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Abstract

This study was conducted to investigate the effects of health lifestyle on high protein snack selection attributes and
purchase behaviors among individuals aged 20-30 with high protein snack intake. In addition, the relationship between
perception, attitude, satisfaction and recommendation of high protein snacks was invested. Finally, this study aims to provide
basic information for marketing high-protein snacks and customized high protein snacks. Analysis of the selection attributes
most important for healthy lifestyle, revealed significant differences among all groups excluding the external seeking group
(p<0.001). The free living group regarded trust as one of the most important attributes of high protein snack selection, and
both the tempered control group and the low-interest group found sensation and price factor to be important. Therefore,
when developing high-protein snacks, it is important to determine which attributes of the snack will be highlighted by
segmenting the consumer into health lifestyles. Focusing on what ingredients are used to develop high-protein snacks and
nutritional ingredients is also important when targeting a free lifestyle group as the main customer. In addition, developing
snacks that do not offer depending on the protein content is important when targeting a temperate management group or

a low-interest group.
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<Table 1> Demographic profile of subjects 3. Hz2t

[=
Frequency % A7) 2ol ZAEld ] FREA AF= <Table 590 YER

™) ok 2R 23S a9 2P 747 100, 113, 109, 129

Gender Male 221 49.0 HolQl o, ‘9 »F Rt Appearance-seeking group)’, ‘A

Female 230 510 F2E G (Free living group)’, “HAE FF

Age 20-29 232 Sl4 (Moderated management group)’, ‘7174 A ZAH(low
30-39 219 48.6

interest in health lifestyle group)’ 22 §H3IAT} 2F+

Ml satus o IS Aue sludy, AP 2918 Fashl Yz 9w
; o, AHrE2 ASYEE A, 594, 5, 3T
Coeasmosterless 2O BE £ e 1ol A% 2521 o}
Education 5 4 ersity 287 63.6 Agelele #4 glom e FAH 55 2SE =
Graduate school 39 8.6 71 AEAA 2030002 AL gt ko), HAlE
1 person 63 14.0 ] oS A4S Ee g 8o w2 HoH,
Number of family 2 people 93 206 W AR e BE duel sl 53 F2o= vehy
ember 3 peope 125 2 RE 7% ol zaujelel tslie $lo] A ARl o
More than 4 people 167 37.0 AT THo] o Aoz EEHe).
Single 63 14.0
Resident With friends 55 12.2
With family 333 738 4. NERRAL MEHEY 201FY
Student 63 14.0 8% A5 B B ey HEEA (protein snack
Occupation Office or professional 377 83.6 selection attribute)e] 2¢1 W AR %2 YehEA] €
Unemployed 11 24 G g AZslnh ygm Al HetdAof gk 99 HA
Monthly house ~ Below 200 58 129 ZAIR= <Table 6> YERAIOH T 1735 & HAF 0.5
income 200~400 195 433 o]3} = FEA(communality) 0.4 ©]5F21 A|<]&38} §lo]
(10,000) Above 400 198 439 T83ko] 1 oAl Qole e EEuY M gel’, A
Monthly Processed Below 10 220 48.8 Bl v4L8el’, <L)y acl’o 7 HHIP oM KMO
Snack Purchase  10~20 154 34.1 © 0842, Bartletto] T84 A= A 8OTEL (,0000]2
(10,000) Above 20 77 17.1 w U.0%24, 878 mo 24 m=2E= (. =
Total 451 100 2 B 2k ARdAst folsta AMEES Yehfe

Cronbach’s o0& B5 0.8 o]t 2 Yeht HAdAA4S 7+
== e & T A 2 AR 67.78%=
o> BF 0.8 oo 2 YEh YWALAAL S gt Ae UERSITE.

<Table 2> Health Factor analysis of health related lifestyle

. Factor .. Eigen Varia.nce Cronbach’s
Factor Variavble Mean SD . Commonality explained
Loading Value
(%)

Take a healthy diet 558 1.745 811 723 893

Try to eat health food, natural food, organic food frequently 537 1.754 777 657 .893

Do not eat instant food if possible 440 1965 .755 614 .895

Taste more about health and nutrition 488 1.825 753 633 .894

Choose a snack considering proper nutrition 468 1875 .647 631 .892
Ii:ileth Watch articles and programs about health with interest 590 1826 .622 629 5.503 18345 .893

Fruits, seaweeds, and cereals are often consumed 568 1776 .592 .649 .894

Consume food evenly 575 1842 588 643 .894

Always interested in health 636 1.696 .583 701 .894

Make regular meal times 557 1934 540 466 .895

Have a comprehensive physical examination regularly. 476 2.155 506 476 .895
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<Table 3> Body type interest and Resonable Factor analysis of health related lifestyle

. Factor .. Eigen explained Cronbach’s

Factor Variavble Mean SD Loa dingCommonah‘[y Value %) o
Regularly weighs and watches changes carefully 574 2125 836 762 .894
Bod Interested in obesity 6.19 2.030 .777 .684 .897
iontir::};ltae Have been working on weight control for the past year 626 2.125 774 .686 3481  11.604 .896
Important to keep your weight on a regular basis 637 1.798 .766 734 .895
Control the amount of food for weight control 491 2.082 .598 668 .894
R bl Have a positive lifestyle. 585 1.808 .781 739 .895
e?isx(/)ilrlla ¢ Usually sleep more than 6 hours 621 1980 .740 .628 2.447 8.158 .897
€ Have time for stress relief 6.03 1.828 .698 636 .896

<Table 4> Exercise, Smoking, Drinking, Seeking appearance and Satisfying intake Factor analysis of health related lifestyle

Factor Eigen Variance Cronbach’s
Factor Variavble Mean SD . Commonality 5 explained
Loading Value
(%)
Exercise or stretch more than 10 minutes daily 578 2150 .799 .824 .893
Exercise Exercise regularly two or more times a week 536 2372 751 761 2.174 7.245 .894
Walk a short distance without getting in the car 630 2.045 584 521 .898
Smoki Have been smoking continuously for more than 6 months 280 2.779 886 .891 2126 7088 .900
MOKINE \fore than 5-10 cigarettes a day 264 2692 885 883 : : 900
Drinki Have had a lot of drinking during the last week. 427 2958 887 854 1,930 6434 900
M8NE Drinking frequency is more than twice a week 357 2648 860 853 : : 899
Seeking Think that body shape can affect people when they see me 637 1927 .808 723 1661 5535 .898
appearance Think that the change of my body shape can change my image 717 1522 794 714 ’ 2 .899
Satisfying Relieve stress when you eat it 536 2107 .663 587 1228 4904 902
intake  Sufficient intake of more than 2L daily 506 2220 514 584 ’ ’ .895
Total variance=68.504
KMO (Kaise-Meyer-Olkin Measure of Sampling Adequacy)= .865
Bartlett’s Test of Sphericity Chi-square=7448.871 (df=435, sig.= .000)
<Table 5> Cluster analysis of health lifestyle through factor analysis
Apperance .. Moderated Low interest in health
. Free living group . F
seeking group (n=113) Management group life group value
(n=100) (n=109) (n=129)
Health care 4.68+1.87°V 5.90+1.77* 5.50+1.90° 5.29+1.59° 16.182%*+
Body type interest 6.35£2.08* 6.11x1.81° 5.60+2.32° 5.59+2.19° 4.851
Reasonable living 5.30+1.85° 6.31+1.55° 7.38+1.55° 5.21+1.64° 93.317
Exercise 5.904+2.35% 5.00+1.85 6.22+2.41° 5.24+1.97% 4287
Smoking 1.09+0.48° 6.86+1.62° 1.43+1.40° 1.46+1.34° 317.071%**
Drinking 3.3042.67° 6.03+2.28" 3.37+2.80° 3.02+2.36° 11.680%**
Seeking appearance 7.88+1.12* 6.81£1.43° 7.22+1.69° 5.50+1.54¢ 75.574%**
Satistying intake 5.75+1.96° 5.98+1.83* 4.57+2.49¢ 4.66+1.88° 32.345%**
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<Table 6 > Factor analysis of protein snack selection attributes

Factor Variance Cronbach’s
Factor Variable Mean SD . Commonality Eigen Value explained
Loading
(%)
Nutrition and nutrition information 6.80 1.603 905 .831 .848
Protein content 6.72 1.673 .896 .805 .849
Trust Calorie 6.71 1.638 .824 719 3.048 2331 .849
fus Raw materials 6.80 1.575 .805 705 ’ ’ .848
Hygiene, stability 7.07 1.480 579 528 .851
Weight (capacity) 6.33 1.593 .548 Ad44 .848
Brand 543 1.804 .859 71 851
Informati Advertising 4.90 1.869 .842 748 3111 18300 .854
MIOMMation g ecognition 574 1667 799 684 : 2 849
Packaging & Design 541 1.825 762 655 853
Taste 6.94 1414 .837 710 .855
Sensation Flavor 6.39 1.425 736 .598 .851
&Price Price 7.15 1.450 608 .570 2477 14.573 .854
Discounts, Events 6.64 1.582 515 471 .849
Color 5.14 1.798 .840 .824 .851
Appearance Shape 483 1.840 797 .789 1.987 11.688 855
Size 6.03 1.465 657 671 .849
Total variance=67.783
KMO (Kaise-Meyer-Olkin Measure of Sampling Adequacy)= .842
Bartlett’s Test of Sphericity Chi-square=4127.958 (df=136, sig.= .000)
<Table 7> Main value of health lifestyle clusters with protein snack selection attributes
Appearance-seeking Free living Moderated management Low interest in health F
group group group life group value
(n=100) (n=113) (n=109) (n=129)
Trust 6.98+1.62"" 6.69+1.232P 7.00£1.75° 6.39+1.46 4.552
Information 4.92+1.95° 6.01+1.78" 521+1.96° 5.20+1.32° 10.663%*%3)
Sensation & Price 6.52+1.48° 6.62+1.57° 7.22+1.50° 6.44+1.29° 11.965%**
Appearance 5.08+1.69™ 5.86+1.86" 5.06£1.77° 5.30+£3.91% 5.088%**
"Mean+SD

*<Djifferent letter within a row are significantly different at p<0.05 by Ducan’s mulitple range test

Dxxxp<0.001

(7.00£1.75), AHE 221(5.21£1.96), &18 221(5.06x1.77) &=
o7 Zq3H Aztele Aoz BAAY. A% AdAH
o 717 2 7bE 291(6.44+1.29), A1) £221(6.39+1.46), 2
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<Table 8> Perception and attitude toward protein snack by health lifestyle clusters

Appearance-seeking Free living Moderated Low interest in F
group group management group health life group value
(=100) (n=113) (=109) (n=129)
Health perception 5.75£1.59® 6.13+1.447" 5.75£1.69® 5.57£1.29° 2978+
Functional 6.42+1.54 6.36+1.39" 6.71£1.41° 6.12+1.41° 3.359*
High price 7.40£1.00* 6.89+1.24° 7.34+1.26" 6.81+1.06° 7.764%**
Familiarity of taste 5.11+1.34° 5.96+1.33 5.31+1.65 5.36+1.36" 7.327%%*
Likes flavor 5.07+1.16° 5.85+1.32° 5.07+1.48° 5.19+1.08° 9.690%**
Attitude Yes 89.09 929 89.0 86.8
No 11.0 11.0 132
Liking 6.05£1.10°° 6.33+£1.26" 5.77+1.26 5.81£1.07° 5.428%*
"Mean+SD
*<Djifferent letter within a row are significantly different at p<0.05 by Ducan’s mulitple range test
Dxrp<(,001 , **p<0.01, *p<0.05
<Table 9> Purchase and satisfaction toward protein snack by health lifestyle clusters
Appearance-seeking Free living Moderated management Low interest in health F
group group group life group value
(n=100) (n=113) (n=109) (n=129)
Overall satisfaction 561127 6.12+1.28%° 5.72+1.24° 5.55+1.10° 5.140%9
One meal is enough 4.56+1.83%® 5.53+1.78° 4.17£1.95° 4.94+1.44% 12.156%***
Willingness to recommend 549+1.35° 6.01£1.57° 5.43+1.49° 5.35+1.22° 5.180*
Repurchase intention 5.91£1.30% 6.25+1.26 5.92+1.39% 5.64+1.06° 4707
Continued protein snack intake 6.18+1.42° 6.28+1.24° 6.07£1.56® 5.74£1.11° 3.880

DMean+SD

*<Djifferent letter within a row are significantly different at p<0.05 by Ducan’s mulitple range test

Ixxxp<0.001 , ¥*p<0.01, *p<0.05
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