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Analysis of Consumer Characteristics Based on the Importance and
Satisfaction of Grape Purchase

Hye-jin Shin’, Dae-young Hwang

Farm & Agribusiness Management Division, Rural Development Administration
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Abstract This study's intent is to determine the purchasing characteristics of consumers based on
different sales outlets at a time when the sources for purchasing agricultural products are diversifying.
In the context of a declining trend in fresh agricultural produce consumption among consumers,
particularly for grapes (where consumption has significantly increased due to the introduction of Shine
Muscat), we focus on identifying the purchasing decision factors among grape consumers. Given the
limited research on consumers' selection attributes and typologies across various purchasing outlets, this
study strives to delineate the characteristics of consumers based on their type, and uncovers crucial
satisfaction factors pertinent to different outlets. The significance lies in proposing marketing strategies
that can enhance grape consumption at different outlets despite a lack of comprehensive research on
consumer types and purchasing outlet preferences.

The analysis reveals that the primary purchasing outlet for grapes is predominantly large supermarkets,
with convenience of access being the most cited reason for selecting a main purchasing outlet when
buying grapes.

Consumers were classified into three clusters based on the importance of, and satisfaction with,
purchasing outlets when choosing them. Additionally, analysis revealed significant differences between
clusters in terms of the factors influencing grape purchasing decisions when considering purchasing
outlets and age groups. Furthermore, it is evident that consumers had diverse factors influencing the
importance of, and satisfaction with, purchasing outlets. This suggests it is possible to propose strategies
that enhance those factors. Understanding the consumer characteristics for each outlet is particularly
valuable when targeting differentiated consumer groups identified through clustering.

Keywords : Consumer, Importance-Satisfaction, Cluster Analysis, Purchase Location Factors, Grape
Consumption
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Table 1. Place of grape purchase and reasons for

selection
Spec. Purchase location Frequency (%)
Hypermarket 209(41.4)
Supermarket-SSM 128(25.3)
Traditional market 66(13.1)
Purchase location
Fruit and vegetable store 45(8.9)
Internet and mobile 25(5.0)
local Food store 32(6.3)
Taste-Quality 203(40.2)
Price 112(22.2)
Reasons for Accessibility 246(48.7)
sele;ting the Packaging 15(3.0)
specific retailer
(Multiple Safety 40(7.9)
responses) Delivery 39(7.7)
Payment 16(3.2)
Other 14(2.8)

Table 2. Technical Statistics and Reliability

Spec. Importance satisfaction
Synthesis 5.42+0.78 4.95+0.77
Taste-Quality 5.91+1.09 5.04+0.99
Price 5.76+0.99 4.32+1.24
Accessibility 5.34+1.07 5.25+1.10
Packaging 5.22+1.03 4.92+0.92
Safety 5.73+1.13 4.8240.98
Delivery 5.00£1.26 5.01+£1.07
Payment 4.98+1.25 5.31+£1.09
Cronbach' a 0.818 0.847
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Table 3. The demographic characteristics of the
research participants.

Table 4. Importance Factor Analysis

Measurem| Factor |.. Variance RN
Spec. ent items | loading Eigenvalue| %) Reliability
Spec. Perc(ri/r;tage Spec. © Delivery 842
§ I ) Payment 824
mportance -
Male 127 Fourth 1 ) 6 of produce[Lackaging| 687 | ,54y | 35308 | 804
Income| quartile Accessibili
Gender o - purchase 591
Quintile]  Fifth ty
Female 87.3 L 16.2
quintile Safety .534
30 - 39 21.2 Gangwon 0.6 Inherent [Taste'Qual 819
40 - 49 22.0 Gyeonggi | 34.7 importance ity )
: 1.78 25.560 .602
Age 50 -59 | 255 Gyeongsang | 5.3 of the [~ e
rice .789
60 older 31.3 Gwangju 1.6 product
Presence of] No 71.5 Daegu 3.0 KMO(Kaiser-Meyer-Olkin) Sample adequacy = .812
children Yes 28.5 Daejeon 2.0 df=21,_Significance level=.000
One-person 21.2 Busan 5.5
Two-person 22.0 Seoul 29.5
Number of[Three-person]  28.1 Region| Sejong 0.2 Table 5. Satisfaction Factor AnalYSiS
households| Four-person|  24.6 Ulsan 1.6
: Measurem| Factor |.. Variance o
Flvepsgp?ewre 42 Incheon 7.9 Spec. ent items| loading Eigenvalue %) Reliability
First quartile| 22.4 Jeolla 2.2 Packaging| .821
Second ] Safety 795
Ian'oir'lle quartile 16.6 Jeju 1.2 Delivery 786
uintile
i Third 222 Chunacheo 48 Product Accessibili 780
quartile ‘ ungcheong & satistactionl— 1 : 4033 | 57618 | .872
All 505 individuals 100% Payment | .751
Taste-Qual 747
ity i
2.5 QO |_|$|_k| Price .617
Y e KMO(Kaiser-Meyer-Olkin) Sample adequacy = .874
% tﬂo]E'PE ing e :’LDH /\H]Z ] ] }é—:rl‘}_}\]‘% 6]-0:] df=21, Significance level=.000
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2.7.1 28 & FOX X0
8% % TELO] A/F/1 4 2 FA 9 Ao
& (Table 8) i} &t} 5% A Ao AL wru{vpA
/SSMY] H]&o°] 31.1%=& B Lol Hlaf #=3kom,
Qo] A% AR mo] 10.9%. 4 UL 0.0%2
si3 Aolg BT, FoAE B4 A3t FRE 24
. W oo ols foltt Aom ety
1 2 3 4 5 6 7 8 9 10
Number o Gusters (K) =20.417, p<0.05).
Fig. 1. Elbow Method for Optimal K o] AL A Aol FPuiE v 58 5% E}
2ol Bl Hekon, fuulHl/SSMO] Hl&2 31.1%
A 8 FRES} USE 2P| TIESAE (Table 2 %) vepiey, vhlAR 3 Mge] 49 eyl B

7000

6000

Within-Cluster Sum of Squares (WCSS)

6%} (Table 7)ot At HFo] 13.1%2 %A Yebdtt. 7lolAlE 474 A v
25 24 8 FoHY Aol foIT RO ehget
Table 6. Cluster Analysis of Importance (:?=36.115, p<0.001).
Low Medium High
Spec. F
60 @59) (156) Table 8. Purchase Locations by Cluster
Taste-Quality |4.92+1.06 |5.88+1.00 | 6.53+0.77 [g1.715" "
Price  |5.1241.05 |5.5940.89 | 6.40£0.75 | 68 661" ** Spec. L(‘;‘)” Me(ff/i)“m %)h N
Accessibility [4.33£0.99(5.14+0.80 | 6.26+0.76 |172.165" " Hypermarket | 35(38.9) |110(42.5)] 64(41.0)
Packaging | 4.10+0.86 | 5.07+0.70 | 6.10£0.83 |199.792" " * Supermarket:S| yo.21 1y | 65(25.1) | 35(22.4)
M . . .
Safety 4.48+0.97 |5.70+0.94 | 6.50+0.80 [143 185" ** —
e Tradltl‘f“al 11(12.2) | 36(13.9) | 1912.2)
Delivery  |3.61+1.02 | 4.75+0.83 | 6.21£0.85 73 720 market
- Tis Importa| Fruit and ¥
Payment 3.64%1.15 | 4.74+0.8 |6.15+0.87 42270 nce vegetable 9(10.0) | 24(9.3) | 12(7.7) 20.417

*p<0.05, " p<0.01, “ p<0.001 store

Internet and 000.0) 8G.1) |17(10.9)

mobile
Local food -
Table 7. Cluster Analysis of Satisfaction store 708 | 166.2) | 968
Hypermarket | 70(38.5) | 82(42.7) | 57(43.5)
Low Medium High K
Spec. (182) (192) (131) ’ Squsnﬁrke[S 55(30.2) | 49(25.5) | 24(18.3)
Taste'Quality [4.36+0.81(5.19+0.71 |5.77+£0.98 [{18.048" " Traditional 28(15.4) | 2312) | 15(11.5)
market ) )
Price 3.4240.92 | 4.68+0.84|5.06+1.37 114611 " satisfact]  Pruit and
Accessibility |4.47+0.785.18+0.81 | 6.44+0.78 236‘176*** ion vegetable 158.2) | 190.9) | 118.4) 36115

store

Packaging | 4.22£0.66 | 4.9940.56|5.81+0.87 po4.807" " Internct and

Safety 4.08+0.66 | 4.99£0.75 | 5.58+0.96 |149 411" * mobile

o e Local food
Delivery 4.29+0.75 | 4.89%0.68 | 6.21+0.85 [p54 200 store

42.2) | 3(1.6) |18(13.7)

10(5.5) | 16(8.3) | 6(4.6)

Payment 4.53+0.83(5.13+0.69 | 6.64+0.54 345‘237*** *p<0'05, **p<0‘011 “p<0.001
"p0.05, " p<0.01,

s

p<0.001
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Ol (Table 1)} 20 T1oIAS 29 85 305 2

A8 A ojRe] Aol Rels] gkem(=2.121,

23 F8% v__%l d g8 zlol= RoHA] koo p>0.05), "E7HA 2 ‘ﬂ—i‘—E E3E Fo5kA] k2 AR
(¥*=2.121, p>0.05), "BRFHAE TEE T3 595k UERgtH(:*=0.688, »>0.05).
A2 Ao YEPHTHX*=0.688, p)0.05).
Table 11. Presence of children by Cluster
Table 9. Purchase Locations by Cluster Tow Modim Thigh -
- — — Spec. ® @) ) X
Spec. o coum 18 2 , No | 75(83.3) | 226(87.3) | 140(89.7)
) ) 2 Importaned™ T 5(16.7) | 33127) | 16003) | 12!
Importa| Male | 15016.7) | 33127) | 16103 | octionNo_ [ 156857) | 169(88.0) | 116885) | oo
nce | Female | 75(83.3) | 226(87.3) | 14089.7) | satlstacton™ o T 6(14.3) | 23012.0 | 15(115) |
satisfacti Male | 26(14.3) | 23(12.0) | 15(11.5) 0.688 "p<0.05, “'p<0.01, T p<0.001
on | Female | 156(85.7) | 169(88.0) | 116(88.5) |
"p<0.05, “"p<0.01, """ pco.001 )
2.7.5 #& 4 77 £ X{0|
8% 9 TEEo] A/F/1 A E A ofFo] 2
273 ZF g g X0 o R © == -

8% 9 TR A/F/1 £ E A% Aol
(Table 10) 7+ Zt}. 8% A Aol 3¢ 30 ols}
9] g0l 26.7%, 40ti7F 30.0%= Et ol Hls) dig
ARG Y vl go] 2 Ao Yt v 50tH9] Hl&
2 17.8%2 Wokow, 1 ko] A9 50the] H]Eo]
30.1%2 EF 0] 1] oH =4t 7oAl A% A 5
A= 3 9 AP Aol fogt Aoz YEpgt
(x*=15.377, p<0.05).

il ghEE A Jeo] B9 60t o] Hlgo]
40.1%= =5kom, 30t o|ske} 40 o]ste] HlEo] Z+
7t 17.6%, 17.0%2 € 4 Bls) Wkt 1 oo
7% 304 015}7} 27.5%, 50t ool 29.8%= T
AR HEo| w2 AoE ettt 7lolAlE A 2
S 23 E Agde Aol RS AoE UrE}
WCH?=20.744, p<0.01).

i

Table 10. Age by Cluster

Low Medium High .
Spec. %) ) %) X
30 - 39 | 24(26.7) | 50(19.3) | 33(21.2)
Importa 40 - 49 2760.0) 47(1841) 37(237) %
nce | 50 - 59 | 16(17.8) | 66(25.5) | 47G0.1) | 15377
60 older | 23(25.6) | 96(37.1) | 39(25.0)
30 - 39 | 32(17.6) | 39(20.3) | 36(27.5)
satisfactil 40 - 49 | 31(17.0) | 47(24.5) | 33(25.2) .
on |50 - 59 | 46(25.3) | 44(22.9) | 39(29.8) | 20-744
60 older | 73(40.1) | 62(32.3) | 23(17.6)
"p<0.05, T Tp<0.01, T p<0.001

o] (Table 12)9} 2t} 7lo|A|Z A4 27 29% =2
7 9 A ojf9] Zpol= KOI5HA] Ao H(*=7.851,
250.05), T2 R T E3 Soloh] ok Ao
UEPETHx*=11.837, p)0.05).

Table 12. Number

of households by Cluster

Medium
%)
47(18.1)
61(23.6)
78(30.1)
66(25.5)

7(2.7)

33(17.2)
40(20.8)
58(30.2)
52(27.1)

94.7)

Low
(%)
24(26.7)
15(16.7)
24(26.7)
22(24.4)

5(5.6)

40(22.0)
45(24.7)
54(29.7)
40(22.0)

3(1.6)

High
%)
36(23.1)
35(22.4)
40(25.6)
36(23.1)

9(5.8)

34(26.0)
26(19.8)
30(22.9)
32(24.4)

9(6.9)

Spec.

X’

One-person
Two-person
Three-person
Four-person

Importa
nce

7.851

Five or more
people
One-person

Two-person

Three-person
Four-person
Five or more
people

p<.01, "

satisfacti
on

11.837

"pc0.05, " p<0.001

EH
=

2.7.6 =8 {0
F8E 9 == A/F/2 57 Aol
© (Table 13)3 2t $2%9 73 Aol 184
Hlgo] 1, A Feto] 329 Hl&o] B 3o vls) &
% Ao & UeARE, 7holAls A 2% 8% 34
AEHRO0] Aol 99057 o}gm(xz—u.zso,
p>0 05). "R7HAZ T E]E A FT] B¢ 189
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H|go] =11, 11 ko] -9 5EL] vl&o] =49, 7t 2.8.2 TSAIE 0| Al E2E ¥ UEE 2N
oAE AH AT SO B Aom URRITHY  mEA 7] A 7] B4 FREEE 24 2
=5.422, p)0.05). g, A AN E 2 F859 2 WEE] g
a7t AEL Gl FoR AR YEow AW 1
Table 13. Income Quintile by Cluster 7] 847} BREQlon X&ZFQ G4 9 -2 T
Spec Low Medium High 9 %—8-7]' 9»711(:)1 = 4“]5}5}.
: 0 | 0o | 0 | X A AR 2o FaTel e Er] 84
First
qanle | 2002) | 49089) | 4428.2 I} QB O Qo AR RO FhA ‘oA
jijft‘jli 18(20.0) | 39(15.1) | 27(17.3) g 2714 847 ERECH, o] | Heto] HYF
f Zo ol X8 ™ 0]o o 3
Importa\ - Third | 557 o) | 500208) | 28017.9) | 11.230 A1 =4 B A davt Sles emiRich
nce quartile
Fourth
: 17(18.9) | 66(25.5) | 31(19.9)
quartile Table 15. Importance and Satisfaction of Purchasing
F}m? 10(11.1) | 46(17.8) | 26(16.7) Characteristics at Traditional market
quintile
First 1 46(25.3) | 38(19.8) | 20022.1) Purchasing .
quartile Spec. h o Importance | satisfaction
Second Characteristics
quartile 3107) | 36(18.8) | 17(13) Quadrant 1 Taste'Quality 5.74 5.15
satisfacti  Third Price 5.71 4.65
on quartile 4223.1) | 38019.8) | 32244 5.422 Quadrant 2 Safety 5.74 4.74
Fourth _ s Packaging 5.24 4.85
quartile 37(20.3) | 48(25) | 29(22.1) Quadrant 3 Delivery 498 474
Fifth Payment 4.83 5.02
quintile 26014.3) | 32016.7) | 24018.3) Quadrant 4 Accessibility 5.18 5.26
"p<0.05, " p<0.01, """ p<0.001
2.83 #+HOE 10§ Al Z2F ¥ UFE 24
2.8 THHxNE S2& X UEE 24 Sl o) A o) S49] FRERSE 24 2
2.8.1 LHHOIE 70f A| SQF L DIEE EA I A AR 2 5850 w2 +591 2
QPutE o A] 7o) E40] ZewulEr 24 g 27F AR Sl G AR FEoR FE A 1
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Table 16. Importance and Satisfaction of Purchasing
Characteristics at Supermarket-SSM

Table 14. Importance and Satisfaction of Purchasing Spec. CEWCE?‘S?“{E} Importance | satisfaction
Characteristics at Hypermarket aracteristics
Quadrant 1 Taste'Quality 5.78 4.79
Spec Purchasing Importance | satisfaction Pri 4.2
pec. Characteristics por atistactt Quadrant 2 rice 558 -20
Taste'Quality 5.92 5.12 Safety 5.58 4.55
Quadrant 1 = — -
Accessibility 5.44 5.29 Quadrant 3 Packaging 5.14 4.73
Price 5.80 4.24 -

Quadrant 2 Safety 573 405 Delivery 4.90 4.88
Quadrant 3 Packaging 5.25 4.96 Quadrant 4 Payment 4.90 5.09
) Delivery 5.00 5.08 Accessibility 5.14 4.73

Quadrant 4 Payment 5.01 5.44
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Table 17. Importance and Satisfaction of Purchasing
Characteristics at local food store
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Table 19. Importance and Satisfaction of Purchasing
Characteristics at Internet and Mobile

Purchasing . . X
Spec. O Importance | satisfaction Purchasing .
Characteristics Spec. o Importance | satisfaction
Characteristics
Taste'Quality 6.18 5.18 Deliver 6.16 6.40
uadrant 1 Y : -
Q Safety 6.09 5.37 Quadrant 1 Payment 5.96 6.40
Quadrant 2 Price 5.96 4.43 Quadrant 2 Tastre)‘r'QCl;ality 22(6) izg
i . .
Quadrant 3 Accessibility 5.12 4.81 Quadrant 3 Safety 580 476
Delivery 4.48 4.81 o Packaging 5.56 5.32
Packaging 5.21 5.28 Quadrant 4 Accessibility 5.92 6.00
Quadrant 4
Payment 4.65 5.18
2,85 LUMATP T Al ZQE U UEE 24 3, #=
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Table 18. Importance and Satisfaction of Purchasing
Characteristics at Fruit and vegetable store
S Purchasing I . tisfacti
pec. Characteristics mportance satisraction
Quadrant 1 Taste-Quality 6.02 5.24
Price 5.71 4.40
Quadrant 2
Safety 5.82 4.66
Quadrant 3 Delivery 4.73 4.84
Accessibility 5.12 4.81
Quadrant 4 Packaging 5.21 5.28
Payment 4.65 5.18
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