Journal of the Korea Academia-Industrial https://doi.org/10.5762/KAIS.2022.23.12.287

cooperation Society ISSN 1975-4701 / eISSN 2288-4688
Vol. 23, No. 12 pp. 287-295, 2022

HFE BAC AA wE AFE A& [PAGLE-AFHE)
BA
w
uzs

[=}
Th7HEITSt AEr| B AR M

Importance-Performance Analysis(IPA) on the Pet-Food Selection
Attributes by the Brand Awareness of Pet-Food

Kyoung-Hwan Kim
Advanced Medical Industry Research Center, Daegu Catholic University
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Abstract The objective of this study was to analyze the relationship between brand awareness and the
prioritization of the selection attributes for pet food. A total of 23 pet-food selection attributes were
surveyed and a t-test and importance-performance analysis (IPA) were conducted in a 200-pet fam. The
high brand awareness level group had 'Cost-Worth' in section I, 'Quality’, 'Clean’, 'Package Hygiene',
'Favorite Texture' and 'Package Safe' in section II, 'Origin' and 'Sale Store' in section III, and 'Price’,
'Variety', 'Easy Store', 'Easy Purchase' and 'Package Design' in section IV compared to the low-level
group, which had 'Clean', 'Favorite Texture' and 'Package Safe' in section I, 'Cost-Worth' and 'Favorite
Taste' in section II, 'Price’, 'Variety', 'Quality’, 'Easy Store', 'Easy Purchase', 'Nutritional Value' and
'Package Design' in section III, and 'Origin' and 'Package Hygiene' in section IV. It was found that the
perception and priority of pet-food selection attributes could be different depending on the level of
brand awareness of the consumer. It is necessary to consider the difference in the importance and
performance of the selection attribution according to the level of brand awareness. It is deduced that
a strategy to satisfy consumers through the selection and concentration of attributes, considering the
priority of selection attributes as above, would be effective.
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Table 1. Attributes & reference

No Attributes Reference
1 The product is safe Safe
2 The nutritional labeling is good Labeling 7,11
3 The price is reasonable Price
4 The product is digestive Digestive
5 The sanitation of the manufacturing | Manufacturi
process is good ng Process
6 The origin is reliable Origin 4’72'111'
7 The amount and type is variety Variety
8 The quality is high Quality
9 | The product is worth more than the cost | Cost-Worth
10 The product is clean Clean
11| The product is convenient to distribute Co'nve'nlent
Distribute
12 The sale is reliable Sale Store
13 The hygiene of the packaging Package
container is good Hygiene
14 The.da"ce of manufactl.Jre o? the Date Mark
expiration date mark is reliable
15| The manufacturers can be trusted | Manufacturer 71
16 It is a favorite taste of the pet animals Favorite 22-26
Taste
17 The product is easy to store Easy Store
18| The product is easy to purchase Puli?fl};se
19 The product is fresh Fresh
20| 1t is a favorite texture of the pet animals Favorite
Texture
21 The nutritional value is high Nutritional
Value
22 The packaging material is safe  |Package Safe
The packaging container is well Package |7.11, 20
23 . )
designed Design
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Table 2. Characteristics of Consumers
Spec. N % Spec. N %
Male 95 | 47.5 =215 | 75
Gender
Female | 105 | 52.5 Family 3 72 | 36
10s | 15 | 7.5 | Member | 4 | o8 | 49
20s 70 35 =51 15 | 7.5
30s 45 | 22.5 Dog | 115 | 58.5
Age
40s 38 19 Species Cat | 75 |37.5
50s 21 | 10.5 Both | 10 5
»=60s 11 | 55 {1 45 | 22.5
marital | married | 87 | 43.5 || Companion | (=5 | 93 | 465
Status single | 113 | 56.5 Year =10| 55 |27.5
{=50,000| 20 10 >10 7 3.5
Food
Cost 100,000 83 | 41.5 1 | 117|585
Unit 200,000 9 | 47 | Animal | 2 | 76 | 38
Won)
200,000/ 3 | 1.5 | Number | 3 | g | 3
All 200 | 100 3 1 0.5
42 BUE QX HEO| 2 HEC Metay
SRE-YFT X{0| A
A7} Puleln QU WRE) gt BAE Q%]
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Table 3. Characteristics between High and Low Group

Table 5. Analysis of the difference between importance
and performance of the Pet-Food Selection

Spec. High Group Low Group Total Attributes
N % N % N %
10s | 1092 ] 5 [ 55 15]75 TTigh SRR S
20s | 47 [ 431 | 23 [ 253 | 70 | 35 Attributes | Group(N=100) ||/ Grour(N=91) High-Low Gap

30s 26 23.8 19 209 | 45 [225

Age Imp.|Perf.| t Imp. |Perf. t Imp.t | Perf.t
40s 18 | 165 20 | 220 ] 38 | 19 =
50s 5 46 16 17.6 21 | 105 Safe 4.01(4.01| 0.000 ||3.84|4.07| 2.608 || 1.910 | 0.689
»=60s 3 2.8 8 87 | 11 | 55 Labeling [3.79/3.97| 2.431 [|3.69|4.09| 4.674" | 1.117 | 1.583
Food |$=20.000] 11 | 10.1 9 9.9 | 20 | 10 Price  [3.79/3.96 2.089" [|3.74|4.00| 3.199" || 0.608 | 0.455

Cost |=100,000] 35 | 321 | 48 | 527 | 83 |415
(Unit: [¢=200,000] 61 | 56.0 | 33 [ 363 | 94 | 47
Won) [yon0000] 2 | 1.8 | 1 11| 3 |15
1 25 | 220 | 20 | 220 | 45 | 225

Digestive |4.13]3.99| 1.484 (4.09|4.09| 0.000 || 0.407 | 1.164

Manufacturin
g Process

Origin  |3.78(3.95| 2.237" ||3.69|4.07 | 4.402" | 0.994 | 1.503

3.84|3.94| 1.290 (3.80(4.02| 2.441" | 0.486 | 0.942

Compani| £=5 60 55.1 33 36.3 || 93 [ 465
on Year| (=10 19 17.4 36 39.6 || 55 [27.5
>10 5 4.6 2 2.1 7 3.5
All 109 100 91 100 200 | 100

Variety [3.83[4.04| 2.323" [[3.80(4.02| 2.479" | 0.335 | 0.189
Quality [3.90(3.93| 0.370 ||3.68|3.98| 4.157 |2.794"| 0.740
Cost-Worth [4.01]4.01| 0.000 ||3.82|4.04| 2.732"|2.196" | 0.469
Clean  [3.97|3.94] 0.351 [|3.82|4.09| 2.972" | 1.649 | 1.845

Convenient 13.7914.03| 3114 3.70|4.08| 4461 | 1.036 | 0.635
Table 4. Factor analysis and reliability analysis of it _
the Pet-Food Selection Attributes Sale Store |3.86(3.87| 0.121 ||3.85]4.02| 2.093 |/ 0.200 | 1.922
Package 13 9113 95| 0.604 |3.77]4.07] 3.732" | 1.790 | 1.426
Factor Eigen % of [Cumulativ| Cronbach’ Hygiene
Attributes |Loading Value |Variance| e of % a/ Date Mark |3.81(4.03| 2.780 ||3.76|4.20 5.174* 0.559 |2.228
S Manufacturer]3.82(3.94| 1.770 |[3.77]4.05| 3.625 || 0.576 | 1.567
Labeling 0.735 Favorite
Origin 0.674 2,542 11.553 11.553 0.733 Taste 4.05|3.85| 3.671 (3.98|4.01| 0.685 | 1.301 |3.253
Date Mark | 0.628 Easy S 83(3.98] 1.946 [3.78]4.04| 3.096 [ 0.644 | 0.827
Favorite Taste| 0.507 asy Store |3.833. - 5 . 5 . .
Digestive | 0.735 Easy 13 8314.00] 2.041° [3.66|4.05| 5.213 |2.087 | 0.736
- Purchase
Favorite -
Toome | 0.69 Fresh  |3.84/3.99] 1.811 [3.79|4.10| 2.877" | 0.473 | 1.270
Clean 0.565 Favorite 4 .
17(3.95| 2.292 {[4.04]4.09| 0.465 || 1.173 | 1.607
Frosh 0.535 2.460 11.182 22.736 0.759 Texture
Nutritional Nutritional . .
Value 0.530 Value 3.91(3.87| 0.478 (3.79]4.03| 3.096 || 1.496 | 2.106
Safe 0.500 Package Safe|3.90|3.94| 0.580 |[3.89(4.16 3.339 | 0.112 | 2.678"
Easy Store | 0.673 Package B
Variety 0.649 Design 3.83(3.97| 1.946 (3.75|3.98| 2.763 | 1.022 | 0.068
C]S’.nve.giem 0.575 A;F:rtjle 3.89(3.96| 1.474 ||3.81]4.06| 5.661"| 1.927 | 2.159'
istribute 2346 | 10.665 | 33.401 | 0.726 <
Package 0515 *0.05
Design
Manufacturing 0.501
Process ~
Price 0.865 BHC QA Arrt B2 159 FAS 58=9 A
Manufacturer| 0.779 7}o] ZlolZ H| g AL =3 N E
Package | sog | 2013 | 10.152 | 43552 | 0.648 = o] ApolE MugE A4S el 0.05914 5
Hygiene | * Moz ougke Aeieo] o, 1EA) ke AEie
Cost-Worth | 0561 o 147]% WrkE APAL FRT - Rl A9}
Package Safe} 0.791 | ) go5 | 9570 | 53.123 | 0.609
Sale Store | 0.715 | ) ) ) okt AN FE o] tigt BHE Qx| ALV} X
Eas‘gi eri‘;lase gggg 1728 | 8852 | 61.975 | 0.652 JdEolME 8= A= 7\}017} SAHCR 9

KMO=0.872, X> = 1430.598, df=0.253, p=0.000
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Table 6. IPA matrix of Pet-Food Selection by High
Level Group of The Brand Awareness

Section Attribute
Keep Up The L .
I Good Work 1(Safe), 4(Digestive), 9(Cost-Worth)
8(Quality) 10(Clean), 13(Package Hygiene),
il COHIS‘IZ?SME 16(Favorite Taste), 20(Favorite Texture),
21(Nutritional Value), 22(Package Safe)
. 5(Manufacturing Process), 6(Origin),
M Low Priority 12(Sale Store), 15(Manufacturer)
2(Labeling), 3(Price), 7(Variety),
v Possible 11(Convenient Distribute), 14(Date Mark),
Overkill 17(Basy Store), 18(Basy Purchase), 19(Fresh),
23(Package Design)
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Fig. 1. IPA matrix of Pet-Food Selection by High
Level Group of The Brand Awareness
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Fig. 2. IPA matrix of Pet-Food Selection by Low

Level Group of The Brand Awareness
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Table 7. IPA matrix of Pet-Food Selection by Low
Level Group of The Brand Awareness

Attribute

1(Safe), 4(Digestive), 10(Clean), 20(Favorite
Texture), 22(Package Safe)

9(Cost-Worth), 12(Sale Store), 16(Favorite
Taste)

Section

Keep Up The
Good Work

Concentrate
Here

3(Price), 5(Manufacturing Process),
7(Variety), 8(Quality), 15(Manufacturer),
17(Basy Store), 18(Basy Purchase),
21(Nutritional Value), 23(Package Design)

2(Labeling), 6(Origin), 11(Convenient
Distribute), 13(Package Hygiene), 14(Date
Mark), 19(Fresh)

III| Low Priority

Possible
Overkill
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