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Contextual Appropriateness of Commercial Beverages According to Product Information Exposure

Hyun-Kyung Kim, Seon-Young Jeon, Kwang-Ok Kim*

Department of Food Science and Engineering, Ewha Womans University

Abstract

Beverages can vary in their appropriateness depending on the context of their different uses; therefore, an intention to
consume a beverage is likely dependent on the context of its use. This study associated the consumer acceptability of
commercial beverage products examined in a previous study (Kim and others, 2013) with its appropriateness under different
use contexts. Consumers (n=360) were divided into two conditions: blind and brand. Consumers rated appropriateness for
13 use contexts for each beverage product. The results indicated that the contextual appropriateness were significantly
different among the beverage samples and seemed to be positively influenced by the acceptability of beverages. The
beverages with higher liking scores were more appropriate in a greater number of contexts, including “when tired”,

” o«

“refreshing”, and “rest”. However, there were inappropriate contexts (e.g., “while weight watching”, “after exercise”, “with
a meal”, and “health care”) regardless of degree of acceptability. In the brand condition, some differences in contextual
appropriateness were observed when comparing results from the blind condition (e.g., “with a meal”, “health care”).
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<Table 1> The information of 10 beverage samples used in this study (retail price at the time of study in Korea)

Sample identification ~ Sample description

Major ingredients

Volume (mL) Price (KRW)

S-PS Ion drink Grapefruit flavor, sugar, sodium citrate, salt, etc. 245 950
B-NT Black tea drink Black tea, lemon flavor, sugar, etc. 240 750
G-BS Green tea drink  Green tea extract, Vitamin C, Sodium hydrogen carbonate. 350 1000
R-HS Red ginseng drink Red ginseng and ginseng extracts, etc. 340 900
T-TO Green tea, barley, corn, brown rice, etc. 340 1200
T-ST Mixed tea Barley leaf, corn, Job’s tears, etc. 350 1400
T-BR Barley, corn, brown rice, etc. 320 1000
M-PB Mixed drink Artificial pine flavor, pine leaf extract, citric acid, sugar, etc. 240 900
M-TP Artificial peach flavor, citric acid, sugar, etc. 240 750
F-LM Fruits drink Lemon extract, artificial lemon flavor, citric acid, sugar, etc. 240 800
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<Table 2> Socio-demographics of the subjects
Variables Group N %
Gend Male 180 50
endet Female 180 50
16-19 47 129
20-29 73 20.1
A 30-39 54 149
£ 40-49 66 182
50-59 95 26.2
60-69 25 6.9
<200 37 10.3
Monthlv i 200-400 99 275
(‘l)gt ol 'L’ffge 400-600 90 250
’ 600-800 53 14.7
>800 81 22.5
Student 115 319
Office workers 31 8.6
Self-employed 24 6.7
Occupation Professional 41 11.4
Government officer 90 25.0
Housewife 41 114
Etc 18 5.0
60169
~
Hougewife
x
g - over 300 Professional
= below 200
N Fo )fgil(ée workers
.g conveniencesstore wehkglesale
o a7, 30-39rgkail store
élt't‘)é:é.?.{;lfeteria 40“(1)9“;
164 Male2guftaf %) eu
- vending machine
. 400<600 Government officer
-2 -1 0 1 2

Dim 1 (10.61%)

<Figure 1> Result of multiple correspondence analysis
Consumer age: 16-19, 20-29, 30-39, 40-49, 50-59, 60-69
Monthly income: below 200, 200-400, 400-600,600-800, over 800
(unit: 10,000 won)
Beverage intake a week: below 1, 2-3, 4-5, 6-7
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<Table 3> Contextual appropriateness of ten beverages for 13 contexts (for blind group)

Cog‘;f)‘:‘;er Contexts SPS’ BNT GBS RHS TTO TST TBR M-PB MTIP  F-IM

. 8.06™3 808" 7.60° 5.024 7.74° 6.89° 7.63% 7.37% 9.62° 9.36°
Appetizing 5
(3.38) (347) (3.55) (3.64) (322) (3.17) (3.14) (3.98) (3.50) (3.40)
When tired 9.09° 8.68> 8.25% 6.17" 8.05 7.14° 7.844 8.44bd 9.98* 10.03
(3.60) (3.35) (3.40) (3.86) (3.34) (3.10) (3.13) (3.96) (324) (3.57)
While weight 9.09 6.93¢ 10.25 8.68" 10.35° 9912 9.94* 7.83¢ 7.74¢ 7.88°
-watching (3.54) (3.26) (3.55) (4.32) (3.73) 3.1 (3.27) (3.70) (3.56) 4.11)
Refreshin 9.03° 8.41% 7.86% 481° 7.96% 6.84° 7.544 8.32° 10.14° 10312
& (3.37) (3.45) (3.72) (3.46) (3.00) (3.19) (3.36) (4.22) (3.42) (3.17)
8.48° 7.97% 7.21% 4.64° 7.39% 6.61° 6.89% 8.14° 9.63* 9.61°
When stress
(3.57) (3.35) (3.64) (3:25) (3.15) (331 (3.30) (4.25) (3.39) (3.16)
. 11.74° 7.74¢ 9.34° 6.68° 10.41° 9.40° 10.01% 7.57¢ 9.97% 10.04%
When thirsty
(3.70) (3.67) (3.86) 4.07) (3.60) (3.44) (3.65) 4.15) (3.82) (3.97)
Blind With a meal 5.32° 521° 7.49° 5.40° 9.26° 8.28° 8.54° 4.64° 6.24¢ 521°
group (3.04) (3.18) (3.78) (3.75) (3.80) (3.79) (3.94) (3:29) (3.61) (3.58)
. . 8.67° 8.28" 8.84%® 6.52¢ 9.25° 839 8.42° 7.53¢ 9.14* 933"
While working
(3.51) (3.17) (3.36) (3.88) (3.12) (3.03) (3.07) (3.74) (3.51) (347)
. 11.84° 7.21° 8.79° 6.39¢ 9.34° 8.87° 8.99 736 9.56° 9.50
After exercise
(3.58) (3.55) (3.68) (3.83) (3.68) (3.62) (3.68) (3.92) (3.80) (4.25)
Health care 8.89 733" 10.26° 9.18% 10.09° 9.64% 9.94° 8.40% 731F 7.90¢f
(3.62) (3.51) (3.40) (4.09) (3.45) (3:29) (3.29) (3.97) (3.61) (3.93)
Rest 9.17% 8.74% 8.84% 645" 8.89 8374 8.36¢ 7.71¢ 10.09° 9.60
(3.34) (343) (3.46) (3.73) (3.33) (3.11) (3.14) (3.76) (3.15) (3.15)
For suests 7.38° 8.66" 9.11% 6.06" 831 7.67% 7.68% 7.23¢ 9.41° 8.27%
g (3.69) (3.74) (3.89) (4.00) (3.54) (3.52) (3.60) 4.15) (3.76) (3.84)
After meal 7.67°% 7.54% 8.98% 646 943" 8.44% 921° 7.04° 7.86% 7.88%
(3.74) 4.12) (3.85) (4.12) (3.52) (3.64) (3.55) (4.18) (3.90) (3.90)

DSee Table 1 for sample identification
DValues with in a row not sharing a letter are significantly different (p<0.05, Duncan’s multiple range test)

915-point category scale (1="weak’ and 15="strong’)
“Numbers in parenthesis indicate standard deviations
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<Figure 2> Principle component (PC) loadings of the sensory attributes (A) and beverage samples (B)" with consumers’ liking scores and con-
textual appropriateness as supplementary variables for dimension 1 and 2 (for blind group).

(MSweet; sweet taste, Salt; salty taste, Sour; sour taste, Bitter; bitter taste, Lemon; lemon flavor, Green grapefruits; green grapefruits flavor,

Peachsartificial peach flavor, Pine; pine flavor, Green tea; green tea flavor, Black tea; black tea flavor, Barley; roasted barley flavor, Corn; roasted

corn flavor, Cassia seed; roasted cassia seed flavor, Solomon’s; roasted Solomon’s seal flavor, Wormwood; wormwood flavor, Red ginseng; red

ginseng flavor, Reishi; reishi mushroom flavor, Astringency; astringent sensation

®See Table 1 for sample identification

DPrinciple component analysis (PCA) was conducted on the mean values of descriptive analysis data as in a previous study (Kim et al., 2013)
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<Table 4> Contextual appropriateness of ten beverages for 13 contexts (for brand group)
C"g‘;i‘j;er Contexts SPS’ BNT GBS RHS TTO TST TBR M-PB MTIP  F-IM
. 8.59% 2y 793« 7.72¢ 6.73" 8.31% 7.04¢ 8.73% 7.749 9.56" 10.11°
Appetizing 5
(3.34) (3.26) (3.13) (3.89) (3.28) (341) (3.02) (3.81) (3.09) (3.44)
When tired 9.78° 8.77° 8.86° 8.33% 8.59° 7.86¢ 8.89° 9.63" 9.72° 10.61°
(3.22) (332) (3:25) (4.23) (3.46) (3.23) (2.86) (3.63) (3.10) (322)
While weight 8.61° 6.38° 10.91° 8.93° 10.72 9.77° 10.58° 7.73¢ 8.87° 6.98°
-watching (3.55) (3.37) (3.31) (3.78) (3.31) (3.51) (2.97) (3.44) (3.28) (3.44)
Refreshin 9.24% 9.05 8.39% 637" 8.41% 7.76° 8.461 9.31% 9.81% 10.43°
& (3.13) (332) (3.34) (3.78) (3.44) (324) (2.93) (3.40) (2.97) (3.34)
8.64° 8.23% 7.93 632" 7.59% 7.24¢° 7.820% 8.37" 9.24* 9.81°
When stress
(3.02) (3.11) (3.04) (3.43) (3.06) (2.90) (2.78) (3.79) (2.58) (3.07)
: 12.89 8.03¢ 9.71¢ 7.02¢ 10.68° 9.68° 11.00 8.60¢ 10.82° 8.66¢
When thirsty
(2.88) (3.53) (3.46) 4.07) (3.38) (3.64) (3.09) 4.01) (3.20) (3.69)
Brand With a meal 5.444 5394 8.11° 5.494 9.17° 8.31° 10.10° 5.04¢ 6.33° 5314
group (3.34) (3.16) (3.42) (3.83) (3.74) (3.73) (3.66) (3.12) (3.50) (3.15)
. . 9.56% 9.05% 9.38ab¢ 7.87¢ 9.62% 8.81° 9.55% 9.20% 9.93* 10.04
While working
(3.15) (3.10) (3.35) (4.05) (3.61) (3.45) (3.13) (3.50) (2.93) (3.02)
. 13.23° 736" 9.58% 7.72¢ 10.19% 9.16% 10.75° 8.47¢ 10.41° 8.61°
After exercise
(2.84) (3.83) (3.67) (4.36) (3.75) (3.70) (3.22) (4.05) (3.36) (3.75)
Health care 8.88¢ 6.28" 11.04° 11.06° 1076 10.06™  10.56® 9.68% 7.86° 6.86"
(3.40) 371 (3.05) (3.99) (3.14) (3.32) (3.16) (331 (3.56) (3.89)
Rest 9.78* 9.19% 9.54% 7.83¢ 9.63% 8.82° 9.68% 8.77° 10.05° 9.98°
(3.20) (3.09) (3.13) (3.68) (3.34) (3.36) (331 (3.55) (3.02) (2.96)
For suests 7.33¢ 8.72° 9.56° 8.57% 8.82" 7.95% 8.43b 8.47% 8.68% 8.79°
& (3.85) (3.58) (3.34) (4.26) (3.82) (3.69) (3.77) (3.80) (3.44) (3.61)
After meal 7.494 7.79% 9.32° 6.45° 9.57° 8.58¢ 9.67° 7354 8.26™ 8.46"
(3.43) (3.84) (327) (3.81) (3.52) (3.64) (3.26) (3.60) (327 (3.78)

DSee Table 1 for sample identification
DValues with in a row not sharing a letter are significantly different (p<0.05, Duncan’s multiple range test)

915-point category scale (1="weak’ and 15="strong’)
“Numbers in parenthesis indicate standard deviations
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<Figure 3> Principle component (PC) loadings of the sensory attributes (A) and beverage samples (B)" with consumers’ liking scores and con-
textual appropriateness as supplementary variables for dimension 1 and 2 (for brand group).

(MSweet; sweet taste, Salt; salty taste, Sour; sour taste, Bitter; bitter taste, Lemon; lemon flavor, Green grapefruits; green grapefruits flavor,

Peach;artificial peach flavor, Pine; pine flavor, Green tea; green tea flavor, Black tea; black tea flavor, Barley; roasted barley flavor, Corn; roasted

corn flavor, Cassia seed; roasted cassia seed flavor, Solomon’s; roasted Solomon’s seal flavor, Wormwood; wormwood flavor, Red ginseng; red

ginseng flavor, Reishi; reishi mushroom flavor, Astringency; astringent sensation

®See Table 1 for sample identification

DPrinciple component analysis (PCA) was conducted on the mean values of descriptive analysis data as in a previous study (Kim and others,

2013)

59 RHSSH E¥A S8 F el TSTE 2 A%
Aoz Vet ole ugee] 43 A3a §4}
Azt vk A 9 gl s Fue) feh Ael

O
O @

o5 Al YA YIS T B4 v, 2o
8 GANAGEIE A 9Fe T BHoR AR

ot

TolE T well= w2455 G-Bs¢t A 55
TO % T-BRo| #9sl, §2F 821 B-NT9 HUEE
F-LMe] 2§ o] s2 Aoz yriHt). ol& Fl, 4
T HA R} w7 AR det gl 3 et Al
BHTE ko] oFF g850] s el o At
B7rek A& & g AU 53], wute] Astar A=t 7t
& w%d AAEFE F-LMe] A, v Hol visf A3
7 B 7k o= veRyT.

2s g et 2E weE olReE] S-Ps7 7Y A
s Mz, BASE R- H Se} &= FE B-NT —Ol E meﬂ

ﬂlo (A

—_

B

# SRuTe vel ot 21 o Adteich B
2 % 5 UEd, ol Ge] Z% A & 9o 9
Jgsithe 7 A9 SUAs) EtHMcEwan 5 1996).
o] % FASE RHSS 43 & uo] 714 3
& Ao sk of 94 2k 2% slaol ¥

ES R RSN S| 04% Ao} AX]ETHGuinard 5 1998;
Labbe = 2009). =3 T Abslo| A Ak o] 7HY =9k
0]288 S.PSe| A xqal—/d o] BRI B8] =
oMles & 21%1*131 ol S-PS9 ‘olegEeh=E AF
BRI} AT AFZelA uRtelA A0 dEFS 7IZ] A
O AgHY. o] AlFe] Hill=, AEAE, ¥ 2 7T
Soll A3 FR= 2H|AF Hrlel] IS mRltkE Ve 4
T A¥etr A XK Guinard 5 2001; Bower 5 2003;
Luckow & Delahunty 2004; Kihlberg 5 2005). ©] <]%=
Lhteenmki®} Tuorila(1997)%] A7 A& AW EH, “ZF
g 2 cqo]qE sk uf o] Al e x| ukeeo] o
o onrh= wo 007 ¢ sty HrlE AL Ea) &
o] 2ol e AF s} 2vlxe] P Aol o
F2 MBS & 5 Ark

AR sk At F QM B oRE ERR EF
T-BR & T-TO7} {93 Aoz FrHEL, E958 M
PB % FALE RHS7} 9 AEE 202 B7hE9ch. of
ogRas gAR A B9 SR} AApe) B
H AelM A S8US & vk 2Ey 22 £
2 FREE W R = T-TOS A3 Hetgto] o 3
UE WA, GJHT oM T-BRE] Htgko] o & o=
ettt ol 22 £8 SHeE @XE= TBRe| ‘HeRp

o]-N
ro

Hir



470 BEIREELEEEE Vol 28, No. 5(2013)

= A ARt

o F4ZAel J3Fe

Ris

AR A AJAbel AEE sl
vzl A= AckE o] AlFe] B
e, 715, A, IY 2 A7 5 HEE AEY BRI
ZH|AL Gt FEFS Frhe 7S AFAHE el ARE
A THTepper 5 1998; Luckow %5 2004; Kihlberg 5
2005).

A @F)E ol HUSE F-LM 2 £388 M-TP7}

A%} sjrka Jepton, 428 R-HS7F 7P 9@ Adst
i Uepgth a7 B 2o s 3488 R-HSF 7}
4 AgE Ao WrsRE, ol MPRTANE H3
=82l G-BS7F 7P Asivhar @7k At xfolE vEk
Witk R-HSO| A Aoe v EFAAME Had =4
R ou, HEgrelA o] Aedo]l FA =4 H7HE A
2 HYS o, LH|RA A Fabolete AFE
y;‘oﬂ _,q,ap u:]§]_ } xqiﬂ_ )\]-pj—tﬁ XJEL/H 3| /‘oﬂ gz‘g
1 Aog Atgdnt W, A58 B-NTe 7174 ¥
2 agoln 7V A3 etk trebtct,
213 moll= £S5 M-TP7} Agslttar vehto
S E R-HSE AfsA Lokl vebsd=d), o] 23
HIA R fAFE s Belrh 5" HiE wjol
AHrE G-BS7E 7P AR, o] &8 S-PS7} 7t

H3hsivkn GrlEdeh. o, MARZANE BT

TP7} <= Al A’ 7B A@shtty 293t A3} 2}
E"iﬁ} AR A, G AdSolA st FrjE
2] mAehs Yuel P ol <y HujE o
F&ollA Aol 7Y =A e AR AvET
H, AR RS ot 3 9152 2dS J7) o
1 A7 (Kim 5 2013)014] &v12 N Ewr) 9T
=5 M-TP7} a5 3ol X o] Ao 93-S
AtEEh

BHE0] Ashd Aol tial] vl dz
AR o] gl A o] ehE A
T(Kim 5, 2013)914 FA1E 259 zﬂt&@ 715 =%
g S HAoH, o= <Figure 3>5 &3 1T &
Atk 2t BRG] A= W*E;Lﬂr 2] 3 4 }X] E
(Tl E S w’, AARE u)’, AAF - 971
o= gl [ A B elMe 715wt eroPﬂ oE
Aol B Zog vERsTh tEe, <Figure 2, 3>
Boll MR RG] P AdS Hlawste] Al
wH, 53] Q7 A 520 5 Ed FGo AP Al
BB 23 AR F9 Ashd AdtAo] zjo ]_E_ io]kc 7o
2 YT o] 7|5 % floE theket
7} aHRe] £8 AE g A4 dsell %'% Uli‘ T U=

AR, 2] AL o] g A= s A
’\le} 7|5kl &GS WMo} N ASeM = TS =
oF FAsHAl Afeitial Azshe 2EFY /7 kit
= 71E4 97 AdHAEHE X gTi(Scriven 5 1989;

=

=

i E ox |o

4

3

:(ov

°1°1

>

A

=

Moo rlr 12 H
Z mm _11-(‘

2 o o
>_>¢“’lm

O

o e 7l

I
HN
o

Hﬂ

o =
N

o Oox
T

=

=y

Sl

Jo

[
e Xz ye > R W

ot |

Raats & Shepherd 1992; Cardello & Schutz 1996;
Lhteenmki & Tuorila 1997).

3) Ariego] B A3 mAE F

=5 AR AT 7 B AFe] 137 e A
o Al & 2 FEE AR Sel, v R A

Bt 28R 5 360782 Aol sl ZAHEA (ANOVAYS
TR A3, w8 AR Alw ek w5 Al met 74
FEE Aol freld oz dEAe As & F AT

=

(p<0.001). T3, Pt g5 uf>, ALt o, A (FH)T
IIH’ 4_”/\131 > 2 ‘/\1/\} _ﬁr %7].}\1 E)G_i’o] /\L;@]._ xﬂ
oI YA BE 4 l A =8 AlFe AR Ay fet
S8 AFE 71 *J T} FoF R GeTh(p<0.05).
ol AH Alg 5 %1 % HEo] 7} 3P X3 Ar=
ZA4skerl a8 2900] 2 % USS vekdh

R A 55 A" 3F 2 5 F8 A9 ol
= <Table 5, 6>} 24t} WA, B|Z B &28|x} 180 <] A

A F5 AE e daE AvEH, ol25E S-PsE AY
= 2] Blgo] 7MY Ed Zle® vehd v, &
=8 M-TPE AEshs avate] vl&2 7P w2 2o
2 Ueprh ol F59] 715wt #E ofd Ay A
(Kim 5 2013)°14 EF2E M-TP9} o]&3F S-PS9| 7]
Serb =9 A3 vlaste] 8 ), v Adold AAE
uehdth 3 550 R Al A & o 24,

o] A SR AP 7]smer HARIE A
7w e AoE RelEr). old Avhe Mgure 48
2 A9ER §5338 £ ok ngREe] S8 A
g olf2E o WEd v 7Y Ben, 1 tyeR 4
S A B A% Jmoﬂ el g 2 7‘0}*1 et

5} F M-TP2] 7%, 282] 7]
B e

*0] &

T A

PalAE A5 slol )7 Ad] JFE FE T8 8

S°] S-PS Ht} M-TP7} & ?&Mﬁ 7] W
%E M) PEA MTP7E R B4 A3 oz A}
i

o] Qo= Tz} &5 T-TOS T-BRY A€ H|&E

shedl ol S8 9 17 Bl B0 YPelA e
& B A= old o] amat HA| Age] 54
Q) e & AR Addn. 59], 455 R-HSO| 7
T, w520 Aty 713} o] AR Aol 7P
SSkEole Al 58 Al e AE Blgo] wopl Zle
2 Ut o33 A3 94 anrbEe FE 58 Al

_1244 H}r



SR Hed My 471
<Table 5> Results of actual choices (%)
Consumer group N S-PS”  BNT R-HS M-PB T-TO T-ST T-BR GBS M-TP  FLM
Blind group 180 20.6 72 94 8.3 16.1 6.7 139 39 2.8 11.1
Brand group 180 20.6 22 10.6 10.0 20.0 9.4 6.1 10.0 39 72
DSee Table 1 for sample identification
<Table 6> Reasons for selection % OoF O
(%) V. 8¢k gl A=
Reasons Blind group  Brand group
Flavor 43 46 B AoM e geket Al S59] sk HgAde disl
Health benefits 15 20 Hrielgen, &5 A& ARAE, AEH, AZXIAL 7t
Water subsitute 3 5 4, %) AF F7k 4R Aol vAE JPel s
Ic)slftf;lltiytyfor new products ’ : ZARIGITE. 3, avlRte] A4 28 MY %S A2
o AFshH AEIe] &g AJEl sE s T A
Thirst-quenching 18 17 o=H g Aol 8 A9 e oust Aol
Habit 4 2 A=Al sl gohr gttt 1 A3 v R YRS BT
Refreshment 1 0 X ditkre] e A 559 715 %8 fARH
Higher Price ! : Hre, et Q3 FeTololE B, Ak
R et vrkott : g w, AL F QM) BHo 9 A el Bl
Fre p s 7\zws} 49 HEel theA Wk AoR vehgo
o, B Al f7l wel 550 AR A9 2EbA
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