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[Abstract]

This study was to analyze consumer confidence, satisfaction and repurchase intention after categorizing
food-related lifestyle among 488 consumers who had experience purchasing convenience store lunch
boxes. The data were analyzed with PASW 18.0 using frequency analysis, k-means cluster analysis,
crosstabs analysis and one-way ANOVA. According to findings, first of all, types of food-related lifestyle
are divided into 4 groups: a type of eating out(11.7%), a type of convenience seeking(18.3%), a type of
food indifference(15%), a type of dietary interest(55%). Secondly, the types of food-related lifestyle
showed statistically significant difference gender, age, marital status, education, monthly average
household income, monthly average allowance, job, monthly average number of lunch box buying, lunch
box purchase time zone and average one cost of lunch box buying of socio-economic variables. Thirdly,
convenience seeking and dietary interest type showed the highest in consumer confidence and dietary

interest type showed the highest level of satisfaction and repurchase intention.
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I. Introduction
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II. Theoretical Background

1. Food-related Lifestyle
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2. Related Variables

2.1 Consumer confidence
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2.2 Satisfaction
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2.3 Repurchase Intention
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III. Research Problems and Methods

1. Research Problems

<ATRA 1> A 2ol TAEY §3fe ofuiz}y
<ATRA 2> A 2ol AR G AS A

S WMol A PojsEL ofmsile
<HL2A] 3> AlAHE glo] TAERQ O3Y WOJA LA
2o ot 4ulxte] Alz] AR U RjRO) o ojm

212

2. Related Methods

2.1 Survey Methods and Data Gathering
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2.2 Research Tool
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Table 2. Results of the K-means Cluster Analysis

Dimension Cluster 1 Cluster 2 Cluster 3 Cluster 4
(n=56) (n=88) (n=72) (n=264)
Health oriented -.74882 -.72156 -.32402 45515
Taste oriented -1.54965 10579 -41116 40558
Food exploration oriented -1.11579 -92626 -.09382 55652
Eating out oriented .39703 -.80390 -.90768 41037
Convenience oriented -.22413 96774 -1.28090 04306

Table 3. General Characteristics on the Type of Food-related Lifestyle

Eatin tt Convenience Food indifference Dietary interest
Dimension ating out type seeking type type type F
m(SD) m(SD) m(SD) m(SD)
Health oriented 17.57(4.97) 17.73(4.05) 20.00(5.66) 24.45(4.78)
65.343
scheffe a a b C
Taste oriented 22.57(4.38) 31.27(3.81) 28.56(4.84) 32.85(3.89) -
105.286
scheffe a c b o
Food exploration oriented 10.43(2.69) 11.09(2.73) 14.00(2.93) 16.27(2.38) 140.209°
scheffe a a b c )
Eating out oriented 11.14(1.14) 7.64(2.36) 7.33(1.71) 11.18(2.70)
85.685
scheffe b a a b
Convenience oriented 18.57(2.95) 23.73(2.72) 14.00(4.68) 19.73(3.06)
117.681
scheffe b c a b

"p<.001
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Table 4. Socio-economic Variables and Buying Behavior on the Type of Food-related Lifestyle

Eefing Gl Gios Convenience Food indifference | Dietary interest
seeking type type type 2/F
(%)/m(SD) n(%)/m(SD) n(%)/m(SD) n(%)/m(SD)
male 40( 71.4) 48( 54.5) 40( 55.6) 120( 45.5)
Gender female 16( 28.6) 40( 45.5) 32( 44.4) 144( 54.5) 13.565™
total 56(100.0) 88(100.0) 72(100.0) 264(100.0)
Age 24.00(8.34) 21.64(1.56) 29.89(8.50) 25.12(8.12)
16.608
scheffe ab a o b
Marital single 48( 85.7) 88(100.0) 48( 66.7) 216( 81.8)
status married 8( 14.3) - 24( 33.3) 48( 18.2) 32.665™"
total 6(100.0) 88(100.0) 72(100.0) 264(100.0)
below high school 16( 28.6) - - 56( 21.2)
Education over college 40( 71.4) 88(100.0) 72(100.0) 208( 78.8) 44.315™
total 56(100.0) 88(100.0) 72(100.0) 264(100.0)
Monthly average household | 394 5182 99) | 370.00(13350) | 442.86(238:83) | 451.20(198.98) .
income 4222
scheffe ab a ab b
Monthly average allowance 30.00(16.40) 42.73(7.54) 32.14(18.66) 36.10(16.83)
9.336
scheffe a b a ab
student 40( 71.4) 80( 90.9) 32( 44.4) 160( 60.6)
Job worker 16( 28.6) 8( 9.1) 40( 55.6) 104( 39.4) 42.596™
total 56(100.0) 88(100.0) 72(100.0) 264(100.0)
Monthly average number of
lunch box buying 2.86(2.50) 4.55(3.47) 3.22(3.35) 3.94(4.27) 2. 907"
scheffe a b ab ab
Lunch morning 16( 28.6) - 8( 11.1) 24( 9.1)
box lunch 16( 28.6) 48( 54.5) 32( 44.4) 144( 54.5) 374607
purchase evening 24( 42.9) 40( 45.5) 32( 44.4) 96( 36.4) '
time total 56(100.0) 88(100.0) 2(100.0) 264(100.0)
Average one cost of
lunch box buying 4,214.29(966.99) | 3,850.00(597.46) | 4,922.22(1882.03) | 4,406.06(1247.71) 9 540"
scheffe ab a c bc

"p<.05 "p<.01 ""p<.001
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Table 5. Consumer Confidence, Satisfaction and Repurchase Intention on the Type of Food-related Lifestyle

Eatin tt Convenience Food indifference | Dietary interest
ating out type seeking type type type F
m(SD) m(SD) m(SD) m(SD)
Consumer confidence 11.57(2.46) 13.64(1.68) 11.11(2.98) 13.61(2.82)
24191
scheffe a b a b
satisfaction 15.57(2.34) 16.45(3.19) 15.56(4.58) 17.27(3.04)
7.974
scheffe a ab a b
Repurchase intention 11.86(1.90) 11.36(3.27) 11.89(3.37) 13.06(3.08)
8.751
scheffe ab a ab b
“p<.01 ""p<.001

V. Conclusions
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