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Abstract

This study surveyed university students in the Seoul and Kyonggi areas about their purchasing types and sde strategies
for high quality ice cream products. The desire to buy new high quality ice cream was "moderate” (35.4%) followed by

"quite a lot"

high. Among things to consider when buying ice cream, 39.2% answered that
subjects were asked if they planned on revisiting an ice cream shop chain. 38.6% answered "quite a lot" or

(29.4%), showing that the students interests and their desires for new high quality ice cream items were

"taste" was most important, When the
"very much"

reflecting that their opinion on the image and service of the ice cream shop chain were very good. As for the influence

of seasons on their purchasing of ice cream products, three times more students responded "quite a lot" or
"very much" (17.8%), showing that the subjects were responsive to seasonal

a 51.6% compared to "somewhat little" or

"very much”

influences, The subjects were also three times more likely (73.0%) to visit a cafe-type high quality ice cream store chain,
Therefore such cafe-type chains are a way to increase sales and to overcome seasona influences on purchasing. Finaly

the favorite food to eat with ice cream was cookies (51.3%).
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High quality ice cream, purchasing type, sale strategies.
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Table 2. Purchase type of high quality ice creams accor-

= BIATF 60.6%, ‘Tl BIRTF 22.206F ojo] A= ™o u] ding to subject characteristics N(%)
TRl Q12 E]E HIEo] 82.8%L} F] %127 (4.43+0.655), 13] Purchase type
TYsh= Hl-8-2 2+ 5,000~10,0009°] 33.6%Z 71 Bt Verietion e Purchose
T, 3,000~500092 325%% THE-S AASAH. regardless f;ic:ﬁ:‘ssgr;d
MEE 3lg ofo]=ad SA] Al AL =] 7l & of brand
7ol tiet G (Table 4)olAl= EHFolth 7} 1347(35.4%) Overall purchase type 216(57.0)  162(430)
8L o N0 HOIT35A0955), Gender _ Femde 114533 100(467)
x° 2853
Table 1. General characteristics of subjects 1st 67(58.8) 47(412)
Variation Items N(%) 2nd 51(53.1) 45(46.9)
Male 164( 43.4) Grade 3rd 54(59.3) 37(40.7)
Gender Famde 24 566) 4th 44(57.1) 33(42.9)
1st 114( 30.2) 1" NS
e ond 96( 25.4) edence Seoul | 124(61.4) 78(38.6)
3rd 91( 24.) aea Kyonggido 92(52.3) 84(47.7)
4th 77( 20.4) 2 3.255"
| Seoul 202( 53.4) <10 21(51.2) 20(48.8)
Residence area Kyonggido 176( 46.6) 10~14 39(60.9) 25(39.1)
<10 41( 108) Monthly — 15~19 30(62.5) 18(37.5)
10~14 64( 16.9) ?1'8”06?06 20~24 22(57.9) 16(42.1)
Monthly 15~19 48( 12.7) won) 25~29 46(58.2) 33(41.8)
dlowance
(10,000 won) 20~24 38( 10.1) >30 57(52.8) 51(47.2)
25~29 79 20.9) 2° NS
>30 108( 28.6) Med fee 96(60.8) 62(39.2)
Mesdl fee 158( 41.8) Clothing fee 30(55.6) 24(44.4)
Clothing fee 54( 14.3) Entertainment fee 15(46.9) 17(53.1)
Entertainment fee 32( 85) Major Decoration fee 15(53.6) 13(46.4)
Mgjor expense Decoration fee 28( 74) eXpense  Favorite food fee 32(55.2) 26(44.8)
Favorite food fee 58( 15.3) Snack fee 15(57.7) 11(42.3)
Snack fee 26( 6.9) Others 13(59.1) 9(40.9)
Others 22( 58 xz° NS
Total 378(100.0) ‘<01, “p<oo0s,

p<0.01, NS : Not significant.
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Table 3. Opinion on the price of high quality ice creams

- ol B

Varidion Items N(%) MeantS.D.
Very cheap 4 11)
A little chesp 2( 0.5)

Price Moderate 59(156)  4.43+0.655
A little expensive 229(60.6)
Very expensive 84(22.2)
<3,000 88(23.3)
3,000~5,000 123(32.5)

Purchase 5,000~ 10,000 127(33.6)

price per

timewon)  10,000~15,000 32( 85)
15,000~ 20,000 6( 1.6)
>20,000 2( 05)

Table 4. Desire for buying new high qudity ice creams

Variation Items N(%) MeantS.D.
Very little 31( 82
Quite little 82(21.7)

D?u';?n;c’r Moderate 134(354)  354+0.955
Quite a lot 111(29.4)
Very much 20( 5.3

Table 5. Things to regard when buying ice creams

Variaion Items N(%)
Low caorie 36( 9.5)

Decrease in price 94(24.9)

Things to Natura food materia 89(23.5)
regard Package 6( 16)
Taste 148(39.2)

Color and shape 5 13
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Table 6. Frequency of visiting an ice cream chain shop according to subject characteristics N(%)
o Frequence of visiting(times)
Variation Items
<2 3~4 5~6 7~8 9~10 >11
Overdl frequency of visiting 159(42.2) 140(37.1) 41(10.9) 23( 6.1) 6(1.6) 8( 21
Mae 89(54.3) 51(31.1) 15( 9.1) 6( 3.7) 2(1.2) 1( 0.6)
Gender Femde 70(32.7) 90(42.1) 26(12.1) 17( 7.9) 4(1.9) 7( 3.3
x° 19931
1st 53(46.5) 41(36.0) 9 7.9 5( 4.4) 3(2.6) 3( 26)
2nd 35(36.5) 44(45.8) 9 9.4) 5 5.2) 0(0.0) 3( 3.1
Grade 3rd 39(42.9) 31(34.1) 14(15.4) 5( 5.5) 2(2.2) 0( 0.0)
4th 32(41.6) 25(32.5) 9(11.7) 8(10.4) 1(1.3) 2( 2.6)
xz NS
Seoul 80(39.6) 67(33.2) 28(13.9) 18( 8.9) 42.0) 5( 2.5)
Residence area Kyonggido 80(45.5) 73(41.5) 13( 7.4) 5( 2.8) 2(1.1) 3(17)
x° 125217
<10 20(51.2) 12(29.3) 6(14.6) 1( 2.4) 1(2.4) 0( 0.0)
10~14 23(35.9) 34(53.1) 6( 9.4) 1( 1.6) 0(0.0) 0( 0.0)
Monthly 15~19 20(41.7) 22(45.8) 1( 2.) 4 83) 0(0.0) 1( 2.)
allowance 20-24 23(60.5) 11(28.9) 3( 7.9 1( 2.6) 00(.0) 0o( 0.0)
(10,000 won) 25~29 8481  28(354) 4 5.1) 7( 8.9) 0(0.0) 2( 25)
>30 35(32.4) 33(31.5) 21(19.4) 8( 7.4) 5(4.6) 5( 4.6)
2° 52134
Med fee 70(44.3) 62(39.2) 14( 8.9) 6( 3.8) 42.5) 2( 1.3)
Clothing fee 26(48.1) 16(29.6) 7(13.0) 4 7.4 0(0.0) 1 19
Entertainment fee 14(43.8) 13(40.6) 4(12.5) 1( 3.) 0(0.0) 0o( 0.0)
) Decoration fee 4(14.3) 15(53.6) 5(17.9) 4(14.3) 0(0.0) 00( 0.0)
Major expense
Favorite food fee 24(41.4) 18(31.0) 8(13.8) 5( 8.6) 1(1.7) 2( 34)
Snack fee 6(23.1) 13(50.0) 2(77) 1( 3.8 1(3.8) 3(115)
Others 16(72.7) 3(13.6) 1( 45) 2( 9.1) 0(0.0) 0o( 0.0)
2° 48.262"

" p<01, 7 p<005 77 p<0.01,

NS : Not Significant.

Table 7. Place of purchasing high quality ice creams

o A& 189%(88.3%) 0.2 AHHE oJ3fo| thEk &1 o8}

Variaion Items N(%)
Chain chop 284(75.1)
Convenience store 29 7.7)

H;ﬁhc;e Department store 37( 9.8)
Super market 22( 5.8)
Cthers 6( 1.6)
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Table 8. Influence of brand image on high quality ice

cream chain shop
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83 ofgko] QleA] Yolrgl=d], Table 107 Zo] ‘o]&-3}
3 AT 7} 2179(57.4%) 0.2 ‘o] -gatar AA] ey o] 1611

Vaiation Items N(%) MeantS.D.
Ve litle 14 37) (426%) 50t B B Ao AN O] o] drfell &85k
Az dasiriy Eo}
Quite little 21( 5.6) _
Effect of T3 ofolzago] AMAR AEolEke olvAE AL
setion e 106280) 4305 yanse] AT YA ofRE BA ofolazY T
Quite a lot 195(51.6) o 3t AR e 2T Table 103} o] ‘Tha
Very much 42011 2 ¢ Sk ke o)7i0] 5LE%E ‘Tha B vl ok ke
Table 9. Plan on revisiting an ice cream chain shop according to subject characteristics N(%)
Varizhies ltems | _ Pan on revisiting .
Very little Quite little Moderate Quite a lot Very much
Overdl plan on revisiting 10(2.6) 40(10.6) 182(48.1) 127(33.6) 19( 5.0)
Male 6(3.7) 19(11.6) 90(54.9) 45(27.4) 4 24)
Gender Femde 4(1.9) 21( 9.8) 92(43.0) 82(38.3) 15( 7.0)
72 11.253"
1st 43.5) 16(14.0) 67(58.9) 22(19.3) 5( 4.4)
2nd 2(2.) 3(31) 41(42.7) 45(46.9) 5( 5.2)
Grade 3rd 2(2.2) 11(12.1) 41(45.1) 34(37.4) 3(33)
4th 2(2.6) 10(13.0) 33(42.9) 26(33.8) 6( 7.8)
72 25514"
Seoul 6(3.0) 25(12.4) 101(50.2) 56(27.9) 13( 6.5)
Residence area Kyonggido 4(2.3) 15( 8.5) 80(45.5) 71(40.3) 6( 3.4)
z° 8.065
<10 1(2.4) 5(12.2) 17(41.5) 16(39.0) 2( 49)
10~14 4(6.3) 10(15.6) 28(43.8) 20(31.3) 2( 31)
Monthly 15~19 2(4.2) 5(10.4) 25(52.1) 15(31.3) 1( 2.2)
allowance 20~24 0(0.0) 2( 5.3) 23(60.5) 13(34.2) 0o( 0.0)
(10,000 wor) 25~29 1(13) 7( 89) 41(51.9) 25(3L.6) 5 63)
>30 2(1.9) 10( 9.4) 47(44.3) 33(35.8) 9( 85)
72 NS
Med fee 3(1.9) 16(10.1) 73(46.2) 58(36.7) 8( 5.1)
Clothing fee 0(0.0) 5( 9.3) 26(48.1) 22(40.7) 1( 1.9
Entertainment fee 2(6.3) 4(12.5) 15(46.9) 10(31.3) 1( 3.2)
, Decoration fee 2(7.1) 5(17.9) 10(35.7) 9(32.1) 2( 7.1)
Major expenses
Favorite food fee 1(1.7) 4 6.9) 34(58.6) 17(29.3) 2( 34)
Snack fee 1(3.8) 4(15.4) 14(53.8) 3(11.5) 4(15.4)
Others 1(4.5) 2( 9.) 10(45.5) 8(36.4) 1( 45)
72 NS
" p<01, 7 p<005 7 p<001, NS : Not Significarnt.
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Table 10. Opinion on using delivery service

Variation Items N(%)
Opinion on using Yes 217(57.4)
delivery service No 161(42.6)

Table 11. Influence of seasons on the purchase of ice
creams

Variaion Items N(%) MeantSD
Very little 12( 3.2)
Quite little 55(14.6)
Influence of ) jerte 116(30.7) 3.46+.280
Seasons
Quite a lot 136(36.0)
Very much 59(15.6)
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Table 12. Reason for using cafe type high quality ice
cream chain shop

Usng  Type of preference N(%) Sub total (%)

Ordinary cafe 84(22.2)
Y&  Caetypeice cream  192(50.8) 276( 73.0)
chain shop
No 102(27.0) 102( 27.0)
Total 378(100.0)

Table 13. Matching food for ice cream in cafe type ice
cream chain shop

Total Items N(%)
Cookie 194(51.3)
Cake 77(20.3)
Bread 41(10.8)
M?t::(;”g Coffee 26( 6.9)
Sandwich 18( 4.8)
Rice cake 4 11
Others 18( 4.8
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