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Abstract The purpose of this study was to investigate the effect of consumption patterns of lactic acid bacteria(LAB)
on the purchasing decisions of LAB products for the commercialization of lactic acid fermented products. The average
use frequency of LAB product was 5 times/week and liquid type was the most preferred. The LAB products were
purchased for their health benefits. The requirements for improvement of LAB products were natural (6.037),
functional (5.936) and storage (5.856). Multiple regression analysis was conducted to examine the effect of
consumption buying behavior on purchase decision-making behavior factors of LAB products. From the analysis
results, comparison(. 468) appears to affect the ingredient factor. Comparison(.188), experience(.281),
showoff(.370) influence brand factors. Showoff(.598) influences design factors. Showoff (0.345) affected the price
factor. Increasing the purchasing decision ability of LAB products will require producing a functional product in
comparison with other products, and producing the products in a company with strong recognition. The packaging
should suggest a luxurious design and expensive products.

Keywords : Lactic acid bacteria, Product improvement, Purchasing behavior, Purchasing decision, Purchasing status
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Percentage
33.511
66.489

1.596
15.957
25.532
44.681

9.574

2.660

6.383

9.043
36.702
12.766

9.043
14.362

4.787

6.915
15.426
28.191
27.128
14.894
14.362

126
250
60
96
168
36
10
24
34
138
43
34
54
18
26
58
106
102
56
54

Respondents

Self-employment

public officer
House wife

Official
Services/Sales

Profession
Etc.

Female
20-29
30-39
40-49
50-59
Student
<200
200-300
300-400
400-500
500<

Male

Table 1. Demographic information

Average
income

(in
millions

Gender
Job
KRW)
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>High school 8 2.128

High school 72 19.149

Educati College 50 13.298

IO niversity 180 47872

Graduate school 62 16.489

Etc. 4 1.064

Residence Seoul/ Gyeonggi 96 25.532

area jeju 280 74.468

All 376 100
Akt ARSI flske] fakat AlsEel g ol
FsS stetetr] skl A& 471 1Ear AFe] 400
We AEAE ol §fe] 2AE HAH oM o] F A
A E AE olalletA] X3 SHAE AleletaL & 376
HO4%)S) AR7E BEAAG. AEA B A% A7
SATH 5HoRe Adud wEtde 94250%(
66.49%)°] e Aoz yeitl dEd welde
40-494 1687 (44.68%)7} B2 Aoz eyt F Y

o Wepds FAL 1387 (36.70%)0] A Be Ao
= kgl 9RTAS] whebAE 2004009 %J 208
H(55.32%) A59] %% Aow Lheht
A 43 kA shEsh) 1807(47. 87%)5—& xﬂo o
Aoz UEsom, 74—r7<]—.#i: AT
(74.47%) 0.2 B Aoz et}

4.2 R HZE ALE AEH

Table 2. Purchase status of Lactobacillus product
Spec. Respondents | Percentage
1 48 12.766
2 34 9.043
Monthly 3 52 13.830
if;;f‘f:r o 1 56 14.894
times used |3 130 34574
Do not eat 40 10.638
Etc. 16 4.255
Pill 38 10.106
Capsule 80 21.277
giiemd Powder 74 19.681
Liquid phase 178 47.340
Etc. 6 1.596
TV/Radio 40 10.638
T];Izowkspaper Magazine 18 4787
Intelligence | Catalog 32 8.511
collection peripersonal 156 41.489
Internet 60 15.957
Store Products 56 14.894
Etc. 14 3.723
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Convenience store 18 4.787
Supermarket 46 12.234
A large discount store 176 46.809
Place of Department Store 10 2.660
purchase drugstore 28 7.447
Internet 62 16.489
Home shopping 12 3.191
Etc. 24 6.383
I don't know at all. 6 1.596
I don't know. 40 10.638
Dy f
csree oF - laverage 198 52.660
knowing
I know. 100 26.596
I know well. 32 8.511
Use it for yourself 334 88.830
Purposes of  |Present 28 7.447
purchase Sale 4 1.064
Etc. 10 2.660
Product Yes 336 89.362
required No 40 10.638
Current intake 196 52.128
Purchasing [ yepy 126 33511
and ingestion
experience >1 year 34 9.043
Never consumed 20 5.319
Treatment of disease 8 2.128
the prevention of disease 66 17.553
Reasons for |Maintaining health 262 69.681
purchase ;
Peripheral _ 30 7979
recommendation
Etc. 10 2.660
<1 84 22.340
Purchasing |13 118 31.383
cost 35 110 29.255
(in millions
KRW) 5-10 52 13.830
10< 12 3.191
Total 376 100
frakat xﬂ%A g At olg sl 53 1301
(34.57%) % AHgshe Abgrel AlY wE 2o e
vk *uo}~ zﬂ%q He 2 oA} 178W(47.34%)
A HESHe AR ehgeh FARTel the B
B P8 FHEAN 156'(41.49%) 0] AY =A4 Ve
FREIE AL 2 A0 et fal AFY T
A ArEe NS 1767(46.81%)°] AL ol
T ACE ek ol FAT AFL Bohet
7 9% HETER YFR vige] g 2 BY 5
A Ao vepdth faktel disiMe diiie] =
FAE Akt A YA Pl gl 20w vehgrh
TR AEY] iR o 7= TS 3347(88.83%),
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Table 4. Reliability analysis of purchasing behavior

:TLUHS]'—“:_ Ao L}E}k}: . ‘ﬁ"{l’ﬂ' Xﬂ%g] e _‘?L A Standard | Cronbach

L S verage L

03} 336™(89.36%) 0.2 o] Bad Aow 1} deviation o
sz 5 = ~ 5 Brand comparison 4.904 1.531 0.788

1) o S Al A Eo ] 2 MHAASTHE SAH
Ehsten, Frabat ARl el % A EE A8 Price comparison 5218 1341 0.796
196”3(52.13%)01 Zﬂo‘ ‘1%91]\'9—11] :ILUH ]‘?r = Zj7o]"?r Component comparison 4.920 1.523 0.800

= = Functional comparison 5.069 1.325 0.794
A| 26278(69.68%) % AT kel A= Sl A &

] ’ 8( %) ¢ arel 715 A3 A @ Favorite product 4.984 1.536 0.796
O] }\4‘1245}'% Aoz L]'EP/LE]' :ILO] H] fo0Z= F& 15 Satisfaction experience 5.559 1.250 0.801
‘?_-?_ U] o & L]—E]—Ur 7]_7th ;\.] el Oﬂ 010_]/(,1 quH B advertisement 3.899 1.347 0.786

New product 3.447 1.408 0.797

Aow YTt Used brand 4,191 1.604 0.789

Purchased goods 4.362 1.526 0.789
o = = Instant need 4.410 1.519 0.811
4.3 [AtE HMS JHMArE Desire to show off 3117 1581 0.804
19[‘)\\_‘3' Zﬂ g] 74 .Q_:FL/\]'E]'O o= ﬁ?i*é(6.037)°] Purchase of similar products 4.043 1.661 0.813
Average value 4.47 1.47 0.80

7P 2A debger, 71%574(5.936) LElal A

5.856) =O.= LpERSL o , . .

( ) * Table 5. Reliability analysis of purchasing decision
Table 3. Improvements in product Standard Cronbach
Average ..
Standard deviation a
Average .. =
deviation Price 4.298 1.428 0.908
taste 5.537 1.139 Item price 4.080 1.444 0.908
archival 5.856 1.016 Advanced packaging 3.516 1.532 0.906
Functionality 5.936 0.968 Container or packing 3.324 1.435 0.906
Naturalness 6.037 0.956 Container Design 3.388 1.389 0.904
Diversity 5.431 1.166 Brand importance 4.351 1.453 0.906
Cooking ability 4.872 1.385 Brand selection 4.144 1.461 0.903
Packaging design 4.686 1.293 Famous Brand 3.904 1.474 0.906
Packing capacity 5.000 1.210 Buy Brand immediately 3.787 1.432 0.906
Difference 5.484 1.062 Functionality 5.122 1215 0.907
Safety 5.346 1.194 0.908
_ Ease of use 4.979 1.215 0.907
4.4 QAMNF FiflsSar He 2N Raw materials 5.085 1.297 0.906
4.41 N2 ?:‘.‘% Yl E}';-,Hg 75% izzﬂlui;;zr;onent 5.122 1.271 0.907
.02 1. .
FojEol vl ey W A2 B4S 0 A Couny of orgin R I W
- - A 1 4.36 1.37 0.91
4 2Q18A3} 29 vle] duAS A A3 Al e
AEAE G BAH 2ARAS FYREAS q
~ B ~ _ ° A =
Fajol 214 TEE 18 A a(Varimax) P34
E/Hﬁ-r o] t}Ho]of 3} o?_E/H_O_ AIA] 3 Ax
WA Alsgon, aolFEuAdd nage 100 oA TLH ] E”Lt; He 2 lﬂ; a%
. . el gk & 167)¢ % 13742 7} &
¥ BAYE oselyel JiEe Againe wa,  TIIEN AW E 16NN BT 1A B S
5 5 = 47019 glo= Fojo] Z}7ke] 9IS Hlulk 3
A A EAL 98] Nunnally(1978)7F A1 A3 HA 514 qu Lq ] JJ?—T joi ﬁ: JO:MO Eo:] 1, 43
A Al 1 g g o e 7hzke 5 s =
2] 0.6 0|43} AurAQl A% BT (0.7-0.9)9] 7] 8, P8 % dagem Ans e TR
2o Has9ar S AA FEATEE KMO Fhol 744, Bartlett -3/ 7]
T= 180 B
A x27ke] 1142.818(p=.000), Z+4F A 32 61.290%
. NZE A% 2 He% ke Holw glol MeES AR HEHolA
B ok 71 Ay}l Al = Z] 71 ©] QOolH Moj| = FE.x [oS R
BAAT QpRslol g s Aol pojay oo SIS PSR} SAuAe FA gl
B o7 Joy
of ik AAAR A RS S0 Eton, pujg  AF HEHET
Aol v AAA A 0912 Uehow] 7
o 3 ol ek AAARI AR e 09308 LHET
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Table 6. Factor analysis of purchasing behavior Brand selection 0.226 0.802 0.317 -0.013
Compara- Empiricity | Ostentation | Nocessity Famous Brand 0.010 0.751 0.289 0.187
bilit Buy Brand .
— ity immediately 0.009 0.764 0.083 0.265
comparison 0.800 0.167 0.131 0.010 Specific brand 0.228 0.601 0.140 -0.051
Price Advanced packaging -0.103 0.308 0.817 0.207
comparison 0.696 0.069 0.073 0.141 Container or packing | -0.063 0.236 0.873 0.048
Container Design 0.044 0.314 0.832 0.134
Compor_lent 0.838 -0.024 0.022 -0.069 Price 0.066 0.031 0.133 0.859
comparison ~ ~ ~ =
: Item price 0.023 0.119 0.152 0.863
Functional 0.752 0.099 0.113 -0.027 -
comparison Eigen value 8.143 4.170 2.278 1.209
Favorite Variance value % 31.318 16.040 8.763 4.651
product 0038 o1 008 oo Cumulative 31318 | 47358 | 56121 | 60.772
Satisfaction dispersion value % ) ) ) )
experience 0.191 0.712 -0.231 0.189 KMO=.865, df=324, Chi-square=3138.083(p<.000)
Used brand 0.048 0.711 0.433 -0.184
Pugrz:ff:d 0.085 | 0815 0.232 -0.095 4.4.2 FOHASO| FOHAZ0| DIxl= S
J 37} 37 B A
Advertisement 0.183 0.230 0.704 0.219 o B ‘_ﬁ]-‘!_—
beie s | o oo | oem | o P S SAALE few el 7 adlel 4
show oft ' : ' A7 09 ol3h ek gle] A 2ol B
Instant need 0.096 -0.040 0.039 0.856 - N -
Purchase of Bddel des ASstAr35]. Tl sl thek g
similar -0.049 -0.019 0.235 0.775 L}ﬁ]l?_/}j' Ejr,]_ _?I_g]_’[:% ]}\1 73 Aéy,]_ B]ﬂ/‘é( 238)’ jr,]_
products ~
Eigen valuc | 4408 2.161 2.002 1235 AT Bl (.170), 297 7 48(.290), 2L
varance | g 55 | 13508 | 12514 | 7717 (32000041 BHAATE = Ao YEk
value %
Cumulative
dlspcrst)(/)n value| 27.552 41.060 53.573 61.290 Table 8. Correlation analysis of purchasing behavior
0
KMO=744., df=120, Chi-square=1142.818(p< .000) Comparability | Empiricity | Ostentation | Necessity
Comparability 1
Empiricity 238(*%) 1
BA AT o [e) 3 QolBE LS Alx] ) Ax
o E'L]' 1_?_%‘!4 oﬂ EH < —U—JT':_I = = ] T EJ’]— Ostentation 170(%) 290(+%) 1
:|1UH7§XL::‘ ] EH?J: Zo: 267“9’] EE_/I: %‘ 167H9’] %#7]— 'Zo: Necessity 050 -014 320(**) 1
9 2102 Folol 224 aAPe A, pAs, T
gl THew 47te wusd. Tulase A
FEAYPE KMO #e] .865, Bartlett 73444 x24k TujAA e ek ABTARA A} Go)4FlA B
°] 3138.083(p=.000), FAF &2 60.772%= 2 T} A8(279), Y BAS(577), 7HAT BA=
g ks Holal glo] WasE ME SRAolA 8L (220), /AT ¥4(323)004] ARTAT} 9l How
WS AT Qo BRI BA B AR veponl, 58] 245 HAsd ARAL e
ghere Ao ke,
Table 7. Factor analysis of purchasing decision Table 9. Correlation analysis of purchasing decision
Material | Brand | Package Price Material Brand Package Price
Functionality 0.858 -0.003 -0.071 0.098 -
Safety 0883 | 0063 | -0.043 | 0.052 Material !
Ease of use 0.646 -0.080 0.207 0.269 Brand 279k 1
Raw materials 0.852 0.210 -0.003 -0.070 Package 036 577 ek 1
Product component 0.890 0.076 -0.001 -0.019 Price 134 2205+ Ry 1
Main material . i i
Country. of origin 0813 | 0.175 | -0.022 | -0.008 7005 P00l Fp<0.00]
Brand importance 0.233 0.711 0.349 -0.151
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o TujEo] FAAY AR HAE I9F
bt Al gk o ase] g egiel
°ﬂ fH& FEFHS AW 7] ffste] SAH] e o

o BAE AN ZBE HWA Fgtol 14.87401H,
p-valuezte] 00024 37 do] BAA o8 o3 A
° 2 YEeRdh E3 R-squared- 0.49524 3945

Table 10. Analysis of influence between purchasing behavior and purchasing decision(Material)

FOFFE(P<0.05)014 SAH R fost FFES
7HA 2912 1| 14d(.468) <] 7} AL L
Wk whEba] FofelEel B, 7hA, 75l o
g Blavt ARE AAshed doA FEFEE A= A
o= vEhY, frakt Al tigk Bal=stel 4 v
of va A F& AE, BAE v o -5k
At 7158 E e vl 9-90ol e AFL | A
29 A gFo] F Aow e}

Unstandardized Standardized
l“j;‘;:;ld:sm coefficients coefficients t p VIF
B SE B
(Constant) 3.186 0.426 7.476 0.000

Comparability 0.468 0.062 0.504 7.573 0.000%** 1.073
Empiricity -0.011 0.062 -0.012 -0.174 0.862 1.153
Ostentation -0.079 0.067 -0.085 -1.180 0.239 1.244
Necessity -0.024 0.053 -0.031 -0.450 0.653 1.130

R2=495, F=14.874, P=.0000, Durbin-Watson=2.102

* p<0.05 **p<0.01 ***p<0.001

4.4.3 Fofgso| oiAMl HMcol DXl G 3 AoR yEhgow, BAs AAdXE Aol A
bt AFel tig fFuldse] FulAA eIl Bl A A FFE M= Ao® yesith ek el
Sol i dFES ns] falo] St EQ aslel YA, HAe A}ﬁo}oac% 3% 1
s3] AR S AAste] ZHzke) gfele] g A% 2ol AAFe] oig Fay CF, BolFalE Hajfo] B
STk A7 BeasRE Ak AF di ¢ dse] 9 vXE S0 e, SN A
el B, A, AN, B glew 4 3 BAls JulEAS e s dACd AR ARl
dte] BAE AN ATEs BE Fglo] 2310108, = A Hlgte] ARE Aol 750l F7H
p-valuegko] .00024] 3|7 Rdo] SAX o Fogk 5 of, 3ol ARG A} vlarskgle wf -lol lojof
o= JEPth S R-square?te 0.5792A4 37141 abH 53] A&H<1 Faeh 7 Al ow FEold
448 AWeln o Aew uswt. §o4E  Rol At 2L oS skl $ES wEolol & Ao
(p<0.05)°1A EAH R frofdh dFe g 7 a9le = Uk
H]24(.188), A 84d(.281), HA14(.370)2] W57} e
Table 11. Analysis of influence between purchasing behavior and purchasing decision(Brand)
Unstandardized Standardized
Independent . .
(ables coefficients coefficients t P VIF
varial B SE [3
(Constant) 0.617 0.443 1.394 0.165
Comparability 0.188 0.064 0.182 2.920 0.004** 1.073
Empiricity 0.281 0.065 0.282 4.351 0.000%** 1.153
Ostentation 0.370 0.070 0.357 5.307 0.000%** 1.244
Necessity -0.039 0.055 -0.046 -0.717 0.474 1.130

R2=579, F=23.101, P=.0000, Durbin-Watson=1.905

* p<0.05 **p<0.01 ***p<0.001
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ol ojg G Arns] gale] ZAwF) B sk 291 BAY(59R)E WE
HEAARNS WAl A7) P 4 4T Wk rqaw 21
Ak FA4e] SPRFRE Ak AT @ 7 sle] BE %}W
mj& 5ol nawAl, e, B4, Bard aolow M4 °4‘ZF51 AFL W el IFE
dol AL ANG ANRE mY Fglel ledsdelnl, vk AT AF O £ 702
pvalueto] 00024 8Fmde] BAHoR folat 2 o T FEIA

o2 YERTE E3F R-square it 0.5152A 3]9]4& TE=

Table 12. Analysis of influence between purchasing behavior and purchasing decision(Package)

Unstandardized Standardized
Independent coefficients coefficients t p VIF
variables 5 SE s
(Constant) 1.024 0.537 1.906 0.058
Comparability 0.029 0.078 0.024 0.367 0.714 1.073
Empiricity 0.020 0.078 0.018 0.260 0.795 1.153
Ostentation 0.598 0.085 0.500 7.071 0.000%** 1.244
Necessity 0.014 0.066 0.014 0.204 0.839 1.130
R2=515, F=16.484, P=.0000, Durbin-Watson=2.065
* p<0.05 **+p<0.01 ***p<0.001
4.4.5 FHYSO| FHZH Jhol Olxls FF  AHEkn Y= Ao ek
fabit Aol U Fulge] FUAARAN A FAFEE09)N FAMCR fod JYHE
of e FFS Aunr] glste] SAWEe] gk of 7R 2918 FHAA(345)9] WMt o3 AR vt
FIARAE AAEte] A7he] G Awg HEst Wk webA] Al W By CF, 7iske] Bof
Ak, B4 Bguszs b AFel U@ Pl FIE FAGo] /o] JFS v Qo vehl,
AE wag, AP, A, BeA aclow st ikt Al tidt 7H Teld A s A5H9)
o] B8 AAI3 AaE B FEho] 3.6559]H, p-value Fag Fole] £L ouX| 3t AEo R XAl il
ol 0072A FARDe] BAH R Folgt o v VMR qvte] wAE HEs Felo] dEstehs Aol
W} E3E R-squaregh- 0.2722A4 3]74& A 43 T8 o= ek

Table 13. Analysis of influence between purchasing behavior and purchasing decision(Price)

Unstandardized Standardized
Independent variables coefficients coefficients t p VIF
B SE B

(Constant) 3.951 0.591 6.682 0.000
Comparability -0.019 0.086 -0.016 -0.217 0.829 1.073
Empiricity -0.055 0.086 -0.048 -0.634 0.527 1.153
Ostentation 0.345 0.093 0.294 3.709 0.000*** 1.244
Necessity -0.145 0.073 -0.150 -1.980 0.049 1.130

R2=272, F=3.655, P=.

007, Durbin-Watson=1.624

* p<0.05 **p<0.01 ***p<0.001
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