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ABSTRACT

Four hundred adult men and women aged 20 to 59 years were surveyed on the importance-
satisfaction analysis (ISA) of selection attributes of dessert, attitude and awareness of
vegans, and the need to develop vegan desserts. The analysis was conducted by dividing
the participants into four groups based on age and two groups based on their level of
health interest (high and low). More than 70% of people in all age groups and both health
interest groups understood the concept of veganism. Among the individuals in their 30s
to 50s and those with high health interest, the intention to purchase vegan desserts was
significantly high, with more than half showing willingness. The intention to purchase
vegan desserts was influenced primarily by health factors among people in their 20s,
40s, and 50s and in the high health interest groups (P<0.01). Across all age groups and
both health interest levels, the price was identified as a significant barrier to the continuous
purchase of vegan desserts. Regarding the product types, bread was considered the most
important, and taste was highlighted as the key product attribute. These results provide
insights into consumer expectations and demands, offering foundational data for the
food service industry to consider when developing and maintaining vegan desserts.
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I. A&

A A= 7919 17 4 71% #3), 589
MA o= A 59 SHEA N Tilol S7Hl
w524 AE= SC1AY wiAlsk= Bl A4
&5 Fole Aol =oAL ArKSon et al.
2023). 19949 11€¥ 1¥2 World Vegan Day,
AlA v = AE v Hde] ek o4
o] o1l QItHThe vegan society 2022). H]
A AL 5= Amsd AAESHA &1L, AEA
NzeS ARESHe], Theolrl Ao 5E4Y
I FAREY SAREE AMSSHA] gk AlE0]
THKim 2022). H]719] §82 Xart dFHsk=
H|Z(Vegan), 42} FRYF 5]-80l= Q& H|A|
H 2 A(Ovo Vegetarian), A4 SsAETt 3
4351= =& "R H2|A(Lacto Vegetarian), A
20 W, Y AlES 5l8oke HELE HAEH
2 d(Lacto-ovo Vegetarian), ik, YEAIE,
Rt piES S8cke HAFE HAEFA
(Pesco Vegetarian), A4, Y5AE, G5} 7}
a5 A5k E=2 HAHHA(Polo Vegetarian),
PA1E T2 SHAIRE Aol wehA £41& 5189
= ZPAE P A(Flexitarian) 22 TFsHA 24
StaL Atk(Park 2021). FEAAFAREHEVU)
2 A AA A4 1571 2020 19 8,000 2.2,
X J41& of= vl (Vegan) 5,4008F o2
FHEH(T & MAFRA 2022), IH=Aj4]igt
(KVU)E =3 A4 Q7= 2012 o] 200%=
F7kstod, 2022 2009 o2 st qlct
(Korea Vegan Union 2022). o|2A H|A <4
o vl A F+EIF S71eol whet 244
AolX= HAEE malet ohafgt vl A1E2 7h
Wsto] AT o7t 9l& Aolth

T E(dessert)e] AFHZA oe mFiolg

SAE A9 A B ROz iR 3

d, g, F19 A7 245 HARE TRl £

YA 4 S g 019, 3 44

£ "R & A 8o] FE3| F=H AEolA A

}o g AALE npEE|sk= 24]o|tHJeong 2022).

EARA =9 AAtflA = AAE B2 & 1
Al O

o7 FEE| glom, Fuet wat, ¥,
QuiRpEky, Alget £ o] EEHaT &
MAFRA 2016). 7|&ll= A4 Aol=, 79
TAESC] F& AH[EQ oY, HAE F7 F T
e} wo] &35k AmE 20199 7,3729¢Y
20209 8,265°] ¥, 20214 8,7139] Yo =& uj
| Z718k= 3A0]2(aTFIS & MAFRA 2022),
20218 %0l 20209 %] BI&) 5.4% Z7}5}a],
FZols T4 YAERQl SRR}, ofn, gt
THY HAHESS A%, AH FHEeHA] gl B
74571 Wolslth. HAE Fufj A] AH|REo] 11
Ste 442 9, 7H, @FE O Sl A
OH(Son & Kwon 2014), == AjFu] 9
T, o & g7 9 2 3Pgo] 2% 98
5}1’4{Kim 2018). wEtA] AHA} BFERES ol
2 AF9] AR Aol Slo] AN gao|tt.
l 273t o] et drle] ¥A4lo] =okd
of Wk, HA Am AHE, AZERY, f71' A=
ARG 22 JgT 17 W 4o ST A
8 7|0 g B4kl Qlom(Lim 2017) A& 7}
%—Hﬂr A AHE E9] 32 AvASA F
st 18 ARtog e Fa YckMin 2022).
olof wiet 244t F HAE AdAlolA = 4nR}
9] 71diet 815 FEA1717] fIsto] thefst FH
o] gAHEZ /st Atkjoo et al. 2021).
A OAEE B4 Y58 A8 952 o
Aloto] 5B 955 M5 AMSSHA] il Azt
YAEES W5 (aTFIS & MAFRA 2021) A%,
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1. ZACHY 2 712t

£ A= Aol Algk glo] ol Aot
o, 2041 o4 60A1 BTk A9l HA3 2001,
o/d 2007, ¥ 4008 o= ot
AzrdL AR EAR 3ARI (F)ate]laz
ABlof| ojgste] XFstlar, 20249 349 299
FE 20249 4¥ 297k 22R1E o] A7
7194 AERARE AAISHT. RAAS 25
A4, A= 2041~29A41, 3041~39A4], 40A1~
494, 50M~59A4] oJstE EF3IALE A5FES
2007+ ©]eh 2009HE~400%HY, 4009H4~600
THe, 6009Hd o) 4EFE FESIA, WS 5
2 15 &Y ols}, et EY ol e
9 oMo R FESIE T ofF = HIEY,
5120 10705 o]s}, 11~20711], 21711 o]4ko.
2 FESHA, 25 ofF= v, g 2ol 13
ola}, 23]~43], 53] o|o & FLEBIGCE AGH
e %2 OF 22 10F F 278 8010
UAE Juf o] 84 9 o A] S8% - TS,
Hzof digh QA= E Hx, B YAE AL 8
TE RARE SR

HIZd CINE 7He @1 ZAF 357

2. ZARSH o U8

A L AL wep AHE o] g4
g2 vl aston, BAs] g uos
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58] o]0 TEs}e] ZABHAL A ol gl
SO 74, A7, A9l AAEE, VR T8
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& 75, OAE Fugas sh, vk, 9}
A, AU, A wE, 7EE FEsc. 7o)
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2 ATe AFREY ARl Hof 59
sto]] o]FolF L, AFAL A& tEu o] Ay
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3. 4 24

4% AEE= [BM SPSS 29.0 0|85t &
A A4S 5FATE RAAIARS] Q-5 A &
A, OAE Fufe] o] 8Ale], vjof it Q14] 9

=, 1 A L wage vess, wh
A3 205 AN OAE 7o A A

E440 I F24e 2118} 5] #ste] 29l
‘]

i)

i

(exploratory factor analysis)& sfal, 291

N F

FEHORE AR EA4Z ol&siilth I1RA
(eigenvalue) 1 o 71&E0 & HEWA(Verimax)
IHE Aok, 8RlS E=ESHH AlFEs=
Cronbach’s ¢ #& ©l&sto] EA5H3ict. tA]
E Ffj Al Aei&do] g o= vEE At
o] 24L& {5 -SHE t-test(paired-samples
t-test)E APkl FAH 9482 P(0.052

sttt

331 4008 tiFo R 2l HEIANE A
SFATE RA/GAS] Hfo] WASHA] A=s
A3} o4 2+ 50%, 20tollA4 S0T7kA] 2 A
7t 25%7F HES ARSIt RAY
ARp] U AESZO 2007HI~4007H0] 43.3%
2 7 #9kon 2009+ =Tk 22.8%, 400%t
A~6009H4 20.0%, 6005+ o4} 14.0% 402
LRt RAFR A 1S 8
U E9A7F 73.3%, 15t EY olskt 15.3%,
st Ajstolut £o] 11.5% <27 YeRgo
o tfgh Astolut AR HAET} 7P =Skt
A oJF= HEART} 76.5%, FAATF 23.5%
Fom, FAx F skl 10701 ofst 11.0%,
11705~2070% 11.0%, 217§9] o4+ 1.5%= 1}
ER v o w@oktt 20199 =917
FRAL A} HFARTE 81%, SAAE 19%E
(Chong & Han 2022), & et fARE 235
UER A 25 R vt 27.5%, & 2
of 19 o]3} 27.0%, 2~43] °|3} 26.0%, 53] ©]
Aol 19.5%2 Vet on, & 72.5%7F 5% 3}
= Aog Yehyth 20189 VALY FFAL
T2 194] ol 419 AS &5 ¥t & g
13] o|s} 39%, 2~43] 37%, 53] olido] 23%=
(Chong & Han 2021), ¥ A7 Axje}l Zo] &
T 357t S7FESE Hlgo] Aashs ATE B
ot ATAEE 22 T180] 50.0%, ¥ 1
Fol 50.0%= A7l gt #Hz= 5L HE
2 RAEICH
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Bl5= 200 59.0%, 300 53.0%, 404 52.0%
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Table 1. General characteristics of subjects
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N(%) (n=400)

) Age Health interest
Variables 5 ) 5 - §
20 30 40 X Low High x Total
(n=100) (n=100) (=100) (n=100) (n=200)  (n=200)
Sex
Male 50(50.0)” 50(50.0) 50(50.0) 50(50.0) 0,000 89(44.5) 111(55.5) 4855 200(50.0)
Female 50(50.0)  50(50.0) 50(50.0) 50(50.0) ' 111(55.5 89(45.5) 200( 5.0)
Household Income (1,000won/Month)
< 2,000 50(50.00  12(12.0) 12(12.0) 17(17.0) 52(26.0)  39(20.0) 91(22.8)
2,000 — < 4,000 44(44.00 60(60.0) 33(33.0) 36(36.0) 99.069°* 92(46.0) 81(41.0) 9291 173(43.3)
4,000 - 6,000 4(4.00 20(20.00 31(31.0) 25(25.0) 31(16.0)  49(25.0) 80(20.0)
> 6,000 2( 2.0) 8(8.0) 24(24.0) 22(22.0) 25(13.0) 31(16.0) 56(14.0)
Education level
< high school 11(11.0)  11(11.0) 19(19.0) 20(20.0) 39(20.0)  22(11.0) 61(15.3)
Bachelor degree 85(85.0) 78(78.0) 67(67.0) 63(63.0) 17.018"° 142(71.0) 151(76.0) 9.309 293(73.3)
> Master degree 440 11(11.0) 14(14.00 17(17.0) 19(10.0)  27(14.0) 46(11.5)
Smoking status (Day)
No smoking 79(79.0)  79(79.0) 72(72.0) 76(76.0) 145(73.0) 161(81.0) 306(76.5)
< 10 cigarettes 14(14.0) 9(9.00 13(13.00 8( 8.0) 6.250 29(15.0) 15( 8.0) 8.400 44(11.0)
11-20 cigarettes 6( 6.00 11(11.0) 14(14.0) 13(13.0) 22(11.0) 22(11.0) 44(11.0)
> 21 cigarettes 1( 1.0) 110 1010 3(3.0 40200 2010 6( 1.5
Drink (Month)
No drink 21(21.0)  27(27.0) 28(28.0) 34(34.0) 47(24.0)  63(32.0) 110(27.5)
< 1 time 36(36.0)  26(26.0) 23(23.0) 23(23.0) 9,031 59(30.0) 49(25.0) 9.657 108(27.0)
2-4 times 26(26.0)  28(28.0) 25(25.0) 25(25.0) 47(24.0)  57(29.0) 104(26.0)
> 5 times 17(17.0)  19(19.0) 24(24.0) 18(18.0) 47(24.0)  31(16.0) 78(19.5)
Total 400(100.0) 400(100.0)

DFour groups of age: 20s, 30s, 40s, and 50s
Two groups of health interest: Low and high
N (weighted %)

9'p<0.01, "p<0.001

279 F I555F 50.5%= ¥ 53] ool 71
A YT HAE o] A] Zo] o]-&sh= o
Ao g 7159 vlgol 20t sl 507 &
SJsHAl &= A1 UeRETH(p<0.001). A 7Huict
Q19] ZHA]of| thgt Ate] mE tiFRe] ARt
oflA A 4Bl FQ ATt 7o UEIH S
o, 5}F0f 2~33] 7HE He Zo] 7M A4 |
El}(Vatanparast et al. 2020), ¥ A+ 2z}

Z B Btk dAE FuidRes A%t
AEAEe] et E5E BE 504 290
Tglo] FYeiths SHol 7H) Wol, YA EE %
A, FL, FFY Gl AAE o] H
Aoz YRt OAE Fuf] i Aol wt
FJgt ztol7t Qe ACE YERGTHp0.001).
2TRIEL 200 3.1%, 509 13.4%= AFi7t
= 37loke %S veidled, 289
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Table 2. Attitudes of dessert consumption of the subject by health interest and age

N(%) (n=387)"

) o Age Health interest
Variables Classification ) - )
20 30 40 50 x Low High X
m=97) @=96) ©@=97) @©=97) @©=191) (n=196)
> 5 59(59.0)? 53(53.0) 52(52.0) 38(38.0) 101(50.5) 101(50.5)
Frequency 4 _ 35(35.0)  36(36.0) 36(36.0) 43(43.0) 73(36.5) 77(38.5)
(Times/ 16.160 11.326
month) <1 3300 7(7.00 9(9.0) 16(16.0) 17( 8.5 18( 9.0)
None 3( 3.0) 40400 3(3.0 3008 9( 4.5 420
Family 18(18.6)  51(53.1) 65(67.0) 65(67.0) 94(49.2) 105(53.6)
Friend 42(43.3)  12(12.5) 18(18.6) 22(22.7) 54(28.3)  40(20.4)
Company Couple 27(27.8) 232400 7( 7.2 2(2.1) 86.3177"Y 23(12.3) 36(18.4) 13.681
Co-worker 5052 994 5052 6(6.2) 14( 7.3)  11( 5.6)
Alone 5052 1010 2021 2021 6(3.1) 420
Weekdays 19(19.6)  14(14.6) 22(22.7) 20(20.6) 33(17.3)  42021.4)
Purchasing ~ Weekend 200.6)  26(27.1) 21(21.6) 26(26.8) s 356 4121.5)  52(26.5) As3u
day Holiday 3(3.1) 2021 5052 3(3.1D 6(31) 7(3.6)
Any day 55(56.7)  54(56.3) 49(50.5) 48(49.5) 111(58.1)  95(48.5)
Cafe 73(75.3)  55(57.3) 37(38.1) 41(42.3) 109(57.0)  98(50.0)
_ Supermarket 200.6)  26(27.0) 46(47.4) 40(41.2) 58(30.0)  73(37.0)
Eg:asmg Department store  1( 1.0)  4(4.2) 1(1.0) 3(3.1 5258 4(20 5(3.0) 3.258
Online mall 3(3.1) 10104 12(12.4) 13(13.4) 19(10.0)  19(10.0)
Cooking 00000 110 1(1L0) 0(0.0) 1(1.0)  1( 1.0)
For meal 4041 303D 2021 6(6.2) 6( 3.1 9 46)
For snack 88(90.7)  89(92.7) 92(94.8) 89(91.8) 180(94.2) 178(90.8)
Purpose 8.652 4.651
For event 33D 110 1(L0) 110 1005 5(2.6)
For a gift 202 303D 221 110 4021 420
< 10,000 25(25.8)  22(22.9) 19(19.6) 18(18.6) 42(22.0)  42(21.4)
10,000 — 20,000 44(45.4)  45(46.9) 46(47.4) 53(54.6) 99(51.8)  89(45.4)
‘(E\’;Vi:se 20,000 - 30,000 20(20.6) 25(26.0) 16(16.5 16(16.5) 14.473  33(17.3) 44(22.4) 9.083
30,000 - 40,000 3(3.1)  3(31 9(93) 6(62) 9( 47 12(6.1)
> 50,000 5052 1010 7072  4(41) 8( 4.2 9 46)

PExclude respondents who answered ‘None’ for the frequency of dessert consumption.
IN (weighted %)

9""p<0.001

L Haght oS AlaskH COVID-19
Ho Yoz Qs A wiEo] AgtE] 1, Hio]#A
o L&A &7] Yol MEL FTOE AeotH
A PR AL 2891S 53t AR E A4¥o]

Z7FItal B 1 EJrHGuterman et al. 2023).

JAES 0|83

L 2z

T 1

o == 209 90.7%, 30

o 92.7%, 40t 94.8%, 50t 91.8%= 7+&lo]

7H &9ror, theo = At thgol

-

R

SH°l

=7 Jelgth 539 gAE 4H] RAJAEZ O
AEZ} 28 A A SolE A% v, =
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5] 74 A7t wWol AFHErh= AR yEht
(Fayet-Moore et al. 2019), & A+ Ayl o
2ottt A3l et ERE F IF% °
ATFE HAk HAE Faf Al
A& Hlgo2E 1T~ ool E O&
oA =A Uehgter 1 oAk 500 54.6%,
204 45.4%% AHH7F 37 Hlgo] St
stqich theog 19k o]&krt 20t 25.8%, 40
ol 19.6%, 50t 18.6%= UEhtoH, Azt
7b F71EE 1AM T S Eolx|e ARk
Ho|, 19 %% ‘;& = A3 Bo Yo7t A
S48 o A2 H[Eg AHlols Z0E Hlr
FAYAE ﬂuﬂ o]-g AL 7 o]& Al

& SHoA 22

AISE Q HIZY CINE JiY 97E XA 361
Bt AE v8o] 19l UM 51.9%, 2+ vt
31.9%= 2%t W]l A =2 ¥l&E& Ho(Choi
2021) & A 2yt g2 73‘%% Hlo.

3. H|Z0f CHet B 2 QIX|=
v Ao i3t = & QIR = ZI= Table 37}
2t} Aol wEbA= v JiEE ofsfigttt
I et HEo] 207t 50Tl HIsH =A e
Ua(p<0.01), AR defs= =& OF
o] B 15| vl #A UEh Fo3t Aol
VR THp(0.05). A4 382 22 AgdiolA
AAle ArEshA] eh=thal 3ES Sl 1L, =
214

o Aol A4 9%

@

y 3T
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i
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Table 3. Attitude and awareness of vegans by health interest and age

N(%) (n=400)

Age

Health interest

Answers

20 30
(n=100)

(n=100) (©1=100) (n=100)

50 x’ Low High x’
(n=200) (n=200)

Understanding the concept of veganism

Yes 92(92.0)" 84(84.0) 86(86.0) 74(74.0) 12,5007 159(79.5) 177(88.5) 6207
No 8( 8.0) 16(16.0) 14(14.0) 26(26.0) 41(20.5) 23(11.5)
Dietary style

Vegan 110 5050 2020 110 3(1.5)  6(3.0

Semi vegan 40400 440 8(80 7(7.0) 28.579"" 8( 4.0) 15( 7.5 26.402"""
Mostly vegetable 12(12.0)0  18(18.0) 20(20.0) 37(37.0) 27(13.5)  60(30.0)

Not vegetarian 83(83.0)  73(73.0) 70(70.0) 55(55.0) 162(81 ) 119(59.5)

Importance of vegetarian

Environment and animal problem 41(41.0)
Health 53(53.0)

25(25.0) 22(22.0) 11(11.0)
73(73.0) 77(77.0) 87(87.0)

53(26.5) 46(23.0)
. 143(71.5) 147(73.5)

Religion 20200 2020 0000 2020 37644 3015  3(15) 2709
The other 4( 4.0) 0(0.00 1(1.0) 0(0.0) 100.5 4020
Experience with vegan desserts

Yes 45(45.0)  42(42.0) 39(39.0) 30(30.0) 5206 72(36.0) 84(42.0) 1549
No 55(55.0)  58(58.0) 61(61.0) 70(70.0) 128(64 ) 116(58.0)

Vegan dessert purchasing intention

Yes 48(48.0)  56(56.0) 53(53.0) 54(54.0) 1394 84(42.0) 127(63.5) 18616
No 52(52.0)  44(44.0) 47(47.0) 46(46.0) 116(58.0)  73(36.5)

UN (weighted %)

2"p<0.05, “"p<0.01, "**p<0.001
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I -GERE Hlgo] EA YR om(p<0.001), A
BRAETE 3 5 A4S aEfekA] gt
I gET HlEo] &1, &2 OF2 A4 g5
A ki SEt HlEo] A UeERKp(
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3RS o= Tt o] A3 A Aol

A2 2 oFAf Ftuf vl&o] 20t 52.9%, 50t=
73.3%% AFH7t S7FEFE S| HlEo] ot
FOom™(Son et al. 2023), T AFE A3t =
W A 194] o] A1 tdo = T SARE
AF A ATl E FAHIE AFH7Fol 2007t
7P w1 A9 SUESE AFEe] Aaet
= A yeERIEE|(Park et al. 2016) o= 4]
4 A8 A7 A8 A SURRE A
O = HojFo|, AYt 2255 A4 959 4
LS ok 2 A 23t fARE A UE
Wolet. A4lo] 83t olfE= 7ol 507}
20tfofl s #=A UERATH(p<0.001). 452
At B APALE He JYHog F=31 A
A AtS AFshd ofz] v dgo] Iy 9
o] ZrAdtte e YERH o (Wang et al.
2023), & A7 AT 5 Aol F83 ol{E
Aol A U2 235 AAT 5= U= AoE o
ot 7]Er SEolA 20t Ald, S83HA] B
5 ARz}, 1EskA] gtk gwo] 9l
At v HAE Qi A7 =l 7o
u)gk BAE Qs A2E UERRTHp<0.001). A
73l tisl 4ol === Bl HAE] tisiA
Ao] &2 o0& HRItt

r

4. HIZ4 OMEO| igh 7HY o7k
HZ HAE] digt /i 8%+ Table 49+
2o 87%= A 5 5 vl HAE ) olf

2 ANE 371, A%, B, v, 49, oAt
A, 718t Sl 20d= 32.0%, 40t 55.0%,
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A¥H FoT AV e AoER UEHT
(p<0.001). 371422 Hufjste]=
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H|2}9] Al
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A YehKLee et al. 2020), AFH7T S7F
S5 ¥ YAEE Fujstes 92 A7o]
A U2 Aol dXoh= BFE Bk 71E
oA 20t g} 2go], 30t AEE,
40t gt} vjo] Y AojA7F vt A
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< %ol =4 YETHp<0.01). A4¥s L
A8 Ae) Ao M AF2 o] BAo] 9l
£ WIRLSE A7l 4ol 9l ol tiAt
A= A4 Y50 AYLS sk A9t 24 U
ERLHKim et al. 2024), A7 =2 OF
o] Ao o F4lo] Qe Ao YEhd B AT
o 22 AFgS Bt} v "AE N AEC
2 AAE &, F7), 3, Az, ofo|AaY, 2F
g, 718 FollA BE IF0lA ol 71 =4 U
B, Ag7t S7HS Hlgo] EolAe A
T BYon, 2F52 H|Eo] oot YA
E B A48 Y ASshe gAE F502
27.4%, #0137} 26.3%= EA Y oH,
ZEHL 2.2%E @A UERE(Kim 2023), H]
A Feo] gigh dFolMe AF sk Bl
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S A7 A Ao wis) A
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)

oo i

7} 24.9% 7V =2 HE&S YERl(Lin 2022),



£ 7o} vae S Both ¥ Pshe o
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2 HIA OXNE 7 271 A 363
Ao TRt Q1A AgtollA] S Ysh= HIH A
F P2 gSl= AlE0] 37.6%% EA Yehdt
7ﬂiﬂ{Song 2022)9F Yot} ARTAI LT} o
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4. A, FA7kHeol AL &£o2 UEhth ol &3 2“1, AgzE, AY, ¥4, 7154, A4,
Table 4. Needs for the development of vegan desserts by health interest and age
N (%) (n=400)
o Age Health interest
Classification -
20 30 40 50 x’ Low High x”

(=100 (=100 (=100) (n=100) (n=200)  (n=200)
Purchasing reasons
Curiosity 27(27.0) 38(38.0) 20(20.0) 14(14.0) 64(32.0)  35(17.5)
Health 32(32.0)  34(34.0) 55(55.0) 62(62.0) 73(36.5)  110(55.0)
Specialty 8(8.0) 10(10.0) 6(6.00 5050 14( 7.00  15( 7.5)
Vegan 8(8.0) 4(40) 30300 1(1.0) 464322  7(35) 945 27726
Popularity 0(0.00 0000 000 1(1.0) 0( 0.0) 1€ 0.5
The other 3( 3.0) 110 3030 000.0 3( 1.5 4( 2.0)
No purchase 22(22.00  13(13.00 13(13.00 17(17.0) 39(19.5)  26(13.0)
Needs on product type
Bread 41(41.0)  45(45.0) 53(53.0) 54(54.0) 98(49.0)  95(47.5)
Cookie 17(17.0)0  17(17.0) 13(13.0) 16(16.0) 35(17.5)  28(14.0)
Pudding 8(8.00 4(40 8080 3(3.0 110 5.5)  12( 6.0)

15.706 10.532

Jelly 9(9.00 6(6.0 7(7.0  3(3.0 7( 3.5 18(9.0)
Ice cream 16(16.0)  19(19.0) 12(12.0) 19(19.0) 32(16.0)  34(17.0)
Chocolate 9(9.00 9(9.00 70700 5(5.0 170 8.5  13( 6.5
Needs on product specialty
Taste 51(51.0)  36(36.0) 48(48.0) 33(33.0) 96(48.0)  72(36.0)
Nutritious 6(6.00  9(9.00 9(9.00 14(14.0) 16( 8.00  22(11.0)
Low calorie 22(22.00  29(29.0) 17(17.0) 25(25.0) 45(22.5)  48(24.0)
Low sugar 18(18.0) 17(17.0) 17(17.0) 20(20.0)  20.054 30(15.00  42(21.0)  13.245
Low sodium 10100 40100 2020 2020 4( 2.0) 5(2.5)
Functional 20200 5050 6(60 6(6.0 9( 4.5)  10( 5.0)
No additive 000.00 0000 1100 000.0 0( 0.0) 1 0.5
Difficulty in continuous purchasing
High Price 63(63.0) 57(57.0) 50(50.0) 42(42.0) 113(56.5)  99(49.5)
Less diversity 20(20.0)  26(26.0) 25(25.0) 33(33.0) 50(25.0)  54(27.0)
Undernourishment 8( 8.0) 6(6.00 11(11.0)0 8(8.0) 21.495 16( 8.0)  17( 8.5) 5.836
Less availability 9(9.00 11(11.0) 11(11.0) 17(17.0) 20(10.0)  28(14.0)
Less taste 0( 0.0) 00000 3(3.0 0(0.0) 1€ 0.5) 2( 1.0)
UN (weighted %)
27p{0.05, “"p<0.01, "p<0.001
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£49] BAMS 62.762% Ao Ao R Uehyt

o

Table 5. Factor analysis on the importance of selection attributes of dessert purchase

Dimension Item Factor
1 2 3 4 5 6
Nutritional value 0.831
Eco—friendly ingredient 0.809
Energy 0.802
Quality aspects Eco—friendly packaging 0.698
Ingredient origin 0.627
Digestibility 0.584
Product information 0.519
Internal Store BGM 0.826
i Store Interior 0.817
Customer services
Store employee 0.529
Advertising 0.520
Texture 0.730
Taste 0.556
Sensory aspects
Flavor 0.621
Appearance 0.538
Store location 0.681
Store environment Product Price 0.605
Store cleanliness 0.558
External Packaging unit 0.775
Store convenience Comfortable parking 0.575
Packaging design 0.561
Product Variety 0.753
Eigenvalues 4.055 2705 2036 1.790 1.718 1.502
% of variance 18431 12.296 9.256 8.138 7811 6.829
Cumulative of % 18.431 30.727 39.983 48.121 55932 62.762
Cronbach’s « 0.847 0.711

KMO=0.858, approx—x*=3188.579, df=231, p=<0.001
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71, YR FE= o 5(Store environment)
o7 yyslal, 589012 TS, F4 "y, X
YRR, 37 FEoR vl HEA(Store
convenience)2.2 HH3}l, 62912 A|E ThoF
A(Product variety) 17} &Eo|n, ujz3-7,
g meEdd, Al o] 37 8% |
8%lo& H3lo] Cronbach’s «& %3 23
0.7112 AF=7} A=Ak

HAE o]& Al A" g1lo] gt F8&e}t vt
FI Zjolo] gk Ail= Table 63 At} HAE
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Table 6. Importance-satisfaction analysis (ISA) on selection attributes of dessert

Dimension Factors Importance” Satisfaction? t
Nutritional value 2773 £ 1.01 2771 £ 0.76 0.542
Eco—friendly ingredient 293 £ 097 281 + 078 26407
Energy 270 + 1.01 285 + 0.88  —2.900""
Quality aspects Eco—friendly packaging 297 + 097 282 + 0.76 3.159"
Ingredient origin 244 £ 092 264 + 080 —4.446"
Digestibility 230 + 085 254 £ 073 —4.654"
Product information 273 + 086 273 £ 0.68 0.000
Internal Store BGM 311 £ 1.00 262 + 0.71 9.998"""
Customer services Store Interior 283 £ 092 247 % 0.70 7.949::
Store employee 3.10 = 0.87 264 = 0.72 9.265
Advertising 339 + 086 288 + 069  11.112°"
Texture 218 £ 073 226 + 067 —1958
Taste 140 + 0.64 189 + 0.61 —13.119"""
Sensory aspects et
Flavor 257 £ 081 235 + 0.65 5.499
Appearance 228 + 0.77 227 + 0.67 0.298
Store location 234 + 0.87 242 + 076  —1.751
Store environment Product Price 1.97 £ 0.74 270 + 091 —12.364""
Store cleanliness 1.93 + 0.81 235 + 070 —9.727""
External Packaging unit 253 £ 080 252 + 0.72 0.357
Store convenience Comfortable parking 257 £ 115 250 + 0.83 1.139
Packaging design 2.82 + 0.87 256 * 0.64 5619
Product variety 224 + 080 247 £ 073 —5570""

YMean + SD with a five—point Likert type scale: 1 point(strongly unimportant)~5 point(strongly important)

?Mean % SD with a five—point Likert type scale: 1 point(strongly unsatisfaction)~5 point(strongly

satisfaction)
9"p<0.05, ""p<0.01,

Ak k

p<0.001
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1: Nutritional value, 2: Eco—friendly ingredient, 3: Energy, 4: Eco—friendly packaging, 5:
Digestibility, 7: product information 8: Store BGM, 9: Store interior, 10: Store employee, 11: Advertising, 12:
Texture, 13: Taste, 14: Flavor, 15: Appearance, 16: Store location, 17: Product price, 18: Store Cleanliness, 19:
Packaging unit, 20: Comfortable parking, 21: Packaging design, 22: Product variety

240 260 280 3.00

Ingredient origin, 6:

Fig. 1.

Importance-satisfaction analysis (ISA) on the selection attributes of dessert.
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