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Abstract

This study examined differences in consumers' images of short-term income forest products, preference,
willingness to pay prices and purchase behavior according to dietary lifestyle as well as investigated what
factors influence the degree of satisfaction when purchasing short-term income forest products and willingness
to repurchase. According to dietary lifestyle, the results classified consumers as 'frugal housewife type,
‘convenience-seeking type, and ‘food high-involvement type! A ‘food high-involvement group' is defined as a
group that wants high quality products regardless of price. In the 'frugal housewife type, country of origin and
hygiene/safety (considered when purchasing food) had positive influences on the degree of satisfaction. In the
‘convenience-seeking type, country of origin (considered when purchasing food) had a positive influence on
the degree of satisfaction while country of origin (checked when purchasing food) had a negative influence on
degree of satisfaction. Consumers had a lack of perception for short-term income forest products; subsequently,
short-term income forest products had a weakness of low access to consumers. Therefore, farms for short-
term income forest products need to divide products into 'high-priced" luxury products and 'low-priced" frugal
products according to dietary lifestyle characteristics, improve packaging status to enable consumers to check
quality certificates, and clearly indicate country of origin as well as improve distribution processes and increase
consumer access to products.
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Table 1. Type of Forest Products

Type Name of goods
Fruits & nuts Chestnut, persimmon, pine nut, walnut, jujube, and ginkgo nut
Mushrooms Pine mushroom, black tree fungus, and manna lichen
Wild greens Bracken, balloon flower roots, edible shoots of a fatsia, and lily leak
Medicinal herbs Peony, cassia seed, licorice, omi, boxthorn, oriental raisin tree, and chines Osage orange
Sap Acer mono sap
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Table 2. Scale
Scale Question number

Food-related lifestyle 17

Forest products
Preference 13
Considerations for purchasing 12
Checklist for purchasing 7

Forest product image 13

Forest product satisfaction 1

Willingness to pay 8
Forest products processed food
Considerations for purchasing 12
Checklist for purchasing 8

Repurchasing of forest products 1
Demographic factors -
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Table 3. Factor Analysis of Food-Related Lifestyle Scale
Question Importance of health Epicure Importance of price H Cronbach o
Eat healthy food 807 .065 16 668 .796
Consider nutritional value 780 .108 164 646
Do not eat junk food .768 -.081 010 597
Often use environment-friendly food 742 .250 -.070 617
Search for a famous restaurant 057 .807 -.066 658 747
Do not mind spending money on food .001 732 -.040 537
Buy food from a famous company despite high prices 345 645 -.182 .569
Buy new food if it looks delicious 025 .633 402 563
Like trying new foods .058 618 415 558
Confirm price 145 074 795 658 698
Comparison-shop 303 073 690 572
Eigen-value 3.392 1.975 1.820
Accumulative (%) 28.268 16.455 15.164
Table 4. Cluster Analysis of Food-Related Lifestyle
Division Frugal housewife Conv.enience- . High food Fvalue
type seeking type involvement type
Total 348 320 332
Importance of health  Eat healthy food 3.3% 2.64¢ 3.86a 231.40"
Consider nutritional value 3.46b 279 3.95a 23167
Do not eat junk food 3.49b 2.30c 351a 24543"
Often use environment-friendly food 3.03b 2.48¢ 3.68a 204.03"
Mean of importance of health 3.34b 2.55¢ 3.75a 46541
Epicure Do not mind spending money on food 293¢ 3.300 3.73a 76.44"
Search for a famous restaurant 2.80¢ 3.160 391a 136.64
Buy food of famous company despite high prices 2.45¢ 2.63b 3.52a 164.90"
Like trying new foods 3.19b 3.24b 397a 97.76 "
Buy new food if it looks delicious 3.23b 3.36b 3943 80.68"
Mean of epicure 2.92¢ 3.14b 3813 271.12°
Importance of price Comparison-shop 3.62b 3.18¢ 397a 68.47"
Confirm price 3.68b 341c 400a 46.86
Mean of importance of price 3.65b 3.30c 395a 7650

Scheffe's multiple range test: a>b>c.
“p<.001.
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Table 5. Characteristics of Type of Food-Related Lifestyle

Family and Environment Research fer

chol2h s,

)
)
ol
-
ot
o

flo

Frugal housewife type

Convenience-seeking type  High food involvement type

Division o % o % o % Pearson y’
Total 320 100 348 100 332 100
Gender Male 152 475 194 55.7 165 497 4928"
Female 168 5715 154 443 167 50.3
Age (yr) 20-29 35 109 13 325 63 190 105.107"
30-39 62 194 15 330 73 220
40-49 102 319 81 233 99 298
Over 50 121 37.8 39 12 97 29.2
Marriage Married 244 76.3 157 451 236 71.1 81.609"
Single 76 238 191 54.9 9% 289
Grade Middle school 2 6 3 9 0 0 26657
High school 93 29.1 97 27.9 54 163
College 57 178 63 181 57 172
University 151 472 155 445 195 58.7
Graduate school 17 5.3 30 8.6 26 7.8
Income (million, KRW) <2 17 56 31 100 14 44 50367
2-3 63 210 54 174 22 69
3-4 70 233 70 225 63 199
4-5 53 17.7 64 206 76 24.0
5-6 45 15.0 38 122 54 17.0
6-7 18 6.0 12 39 27 85
>7 34 13 42 135 61 193
Job Manager 20 6.3 28 8.0 26 7.8 91.690"
Professional 29 9.1 44 12.6 51 15.4
Office worker 97 30.3 118 339 108 325
Housewife 64 200 22 63 56 169
Serviceman 22 6.9 25 7.2 27 8.1
Student 17 53 54 155 27 8.1
Other 249 222 291 16.4 295 1.1
Health conditions Strong 1 34 20 57 31 93 39967
Healthy 160 500 165 474 208 62.7
Middle 109 34.1 17 336 73 220
Unhealthy 38 19 40 115 18 5.4
Health-less 2 6 6 1.7 2 6
Diet/therapy Yes/therapeutic 31 97 15 43 58 175 531217
Yes[beauty 32 10.0 43 124 67 20.2
No 257 80.3 290 833 207 62.3

frq, frequency; KRW, Korean Won;
“p<.001.

, relatively high rates.
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Table 6. Image of Forest Products
Division Frugal housewife type Convenience-seeking type  High food involvement type F-value
Total 271 217 283
Seasonal item 3.79ab 3.69 3.88a 824"
Stimulation of appetite 3610 3.60b 3.86a 2502"
Pesticide-free 339 3.31b 3.75a 36.02"
Medicinal effect 3.65b 3.560 3.93a 2996"
Unique fragrance 3.77b 3.65b 401a 2869
Coarse texture 2.95b 2.96b 3.15a 983"
Purchasing problem 257b 2625 287a 15.16
High price 3.40ab 3.29b 3.46a 499"
Food-gathering problem 3.11b 3.08b 3.28a 548"
Unfamiliarity 2320 249 2.65a 1285
Inconvenience of purchase 2.61b 2.72b 2.87a 977"
Freshness 3.59 3.49b 3.80a 26,68~
Origin distrust 3.13a 3.16a 3.22a 1.48
Scheffe's multiple range test: a>b.
“p<.001.
Table 7. Forest Product Preference
Division Frugal housewife type  Convenience-seeking type  High food involvement type F-value
Total 320 348 332
Low price Food materials 3.43b 3.60a 337 729"
Processed food 3.49ab 3.64a 3400 727"
High-quality Food materials 2630 2.75b 3.253 57.42"
Processed food 2.68b 2.76b 3.28a 4903"
Homemade (Korean) Food materials 4.22b 3.89¢ 4.36a 37.05
Processed food 4.20b 3.85¢ 4.35a 45.63"
Hygiene Food materials 4.16b 3.96¢ 4333 27.63"
Processed food 4130 393¢ 434a 36.76
Safety Food materials 4.210 3.99¢c 4.34a 27617
Processed food 4180 393¢ 431a 3436
Quality Food materials 4.15b 391¢ 430a 3083"
Processed food 4.16b 3.89¢ 4333 39677
Nutrition Food materials 3.90b 3.63¢ 4163 48.14"
Processed food 3.92b 3.64¢ 4.16a 46.53"
Handy purchase Food materials 3.59b 3.64ab 3.77a 547"
Processed food 3.60b 3.64b 3.80a 6.15
Handy cook Food materials 3.45b 3.51b 3.69a 834"
Processed food 3.40b 349 3.70a 12.68"
Package conditions Food materials 3.63b 3.62b 3.84a 875
Processed food 3.66b 3.59b 3943 21.22"
Freshness Food materials 4200 3.98¢ 433a 25.28"
Processed food 4.14b 3.93¢ 4313 2997"
Brand Food materials 2.93b 2.79b 3.35a 39.09"
Processed food 2.98b 2.83b 3.45a 5137"
Quality certification Food materials 3.38b 3.18¢ 3.76a 4071
Processed food 3320 3.14¢ 3.78a 5193
Scheffe's multiple range test: a>b>c.
“p<.01, p<.001.
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Division Frugal housewife type  Convenience-seeking type  High food involvement type F-value
Total 217 271 283
Hygiene 3.64b 3.66b 391a 23.02"
Quality 3.84b 3.89b 4.11a 21.89"
Nutrition 3.55¢ 3.72b 3.99a 4034”7
Homemade 3.76¢ 3.940b 4.13a 25.23"
Species 3.63¢ 3.77b 4.00a 28.42"
Freshness 3.83b 391b 4.12a 21.00"
AL 337c 3.53b 3.97a 61.69”
certifications
Brand 2.85b 2.93b 3.37a 40.20"

Scheffe's multiple range test: a>b>c.
“p<.001.

Table 9. Satisfaction and Repurchase Intention for Forest Products

Division Frugal housewife type Convenience-seeking type High food involvement type F-value
Total 217 271 283
Satisfaction 3.84b 3.820 3.96a 7.308"
Repurchase intention 4.08b 3.99% 4.12a 5695
Scheffe's multiple range test: a>b.
“p<01.
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Table 10. Considerations When Purchasing Forest Products
Division Frugal housewife type  Convenience-seeking type High food involvement type F-value
Total Food materials 271 217 283
Processed food 332 348 320
Price Food materials 4.05a 3.93b 3.98ab 31
Processed food 4.19a 4.03b 4.13ab 417
Taste Food materials 4.11b 3.98¢ 4.25a 17.72"
Processed food 4.20a 4.01b 4.27a 1034~
Origin Food materials 4.20a 3910 4.32a 30217
Processed food 423a 3.72b 429 5000
Hygiene/safety Food materials 4.03b 3.82¢ 4.14a 2356
Processed food 432a 3.90b 433a 3572
Quality Food materials 4.17b 4.00c 4.29a 21127
Processed food 4.28a 3.90b 4.34a 35.89
Nutrition Food materials 3.91b 3.65¢ 4.09a 3968
Processed food 4.06a 3.71b 4.17a 3545
Handy purchase Food materials 3.62b 3.67ab 3.78a 6.06
Processed food 3.62b 3.560 3.77a 6.23"
Handy cook Food materials 3.44b 3.51b 3.71a 16817
Processed food 3.45b 3.38b 3.65a 9.81"
Package conditions  Food materials 3.51b 3.48b 3.76a 1564
Processed food 3.73a 3.56b 3.85a 157"
Freshness Food materials 431a 413b 4373 13.26"
Processed food 421a 3.89b 4.30a 29.14"
Brand Food materials 2.97b 2.79¢ 3.30a 3181
Processed food 3.15b 293¢ 3.453 2965
Quality mark Food materials 3.28b 3.11¢ 361a 3058
Processed food 3.40b 3.16¢ 3.67a 30.20"
Scheffe's multiple range test: a>b>c.
p<.05, p<.01, p<.001.
Table 11. Checklist When Purchasing Forest Products
Division Frugal housewife type Convenience-seeking type  Food high involvement type F-value
Total Food materials 217 271 283
Processed food 348 332 320
Price Food materials 4.12a 4.09a 4.153 57
Processed food 4343 419 4.32ab 3.68
Country of origin Food materials 429 4.04b 4.40a 2207"
Processed food 4.38a 3.99 4.46a 3187
Producing area Food materials 3.74b 3.49¢ 396a 26317
Processed food 4.00b 3.71¢ 421a 29.27"
Species Food materials 3.49 3.27¢ 3.78a 3266
Processed food 3.680 337¢ 394a 3797
Environment-friendly certification Food materials 3.32b 3.07¢ 3.68a 4238"
Processed food 3.39b 3.12¢ 3.77a 4482
Freshness Food materials 4.20a 4.05b 4.30a 1350
Sorting condition Food materials 3.85b 3.74b 4.02a 15217
Expiration date Processed food 4.49a 4.28b 4.41ab 580"
Quality mark Processed food 3.44b 3.21¢c 3.77a 35.09"
Brand Processed food 3130 2.94¢ 3523 3628~

Scheffe's multiple range test: a>b>c.
<05, p<.01, p<.001.
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Table 12. Factor Influence on Forest Product Satisfaction
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Frugal housewife type

Convenience-seeking type High food involvement type

Division
B t-value B t-value B t-value
Constant term 3.074 8.388" 2,512 6.387 3.401 10.042”
Considerations  Qrigin 196 1976 377 2.998" -.082 -.816
Hygiene/safety 292 2.943" -.162 -1.434 053 498
Package conditions -.208 -2.297 -.084 -.846 .008 .090
Quality mark -357 -2.931" 123 812 -015 -8
Check list Origin -018 -175 -.332 -2.698" -.033 -.303
Producing area -.010 - 12 -.129 -1.176 184 2.116
Freshness 137 1.162 338 2.719" -027 -.232
Sorting condition -.223 -2.484 .031 291 .005 047
Quality mark 076 669 -314 -2.822" -036 -.337
Brand 208 1.940 275 2221 003 028
e ST 193 2478 293 3360" 031 349
appetite
Medicinal effect 176 1.951° 038 395 109 1.085
High price -.147 -2.132 -.268 -3.096" -.205 -2.480"
Ec:gglégrsthermg -199 2.743" 073 872 051 610
Freshness 093 1.152 131 1.591 21 2,508
Origin distrust -173 -2518" -.081 -1.114 -.169 -2.209
Adj-R? F-value Adj-R? F-value Adj-R? F-value
213 27827 283 3077 061 1.446
<05, p<.01, p<.001.
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Table 13. Influence of Forest Product Satisfaction on Repurchasing

t-value

High food involvement type

t-value

Convenience-seeking type

t-value

Frugal housewife type

Division

10.033
10.267

9.168 -2.041

12.248

-1.715

9.518
11.924

-1.816

Constant term

525
Adj-R”

641 N
Adj-R*

588
Adj-R”

Satisfaction

F-value
105.418"

F-value

150.009"

F-value

270

408

142.175

343

“p<.001.
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