&4 w73

al.(2019)9] Aol E AFF} 715 49

me} M EE Al2o] AS T 9l A% Aeid] 2o 1. HiSE Mg FO0H0f ThEt #SH S8

7} 9= Aoz ekttt o Yol A& &4 W=l tigt 484 ofiztol At 4fFE
Sof g5t AuA 59} E4 9o Aze 4 A BF T AEY 7HE ®el s =
5l7] 9jgt 24 So ML ke wle o (Ridgway et al. 2008), ol:= Al Hiet S445%
FSo] 2853 9t olgst WA Anxp = VAR & At FEEE 98 VIRt % 5F
Eglo] 79 A Ado] TR0l 2AE FEL T ABlA ABARE A&EHom ofgske 1179 QI
719 A FAF WA olgrt Hu gy A HE R WEH Meom, el 7 94

1o
of o
ook

(Izquierdo-Yusta et al. 2022). 18ox= & A B BpARS] mAE RSOl Bkl
ST WelERe] BA AT F2 BA AFo] o UES Aede] WS B AsHem
U AlE Auke gitom dvt sasjglon A (1€ ES WEHOR Fishs Jlos gofd
2o Tt APATSL =23 FF} So] 2HS THLee et al. 2022). £3], ARA 349 Algle}t

1’0 O

W23 glo] 450 ATE(Kim et al 2019;  reol &R 7IH Sk AHAke] %LUH %
Hwang & Sohn 2021: Oh 2021)& Aestm o= Cldetd 719l A&Hoz olaZ C}%
uhelE e Aol Hhat sl whe-g BT A # le 27 247 A0 B m A @
22 A9 gl Aoltt 34 2749 39 B AL o gol ToaA

U BllSolA A3Hos A& AR £A5)

ol
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A Bk uebd] Avlae] 878 SEARO =M
FHT 58 AT AL TIRI0R doiF
IO A71H TAE FAFLEN ThHsoH
HtHHan et al. 2011).

H YolhA S4%Es 4 7199 A=l Hidl
N0 ZH Hol= ofjzto|ut o 5o A
(Jones & Sassers 1995)E ZsH, o|2{3t 1
7 Z47do] 719 “gEel Hol=o] A== A&AR1
Aol LAES7A] Z3F6l JtHReichheld
& Sassers 1990; Baek & Lee 2019). Oliver
(1997)= B4 WA o2 BAZ 45t 93t 3
=olr} Bolo gy 94—9-(conation)% s}l
U=Hl, ol FARE WA PEZ %*JE
(conative loyalty)= &% A& digt 7
d A =E HRIT 7]%’5]'
(Oliver, 1997, 1999). &, S4AE7} &2 4H
9] A% &Y A9 ot ”157]' HoRA|H,
B Yo7k 14 5
Al A" g AEY 4 Utk B3 A
o] AlF Ffiof] QlojA F8A = 7 &
e eSS 9% A Fof gt 34
EE Hol= Aol HEtaL AUtkBoya et al.
2015; Schleicher et al. 2019).

o|AE SAEE MRl nHAE &8 SHol
A T84S 7THAIEE, AolA AEH R 7Y
o] A&AQl BA-AE A= A FH=
= ARl == A-GSHA Hlok wEhA 7|49
735 Hl-go] Eo] 285 AlGFAY] FAETh
diiF o A2 niA" vlgow vZ9] Jaj gt
UE 7189 ST FA

HYoun & Seo 2022).

N
rII

HS=E M= 00 CHet SN S8= &
[@]e]

1) BH5E AR FulEAdE 3
AlFE Tl Al 2HRRES] oAbE Ao RlolA
H|ZF7} 7|5t sflgo] thgt S
ASt] JFE vIAA Heh B A
5o EH AHAES AlE Ago=Ry 4
|4 T WA FES 7ot A S ot
Al ==d(Batra & Ahtola 1990: Dhar &
Wertenbroch 2000), A& AH|ZRE 7|disk=
SEl2 AHAREo] AlFol s 7L = A4
= &&sto] B &40 s FHH g A7}
oy AA Hie AL Auldth(jeon et al.
2011; Park & Shin 2019). o]X& £8571 7]
st ol" SHAA W EES A% AEY
mjojaba gol| e F= FH [USEHA HHY
FTEZ 913 AE 42 5838 8<lo] Ha gl
& T AolA AAsEL tKSchleicher et
al. 2019). 7H4, &, ‘—‘3—-_] 59 ’51% %‘é%%
/\OZEO] H]‘E:]EE /1]
83 IARFo R QlAlstar 31301 ‘LQ %1
ow, 53] XA B
oA AfFE0] XV‘]-J H}aii— S AE=
AEgto] QlojA F8%E gQ1e = yehtar gtk
(Boya et al. 2015; Schleicher et al. 2019).
£, 272 s ES At AR #71E 5
o] A= ARESHAAY, #4 tiH] 7140] A Eet
3% 84 FEs 71T 4 oA Azwrt
=0l A HKKim et al. 2019; Park & Shin

2019).

o= FAO) 7MY 4 SHoA HiekE
= H|Wsk= ZHRICH div] E48)= RHEsE
A AE Aol QlojA Fa3%t AH7|E0 R =
95|11 tHBoya et al. 2015; Park & Shin
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2019; Schleicher et al. 2019). ZZAHE o]2
of M= AF T Al AREES didEE o5
Hot &40 & ¢ zsh| dzol(Kahneman
& Tversky 1979; Meng & Weng 2017) 47}
AHT 22 7HES SAE E 2 THE 2 o]508
A|Z¥sHA ot wEtbA A71e] AlEFE A st
= TR 75 Ap4lo] ZHAC disf ZHAI AL =
FARE HolME i FAH HrkDawes
2022). £9], A7} BEHEE= 11714 BHES} H| W
Sto] HHEAE B3 SAHEE Hol= 3ol A
=4, o= FuiAt Tes i%;qloko]‘/} =kl
A7 o2 Qs A7He] BEE Aot A
A o7 71 0] 2 HHEE FAFCER
B &A% #3834 4 ltkKahneman & Tversky
1979).

539], BHEY Aol tigt 34427 Sa3id

o wet AR nHAE TR AolA S
Ao mA= ¥R oldfots A2 4 2
A7F H4AL it} E2] SHoA Aol A AHA
24 BT HiE HYHSE| {5 mHAEEel
o3 A&EE= 8 ST 5 S BEHE
2T I ARLEAE A et A&
2l vHg SHi7 S/ = =0l BeAlolEtal A
Aokl utkJacoby & Kyner 1973; Kaur et
al. 2020). oo FuiRl=Y FA2 FHLsH
AL B &3 7|&0|tHDriesener et al. 2022).
HHEsE AMA 2l 4l Sludlzs A4S
AlEStste 7102 3717t 74 AAYS AR
star glom, Fuf fgo] what ot S Al
oFal UcHEnewstoday 2022). ESH Fuj] A
27 37|19 2 BAE FAALS FH(HoR
AA= o] dom, 13] Fuf A| & 279 AEZ
AEst= A9 71 HE AQA7]= 81l €

HJung et al. 2010; Dawes 2022).

fRSE Atz F0HON CHEr ASH SE= 23 201 4 113

2) BHEE AR5 AEE B4

QI7to] FEERE 7HE ¢ Q= AAH 4
/\]ﬂzﬂ 747]— D‘:]_q 010]— _9__14»—— _,]U]o]-;__ uﬂ
A3 (Allen 2003)0l WEH HHEE2 AFA
SH9 17 BHE SR
711, o] QI3 § =& A=A A
= ZA sto] 4] o8 wES A S
(Barker et al. 2003; Knight & Edwards 2008).
oA £ vt EE QA RAPIAE AF
ZE0 vy 2R HE Auzto|ut A ozt
S A ARE AFSH Hol M 2=

o2 YeEPgTHJi et al. 2017). 714 tiH] 4l
A S-S oulsh= 7H4dH]o] oJshH AHRk=
AEZ skt 3dof AlFolA d= 7154 5§
ST w22 494 dE9E de Aol
H F8sial ABZtst7] wiiZef o]y

A A 2 A

N,
{11

RLN

o AL w
HEErie] PARRE A1 ol A ns
3 AE o) ko] BRARS AEY % Uk oleh
A5}t Park & Shin(2019) £-85:9] 744AlH|
2 Qoo wet w5 Rt Pl AES Aest
o glo1A TAQlolt B2 5] g4l Ho]

7t e 2w

o] QlotH 255 A4S
7 Gt 1% NSRS 913 A1E g 9]

oIME A4S 5 2910 AZISIu(yrinki
2006) olzfat M% SRR HEAES
hel o] 342 A
A Em spsgee el A2 2
AL} 3 A w0 TAHNS uH}
e, AFE eiEEslsl 428 B
ERIETI A8lH] 4348S FEskE £
ZA) fok Y ERG A7 A 6}744
o9 9F B5 52 59 9=t 92 5o

[e]
A e BENIOEN HA A%l St
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IS o "thlee & Choi 2021). &, &
A1E9] Tl ZHFolA AR A4S A 9
FLET ofof gt #hilo] v E=Ee] A%
Zof ofgt IHog Holse= Aoz Mg
9ltk(Schleicher et al. 2019). wakA] vids
A7l tiet AR50 WAL s ES g 4
& A" F8 8110 g ItHr) o]9} o] 4
T2 WHEEES 7159 4o = 7155}
AT TAR} FAFRE WAl o2 IAE Pkl 9l
7] WEo(Holbrook et al. 2001) o]&|gr A
gt olst= T AlFol tieh ARRe] s
< olgflot=t] 523 9T oA HrkBoya et
al. 2015).

71 gio] dAgolu A, A5 59 AHAF QI
A EAE0 UE APgAESE avtAQl
AP S astr] s -85 Yo E &
L8t HEES ez 3 A4E(i et al.
2017; Kim et al. 2019; Park & Um 2021)°]A]
T dlEsE I AlE A" A A9, Ad, 7
I Z2 JAF-EA T B0 wet AHRE
Alstste] 542 tefstgltt. Kim et al.(2019)
< dgo] ¥ 71 Y 7 B2 Ol &
HuE AN Aol A7t ol SHIAL,
Park & Um(2021) o] we} S A9
£/49] Ao} ITkaL skgint. olH & AldAl RSt
A= W SE T AFolA 45 2 FudE
SH9| Aol F op7loh= Q10 = 7HEskal Qlth
olo Z=A o= HiHsE o AFY A g
£ ot dizel 3 ARdoll SlojAl 71 &
39| Wslo] o3 ozt AU

o9 AFES EHE & A7 HHEEE A
= o] diet e Sz dish T A 2
e $453 HE0] 25459 A-8AH 54

2 Held 29159 gL destad s

=

4 oy ek

&

[}

]1‘.?1!

M. 9740

B AT deEES FRIL Y 405
AE FBET 4R L vlAE a2

AFEAL ATEAX EHo] BE 255
Neld B4, WelEE AR T, 713
2 P $49) Foli ojuTl

ATEAL 2579 Held B4, WATE A
= P, Fodge] MerEBAE o] et

BE4 T TS vAE 82 FA/WP

2 S
2 At vHEEE AR gt 2HIA B
A S=ot FF_ Y FAS sl 22 2AF
A QA AZRARE 2lFoto] 2k=E 35
O, AV 204 o)/d2] 4]l & whets=2
3 A= el e -SRI, A gE
% AR aEsto] RS FESHY o5 A5
20219 7¢ 795 8U7HA] 30%S HHEoE
AHIZARE AHASI] T £FE9] olF=E &
RISkl AEAE 4ottt RARFS2 A= 7
AAR R oSS, 13] oAl AlmrA T A
FEDH o] iRt FsH S D NE &
BE(dE, A%, 99, 7THAS, TS AF
A9), 7740l T 7Hdv] o & AE
A 4% e Am T $H9e B, A
=, FEosY ¥ 7MgH]) SOl EE .
AE 2AH=20219 749 2195H 2790 A4 2

ez +PHAOH(F 475F), o5 #A4 7
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2 Aol AMEE H4EQ SHTES Table
1o] A=A 2 A9 SEHFEA 54 Al
Foll gt et S Aol =g oJu|sh=
Atgzrfo] thet Y52 FAE= Babin et al
(2005), Grissemann & Stokburger-Sauer(2012),
Das(2014)9] A-tollA AMgE EJES 2 AT
o gHA 75t 53 HrE SASIATHHE At
H=olA BHeEsE ARl s 4o s wdt
Zolth 5). thao & SYHPEHN W EE Al
TFulE/dS Al Ao digt ¥4, AT, AHo]
ofg] @ 7HgH] 5ol IS Schleicher et al.
(2019)9] AollA AHEH FF=(He 7Festtt
A HHsEe A7 AEl A AmE Al
g}, U whesEolA A4s Holg = U

of s 2| 4lo] F-HFstet, HiEs=olA Aol ¥
A g7l A EY ¥HEEE AARE T ASske

fRSE Atz F0HON CHEr ASH SE= 23 202 4 115

Holo}h, U= ¥HEE= fls 7H2 vl#sl= 7t
A(7H3uNE Algohs A& Rt 5)= 53
ALrg FFIelth AfFe d3Ao]l A
Boya et al.(2015)3} Schleicher et al.(2019)2]
AFollA AREE S ARGt 5 AR &
R om(UE At A41EY] = F85t
t} 5), 7Hd8]= Park & Park(2018)2] 9ol 4]
AMEE 3= ARESte] 53 Hxg SASHelY
(FHog {83 AFHY k29| W=EAE =
F= AR/ AHAE AS3 5). FHEES 2
W14 7F Al Sl 13] Sl A] AR A
AE Z71(SFE SHsH3ck 1 ‘ﬂoﬂ AL, 4
4, 7
ZAFE QAT
o= & AtoA S He= ZokE 4370
HEY B/} A= =g wstr] fis 24 8
IEX-& =35}l Cronbach’s g AFESIHCH
(Table 2). #4] 7§J—} g5 4lo]of thgk Al (st
H5E A= A% Y= ol thgk ),
ZJEols (5= Alo] WA HH olse), 7H
H(HE 4 59 Cﬂ]/ﬂ tioks H), AlRAS
(Alo|H4] o & wie Al A T), &7 A4

AN

_4

38, £A55E 59 AEEYSo

Ei”

T35 67H94 8 J—O] Egﬂ ‘3]'.

ARSAZFS KMO=0.865, Bartlett 2°=
3,857.526(p<0 .0DZ -oJstA Yebto, M4
=9 8 AAHFZ 0.583-0.864F LEFL /7N
959 BhdAdo] S EIT i 4 . ®
g ZEH 8RS 4AFEE HUd £ Qe
Cronbach’s egfo] L5 0.6 040 2 YE} A=
7RIS E AU
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Table 1. Measurement of variables

Variables Items References
Concern of vl It is importance for me to purchase healthy food. Boya et al.
health diet for v2 It is importance for me to select nutritional food. (2015),
owners v3 It is importance for me to select food quality. Schleicher et
(5 point likert) v4 It is importance for me to select natural/organic food. al.(2019)

v5 1 want to provide my companion animal with the best nutrition possible.
v6 I buy companion animal food that is beneficial to my pet.
v7 1 buy companion animal food that has consistent quality.
8 I feed a diet that is best for my companion animal’s medical condition, if
applicable.
9 I always try to get the best quality for the best price when buying
Purchase companion animal feed. Schleicher

. v10 T actively seek out information about companion animal feed. et al.(2019)
attributes for ) )
companion vil 1 am-very knowledgeable about how to feed my compar-uon ar-nmal.
animal feed v12 T notice the price changed regularly when I buy companion animal feed.

o v13 Information on companion animal food labels is misleading.

(5 point likert) . . . .
v14 Information on companion animal food labels is easy to understand.
v15 T buy companion animal feed that offers value for the money.
v16 1 buy companion animal feed that is reasonably priced.
v17 Feed is better for companion animal since it provides higher quality.
v18 Feed is helpful for companion animal’s health. Schleicher
v19 1 prefer companion animal feed. et al.(2019)
v20 T am positive for companion animal to feed.
Cost—to— I prefer more psychologically satisfied products/service than functionally
psychological v2l satisfied.

. . . . - . Park &
satisfaction ratio v22 1 spend much money for more psychologically satisfied products/services. Park(2018)
i;)rp(;\;\;llzellriskert) v23 1 buy devoted products/service although they are not necessary.

(Frequency) How many times did you buy companion animal feed last year?
® 1~3 times @ 4~6 times @ 7~9 times @ More than 10 times
Purchase experience  (Expenses) How much do you spend per purchase for companion animal feed?
for companion @ Less than 40,000 won @ 40,000~less than 60,000 won
animal feed ® More than 60,000 won
(Size) How big do you buy companion animal feed per purchase?
@ Less than 2 kg @ 2~less than 4 kg @ 4~less than 6 kg @ More than 6 kg

. v24 T will repurchase companion animal feed in the future. Babin et al.,

Conative loyalty . . . . .
v25 T will continue to repurchase companion animal feed in the future. (2005),

for purchasing

. v26 I will speak positively about this companion animal feed to others. Grissemann &
companlon ) ) . . Stokburger—
animal feed I would recommend this companion animal feed to friends or other people
(5 point likert) 27 around me Sauer(2012),

' Das(2014)
Age 20-30=1(M2Z), others=0
Sex Female=1, male=0
Socio— Household members Single=1, two=2, three=3, more than 4=4
demographic Living place Metropolitan=1, others=0
characteristics ~ Education College=1, High school=0

Household income(monthly)

Less than 3,000,000=1, 3,000,000-less than 5,000,000=2,
More than 5,000,000=3
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Table 2. Results of factor analysis and Cronbach’s a
. Cronbach’s  Mean
Variables 1 2 3 4 5 " D)
vl 0.179 0.145 0044 0738 0.070 0.032
Concern of health diet for v2 0149 005 0070 0763 0086 0189 3742
owners v3 0289 0258 0038 0.676 -0.022 0.106 ' 0.614)
v4 0.102 -0.094 0064 0.663 0.353 -0.089
V5 0.672 0392 -0.037 0.285 -0.098 0.063
v6 0.701  0.402 -0.060 0.130 -0.051  0.206
‘ V7 0758 0271 -0.069 0.162 0.030 0.126 4177
Diet concern 0.874
v8 0.756 0202 -0.037 0.178 0.018 0.120 (0.564)
V9 0.686 0.190 -0.062 0111 0371  0.037
v10 0.583 0.186 -0.027 0.199 0.380 -0.102
Purchase vll 0.394  0.028 0.174 0.065 0.605 0.026
attributes
o Understanding  v12 0074 0067 -0015 0180 0722 0100 . 3455
companion information v13 0.108 -0.123 0139 -0.075 0.630 0.131 ' (0.652)
animal vi4  -0214 0067 -0.053 0206 0.627 0.171
feed Cost—to— vi5 0.108 0012 0.100 0064 0.174 0.837 3706
fj:ifsrmance vi6 0151 0174 -0066 0134 0183 0779 ' (0636
Preference for V17 0222 0792 -0.022 0100 -0.033 0.072
providing v18 0.189 0.775 0017 0.033 0075 0.001 R KK
companion  y]9 0282 0741 -0.062 0.069 0.011  0.056 ' (0.619)
animal feed 9, 0254 0773 -0.068 0122 0013 0.083
Cost—to-psychological v21 -0.085 -0.091 0.864 0.030 0.093 -0.009 .
satisfaction ratio for v22 -0.061 -0.009 0901 0068 0065 -0.031 0859 o5,
owners v23 -0.008 -0.010 0.862 -0.046 0008 0.071
Eigen value 3540 3.083 2406 2377 2195 1.530
Explained variance(%) 15391 13.208 10.460 10.335 8.543  6.651
KMO=0.865, Bartlett x2=3857.526 p<0.001
v. 23 9 33z 600RF w[TH26.1%)°] TH=5 AFA|SkAL o,
7HEEE 3903 4%10] 22 26.1%%} 28.9%=
1. S84 &4 Az AL 2rgo] 69.2%E LERGT),
SHA MEE/E B4 e Table 39 A9=0] WlgEE AlE T AJL sjokst 2

A= e AEE FA 51.7%, 9173 48.3%°1H, = Table 30| AAE Tt BHEAL
AP 200 27.9%, 30tH 32.3%, 409 24.6%,  Zojo] QlojM At 19 7F 4~63] L7} 40.8

50t ol 15.2%= YERdT. st A& olst = by =7 vERgon 135] FujA] 459}742

12.9%, H& 76.6%, HieH ol 10.4%°1%, & 4ut) wlgto] 41.8%% 71 &A Uerdrh 13

2~4 kg wRHt 4~6 kg TITt

A2 AZARFAC] 66.4%= =7 ettt €% o) 4] 4l =8ake
T+ 7FEAES 200~4009H WI9H35.9%) 7} 400~

ot A}E
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Table 3. Characteristics of the respondents

(N=402)
. Frequency (%), ) Frequency (%),
Variables M(SD) Variables MGSD)
20 112(27.9)

Male 208(51.7) ,

30 130(32.3)
Sex Age ,
40 99(24.6)

Female 194(48.3)

More than 50 61(15.2)
Educati High school 52(12.9) i Metropolitan 278(69.2)
lev‘e‘fa“on College 350(76.6) pgzg o 124308

Graduate 42(10.4) thers ’

Less than 2,00,000 29( 7.2) Single 76(18.9)
Household 2,00,000—Less than 4,000,000 144(35.9) - hold Two 73(18.2)
income  4,000,000-Less than 6,000,000  105(26.1) 5O e 105(26.1)

members
(Monthly) 6,000,000-Less than 8,000,000 65(16.2)
Moth than Four 148(36.8)

More than 8,000,000 59(14.7)

Less than 40,000 168(41.8) Purchasing | t© 3 times 5127
Expenses frequency 4 to 6 times 164(40.8)
iirrchase 40,000-less than 60,000 121(30.1) for one 7 t0 9 times 74(18.4)

More than 60,000 113(28.1) Year More than 10 times 113(28.1)

Less than 2 kg 63(15.7) Repurchase 4.39(0.712)

c 2 kg-less than 4 k; 124(30.8
P.roduct g s Than T 58 308 Conative  Keepin g purchasing 4.39(0.729) 4.247
size per 4 kg-less than 6 kg 100(24.9) loyalty 0.614)
purchase Positive word of mouth 4.15(0.741)

More than 6 kg 115(28.6) Recommendation 4.07(0.783)

o] Z¥Zr 30.8%%} 24.9%= YERYT) oo ®
2A= P54 2ATE Cronbach’s egte] 0.849

2 Ueht Aslert B Row tehton, 2
24YBE0] BRe 42467 WA Al =
° A% ¢ 4 ot

2. QTEABY SHU| M2 AQFY A2
H}g:

= FoiSd, FEy #

OOII _|||'|'|

6+‘ﬁJ
Mo
>-_I

ATEALA B4 F 48, A, ARA, ot

ulg, BEA 49 AolB HEs] A8l -4
4.2 33 ZIe Table 4-10] A=
AT} g3 A7 A0l TAL A% (t=2.38)

Hm

of utet SAXCRE o7}k Ue o' YERS
], 40t ol AfFTE A74Ale] Talo] B w2
Aoz yelydtt v EE AlR iEA S Wi
S5 Aol digt T2 AE(t=-5.66"), A
(t=-2.04), 3&(t=2.12)°14 SAHCZE Apol7}
A= Z0F yehgon, dETt o/do], 40
ol gET} 20~30th7t, 5Tt Eolste] He
ol Aol B A YEhth Ale Ase A
(t=-4.87"), AP (t=-2.46)°14 A HOE o
7h Qs Ao & yehton, o g3t 40t ol A
TollA At FuiEA F AbR AT B2 Ao
2 yehgh 354 342 4E8(=-4.32"), 9%
(t=-2.20), SE(=2.27)°] wet SAHo=z 2
o7t Y= AoE YEhgoH, o3t 20~30,
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Table 4-1. Difference test by socio—demographic characteristics (t test)

(N=402)
Sex Age Living place Education
mean mean mean mean
Variables (SD) (SDI\)/[ (SD) (SD)L
t ore t t ess t
Male Female ig; than Yes No Cr;)cliljagti
40 & college
Concern for health diet 3.72 3.76 368 3.83 . 373 375 372 3.80
for owners 063 059 % 0o 09 ¥ 0 09 "0 ey e 1P
. 402 433 v 422410 . 418 416 414 428 .
Diet concern 6 051y % (056 0569 2% 056 0560 O 055 056 2
Purchase Understapding 350 340 L42 342 350 121 045 346 0.20 343 352 L12
attributes nformation (064 (0.65) 0.69 (0.5 0.67  (0.60) 0.66)  (0.59)
O Costton 378 380 377 383 380 376 378 383
companion . B . . . . . _ . .
iy Perormance o o069 02 0en 05 %P 0en s % 06y 063 OB
ratio
feed
Prieregfenfor 417 446 o 437 422 o 433 426 430 435 o
COMPALON =062 057 ' 060 062 7 060 06 06D 06
animal feed
sca‘:stf; tc‘;isyrizoifal 268 260 0 077 383 _ 271 202 o0 260 267 _ .
1LOD (1LO0) 067D 05 0 (10D 098 (099 (1.04)
owners
Conative loyalty for
4 . 412 438 v 430 416 . 425 4 420 437 .
purchasing companion 1y (500 #32 (950) 063 2P 062 059 O ©6) 058 %
animal feed
"p<0.05, “p<0.01
155ty £dolste] oA P52 F40] ¢ et
=7 yelstth 1 9 HesEe 5A¥oz o upReto 2 QIEA s B3} veEE Ak
7t Aot gl Aoz UrEPifEP 2 TAEEE R gt wAESET = Table
tteog Jredy ¥ 1§ HU\EOH w2t 4-30] A=A BAZT} Pl g (x”
A0 Z0] Alg|A EH v} A 1 -
el AR 54, LE* F= T8 211067, ARA(229.19)00 et SAHo=

P F49 Heolg FFI| A% B
s93t AT Table 4-20] AAH . &
AL =0l AZrAo] Ao & HWF I
(F=3.18) Zfolof| wet A2 0= 2jo7} 9l
o8 YEfon], £50] 5245 &fF
Alo] IAJo] =2 Ao Vet 1 9 H
2 EAHoR Jd 7k Hol7} gl AoE

aol7h = AR UEHgal, 20~30th2F 40TH
o4t Mot BT 4-63] i, A 1 9] A
AA] 4~63] TS Hlo] A heRget. ]
AP (2*=6.16)°] wet EAHo=z i}om
AOE Uehon, 13] il A] ALEH]-8-Z
AYFoNA 47 ulglo] &4 ‘%E}‘;lfﬁ}. T
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Table 4-2. Difference test by socio—demographic characteristics (F test)

(N=402)
Household members Household income(monthly)
Mean(SD) Mean(SD)
Variables ~
Single Two  Three More  F  Less than 312:)50;(})12?1 More than F
i W
than 4 3,000,000 5,000,000 5,000,000
Concern for health diet for 3.62 3.70 3.74 3.82 197 3.61 373 3.81 318"
owners 0.55 (0.65) (0.61) (0.61) ™ 0.60°  0.62® 0.60°
. 4.18 4.30 4.07 4.18 4.17 4.13 4.21

Diet concern 050 ©50 055 058 ¥ 05 059 059 °P
Purchase  Understanding 343 3.44 3.46 3.46 031 0.45 341 3.48 0.33
attributes  information 0.61) (068 (0.68) (0.63) 0.62) 0.62) 0.69) ’
for — Cost-to- 374 380 384 378 . 384 373 381 o
COmpanion - performance ratio (0.64)  (0.61)  (0.62) (0.65) 0.62) (0.65) 0.62) ’
animal feed

Preference for

companion animal 4.30 4.41 4.21 4.33 156 4.26 4.28 4.36 0.96

feed 0.69) (0.61) (0.600 (©.58 (0.66) 0.62) 0.58) ’
Cost—to—psychological 2.71 2.55 263 271 0.92 2.60 2.62 2.78 134
satisfaction ratio for owners  (0.95) (1.03) (1.02) (1.00) (1.07) 0.98) 0.97) ’
Cofitwilloyaiy fz.r L 433 432 414 423 o 428 417 421y
f;dc asIng COMPAMON AMMAT (5 58 (0.60)  (0.64) (0.61) 062 (0.6 o6
"p<0.05, "p<0.01

A7t 9= AR derdon, Wie] 3¢ o4
off Wi} Afe]=7k 2 AFe sk gl 9
£ Zo& Ui

3. UIRSE AR T St WX SN
st el 24 it
BIEEES Slat AR Folol] that B5A 34
=2 4gsl] skl ATEANE 5
St} 2XHOE AT AR Fui4A
Nela 4 FHHoR BUs ASH 87
42 SYsrkTable 5). BA AFH SR
2 gl YA B8RS G5R BAHE
ABHAAVIDG Hastel BN B4
Akt sock HAEY e WS
20152 Vet O BAARAL WESA ke

o
K

1 F

mlru S

& ¥ % Urk

o2 ASH 74 23KTable 5), 3A,

ATEANY SHMS TP 194 B
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AFE 71 324
ARZS SAH

51. 239 ) A8 Z0] AlgZ
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Table 4-3. Difference test by socio-demographic characteristics (x? test)

(N=402)
Purchase experience for companion animal feed
Frequency(times) Expenses(won) Size(kg)
Variables Frequency(%) Frequency(%) Frequency(%)
1~3 46 More x? Less than  40,000~less More than  x 2 Less 2~less  4~less  More x?
than 10 40,000 than 60,000 60,000 than 2 than 4 than 6 than 6
Ml 24 88 34 62 87 60 61 26 56 53 73
e (597 (21.89) (846) (1542 (21.64) (14.92) (15.17) (6.46) (13.93) (1318 (18.16)
Sex 2.12 0.45 11.32"
Fermal 27 76 40 51 81 61 52 37 68 47 4
emate 6.71) (18900 (9.95  (12.69) (20.15) 15.17) (12.93) 9200 (1691 (11.69) (10.44)
20~30's 27 86 51 78 94 84 64 34 74 66 68
672 (21.39) (15.68) (19.40) (24.38) (20.89) (15.92) (845 (1840) (1641 (1691
Age 11.26" 6.16° 2.49
More than 40 24 78 23 35 74 37 49 29 50 34 47
ore than (597 (19400 (5720 87D (18.41) (9.20) 12.18) (721)  (1243) (845 (11.69)
Metrosolitan 28 124 47 79 122 82 74 47 90 7 69
Livi ctropotta 6.96) (30.84) (11.69) (19.65) (30.35) (20.40) (18.40) (1169 (2238 (17.91) (17.16)
1ving .
1 9.19 1.76 6.45
place Other 23 40 27 34 46 39 39 16 34 28 46
ers 572 095 (67D (845 (11.44) (9.70) (9.70) (3.98) (845 (696 (11.44)
More than college 38 126 55 89 130 92 86 4 97 78 91
graduate 9.45 (30.34) (13.68) (22.14) (32.34) (22.88) (21.39) (10.44) (24.13) (19.40) (22.63)
Education 0.63 0.09 4.17
ot 13 38 19 24 38 29 27 21 27 2 24
e (323 945 @472 (597 (9.45) (7.21) 6.71) (5220 ©7)  G4D (9D

=



Table 4-3. Continued

Purchase experience for companion animal feed

Frequency(times) Expenses(won) Size(kg)
Variables Frequency (%) Frequency(%) Frequency(%)
1~3 " N More x? Less than  40,000~less More than x? Less 2~less  4~less More x?
than 10 40,000 than 60,000 60,000 than 2 than 4 than 6 than 6
el 0 25 15 26 29 21 26 14 17 18 27
g 249 (622 (73 (647 (7.21) 5.22) (6.46) (349 42 44D 67D
. 8 33 15 17 29 23 21 8 31 19 15
Household ——+ (199 62D (73 (423 (7.2 5.72) (5.22) L9 7D @71 BT
7.36 2.64 13.42
members The 18 41 20 26 46 34 25 12 31 27 35
e 447) (10200 (497) (647 (11.44) (8.46) 6.22) 298 (17D 67) 870
More than £ 15 65 24 44 64 8 41 29 45 36 38
ore thar fout (373 (1617 (597  (10.94) (15.92) (10.69) (10.20) (721) (119 (895  (9.45)
16 34 20 26 39 28 29 14 27 24 31
Less than 3,000,000 550y (g45) (4.97)  (6.46) (9.70) (6.96) 7.21) (348 67D (97 (17D
Househol
.nou: old 3 100,000~ 16 51 28 7 s 62 38 32 el 18 47 31 36 L
INCOME 1 ss than 5,000,000 (3.98) (1268 (696 (9200 (15.42) (9.45) (7.96) OL @4 1169 (77D (895
(monthly)
9 79 26 50 67 55 52 31 50 45 48
More than 5,000.000 7y (1965) (6.46) (12.43) (16.66) (13.68) (12.93) (77D (12.43) (11.19) (11.94)

"p<0.05, "p<0.01
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Table 5. Result of influencing factors on customer loyalty for companion animal feed

) Model 1 Model 2 Model 3
Variables
b(SE) t VIF b(SE) t VIF b(SE) t VIF
4.297" 0.569" 0.656""
Constant 0.163) 26.392 0.212) 2.6854 0.222) 2.955
Sex 0.246" -0.013 -0.009
(Female=1) (0.063) 3926 L% (0.043) 0766 1.248 (0.043) 0207 1.252
—-0.002 —-0.002 -0.003
Age (0.003) 0.802 1.108 (0.002) 1.126 1.130 (0.002) 1.417 1.172
College -0.140 -0.124" -0.122"
(high school=0)  (0.091) 1.534 1,663 (0.059) 2.080 1.687 (0.059) 2054 1688
Individual Graduate 0.059 -0.087 -0.081
characteristics (high school=0)  (0.128) 0643 1706 (0.084) Lot 1736 (0.084) 0966 1.742
Household 0.017 0.002 0.003
income(Month) 0.018) 0966 1453 0.012) 0.184 1492 0.012) 0290 1500
Household -0.026 -0.016 -0.018
members 0.028) 0.926 1.387 0.018) 0.900 1.402 ©0.018) 0.968 1.421
Living place 0.035 -0.006 -0.002
(metropolitan=1)  (0.066) 0540 1025 (0.043) 0.140 Lo47 0.043) 0047 1051
0.465" 0.461"
Feed preference (0.040) 11.582 1.645 (0.040) 11479  1.651
Purchase :
Understanding -0.024 -0.023
attributes information (0.033) 0721 1.233 (0.034) 0670 1311
for
companion  Cost/performance 8)%73% 2057 1248 %%7;) 2004 1.256
animal feed 0O : :
. 0.406" 0.384""
Diet concern (0.048) 8.495 1.934 0.051) 7516 2214
Expenses(more -0.095" -0.095"
than 40,000=1) (0.044) 2.164 1.259 (0.040) 2.161 1.261
Purchase . 0.013 0.013
experience Product size (0.015) 0839 1.316 (0.015) 0866 1.317
Purchasing 0.006 0.007
frequency (0.005) 1.328 1.028 (0.005) 1520 1.048
Health diet 0.029 0754 1473
Owner's concern (0.038)
psychological g /t—t0—
disposition  psychological &)00%32)3) -1.626  1.095
satisfaction ratio ’
F 3.862" 44.065"" 38.845™
R¥(Adj R 0.064(0.048) 0.615(0.601) 0.617(0.602)
4 R? 0.064 0.551 0.002

"p<0.05, “"p<0.01
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Kim et al. 2019; Park & Um 2021)°14 1%
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