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for Convenience Store Private Brand Foods
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Abstract This study examined the purchasing behavior and satisfaction of people with convenience store PB foods.
The factors affecting the purchasing behavior and the overall satisfaction with the convenience store PB foods were
examined. This study first found that the purchasing motivation of PB foods is the cheaper price than NB foods.
Second, age is a statistically effective variable for the visit frequency at the convenience store and gender and age
are effective variables for the purchase frequency of PB foods. Third, there is a statistically positive correlation of
convenience store brand preference with the PB food brand preference for 6 food categories. Next, in terms of the
attribute-level satisfaction, the most satisfied areas are diverse food groups and diverse food taste and the least
satisfied areas is price. This is followed by taste and design/packaging influence overall satisfaction. From this
analysis, the following suggestions were drawn. First, because consumers are likely to be matched convenience store
brand preference and PB food brand preference, advertising is necessary to ensure that the consumers continue to visit
the convenience store. Second, product improvement by increasing the quality should be designed to motivate the
major consumer group of people in their 20s and 30s. Finally, to boost PB food satisfaction, the industry should
improve the taste and design/packaging.
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Table 1. 2015 Business state of convenience store PB
products business[5]

Brand name

Sales percent
of PB products

Number of PB products

GS25 35.3% more than 2300

7-ELEVEN 34.8% more than 700

CU 30.4% more than 600
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Table 2. Demographic Characteristics of the samples(N=120)

Variable Groups N(%)
Male 72(60.0)
Gender
Female 48(40.0)
10s 27(22.5)
20s 39(32.5)
Age
30s 33(27.5)
40s- 21(17.5)
<l million won 10(8.3)
Monthly 1 million won<-<2 million won 18(15.0)
household 2 million won<-<3 million won 28(23.3)
income 3 million won<-<4 million won 22(18.3)
>4 million won 42(35.0)
Single 95(79.2)
Marriage Married & no child 3(2.5)
Married with child 33(27.5)
Employee 33(27.5)
Professional Job 14(11.7)
Self-employed 5(4.2)
Job Student(below high school) 27(22.5)
Student(above undergraduate) 37(30.8)
Housewife 1(0.8)
Unemployed 3(2.5)
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Table 3. Use-Related Characteristics of convenience
store and PB foods

Variable Groups N(%)
2-3 times a week 74(61.7)
Number of Visits | once a week 26(21.7)
to a convenience | once two weeks 8(6.7)
store once three weeks 2(1.7)
Use pattern of once a month 10(8.3)
conv €

store G825 60(50.0)
7-ELEVEN 10(8.3)
Brand Preference | CU 40(33.3)
Ministop 4(3.3)
etc. 6(5.0)
once a month 34(28.3)
once a week 6(5.0)
If\lmzllber thPB once two weeks 27(22.5)
o0ds purchase once three weeks 32(26.7)
2-3 times a week 21(17.5)
<5000 97(80.8)
Purch ¢ of 5000 <-<10000 22(18.3)
Purchase P}‘;"fasfl MOt o1 4000 <-<15000 1(0.8)
pattern of PB 00ds 15000 <-<20000 0(0.0)
foods >20000 0(0.0)
cheaper 56(46.7)
sales and event 20(16.7)
more volume 10(8.3)
Purchasing reason | trust in convenience 8(6.7)

store
curiosity 17(14.2)
recommendation 9(7.5)
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Table 4. The variables affecting the number of visits to

a convenience store and their relative
influences
Unstandardized Standardized
Variable t
B Std. Error Beta

(Constant) 6.015 461 13.054
Gender -233 211 -.095 -1.105
Age -413 101 -354 -4.090%**
Household -113 079 123 -1.429
mcome

RMIE=0.163, F=7.309***

#p<.05, **p<.01, ***p<.001
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Table 5. The variables affecting the number of PB
foods purchase and their relative influences

. Unstandardized Standardized
Variable t
B Std. Error Beta
(Constant) 5.607 .549 10.211
Gender -.600 250 -208 -2.404*
Age -391 120 -285 -3.270%*
Household income - 111 .094 -.103 -1.184

RAIE=0.147, F=6.574***
#p<.05, **p<.01, **p<.001
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Table 6. The coefficients between the number of visits
to a convenience store and the number of PB
foods purchase

. Unstandardized Standardized
Variable t
B Std. Error Beta
(Constant) 2.125 466 4.562

Number of

visits to a 310 105 264 2.961%*

convenience

store
RAMIF=0.070, F=8.765**
*p<.05, *¥*p<.01, ***p<.001
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Table 7. Correlation between convenience store preference
and PB food preference

Items Cramer’s V value Approx. Sig.
Snack food .268 .005%*
Beverage 324 000***
Milk product 397 .000***
Convenience food 362 .000***
Noodle 332 .000***
Bread/fried food/fish cake bar 295 .000%**

#p<.05, **p<.01, ***p<.001
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Table 8. Satisfaction in each factor of PB foods
Factor Mean SD t/F Category

Overall 371 067 | g M;“Iﬁzge
Price 3.49 0.840 14.094%** Age
Quality 3.54 0.685 4.669** Age
Taste 356 0765 | B30 Mzﬁrgiee\ge
Design/Packaging 3.55 0.767
Diverse food groups|  3.57 0.796
Diverse food taste 3.57 0.914 3.299% Marriage
£p<.05, **p<.01, ***p<.001
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Table 9. The variables affecting the overall satisfaction
of PB foods and their relative influences

Variable Unstandardized Standardized .
B Std. Error Beta
(Constant) 0.944 0.294 3.206
Price 0.110 0.061 0.147 1.795
Quality 0.127 0.085 0.138 1.499
Taste 0.306 0.071 0.373 4.325%%*
Design/Packaging 0.142 0.069 0.173 2.060*
Diverse food groups 0.069 0.067 0.087 1.034
Diverse food taste 0.025 0.065 0.037 0.389

RME=0.486, F=17.619%**

#p<.05, **p<.01, ***p<.001
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