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Analysis of Consumer Intentions toward Functional Foods Purchase
-case study on processed food products using new cultivar lettuce-

Hye-jin Shin, Hong-jin Lee

Farm & Agribusiness Management Division, Rural Development Administration
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Abstract This study evaluated the factors influencing consumers' purchases of functional foods amid the
growing trend in this market segment. The findings showed that for Hukharang rice cake products, an
exceptional taste profile characterized by sweetness, a pleasant aroma, and a balanced texture of
firmness and smoothness significantly affected the purchase intention. Furthermore, a reduced residual
sensation in the mouth, coupled with the preferences for color and overall consumer satisfaction,
correlated with increased purchase intention. Similarly, for Heukharang tea bags, the consumers
demonstrated a higher purchase intention when the tea offered a pleasing taste, aroma, preferred color,
and smooth throat sensation. In addition, convenience and overall product satisfaction are crucial in
driving the purchase intention. This study provides valuable insights into consumer purchasing behavior,
particularly as the melatonin content of Heukharang is utilized in developing various processed foods.
In the future, it is essential to highlight the functional benefits, understand the factors driving consumer

preferences, and enhance product quality accordingly.
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Table 2. The influence of the taste of rice cake
containing 2% Hukharang lettuce powder
on purchase intention

og Eﬂ%’f 0*7“4 E] H AE EHAE 9 HERAE A — - = 3 - >
ASoAct. ATevdAte] QIFRSAIRH S Tt ok Intercept| 1.798" .367 4.900 .000
Sweetness| .143 064 164 2.242 .026
Table 1. The demographic characteristics of the Bitterncss| 068 070 085 974 331
b cioant . . . . .
research participants Off-taste| 036 | .062 | .052 | 587 | .558
Items Count Percentage (%) F(p)=3.717(.012)", R*=.054, Durbin-Watson=2.317
Male 33 16.5 'p<.05, “p<.01, Tp<.001.
Gender
Female 167 83.5
20 - 2 18 .0
- : 2.2.2 SH0f =St 0§ o
30 - 39 40 20.0 s e ==
Age 40 - 49 46 23.0 ol F78Q% 23 o] Fuff 9ol X At
50 - 59 60 30.0 = (Table 3y9} 7t} 1 AT} Skt oF7io] sRe. T
Above 60 36 18.0 _Q]Eoﬂ _1_5._7_-]]73] o= Tr__,]u] S} 7(—](.'.)_,] Cﬂog:__ ]ﬁu}
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Employee 93 8.7 - -
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Table 3. The influence of the Flavor of rice cake
containing 2% Hukharang lettuce powder
on purchase intention

Table 5. The influence of the ease of consumption
of rice cake containing 2% Hukharang
lettuce powder on purchase intention

Spec. B SE B t P Spec. B SE B t P
Intercept| 1.508" | 294 5124 | .000 Intercept | .744 | 359 2073 | .040
Chew
Flavor | 313" .060 347 | 5205 | .000 ability | 162 | 084 A71 1935 | .054
F(p)=27.088(.000) ", R*=.120, Durbin-Watson=2.282 Swallowing| .084 .095 .089 .882 379
"p¢.05, “p<.01, “pl.001. Residual | o | g5 228 2.385 018
sensation
F(p)=14.888(.000) ", R*=.186, Durbin-Watson=2.159
2.2.3 AlzZiof st 2OY o) "p<.05, "p<.01, p.001.
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Table 4. The influence of the texture of rice cake
containing 2% Hukharang lettuce powder
on purchase intention
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Table 6. The influence of the color of rice cake
containing 2% Hukharang lettuce powder
on purchase intention

Spec. B SE 8 t P Spec. B SE B t P
= Intercept| .885 392 2.258 .025
Intercept 944 412 2.290 .023 Color 369" 067 362 5.463 000
Firmness | .209° | .085 | .200 2.446 015 F(p)=29.846(.000)"", R*=.120, Durbin-Watson=2.191
Smoothness | 185 | .083 | .182 2.224 027 "p¢.05, "p<.ot1, “pC.oot.

F(p)=12.721(.000)"", R*=.114, Durbin-Watson=2.207

"p<.05, “p<.01, “p<.001.

2.2.4 8% 80190 st F0f o=

B3I F782% =) A oldel il 2=of 1]
A= ZAFE (Table 59t 2t 1 A3, A%k 23
(B=.197, p<.05)2 1| o=of Aoz fFefulet 4
(DY FFS vHh ¥, IR REe(B=.162,
p>.05)7 & |7(B=.084, p».05)2] &IR= Folulst]
AT o] Bt PA FEH o] LE | 9

T S7IHIARE AH 8ol T 4R FeEe
£ g3o] 3t A2 T oot o] glglE
Ehdlic}. whebd A3 8ol T Ate] A& o] Sok
Y 2% X Fokd 9789 7 oo Sa%t 8
&2 285

OO

227

2.2.6 THXQI 7|SE0] &St FOf 2=

ol P7B2% E3) AAHQ] 7157t ) &
of mAi= A= (Table 7> 2ot 1 A, A2
715 %(B=.515, p<.001)9 &= HHEHeE [
StHA vEhdth o] Axb= AAIFRI 715 Rt BEaE
ol w7t BHASS etk whebd 7138 o
Table 7. The influence of the overall preference of

rice cake containing 2% Hukharang lettuce
powder on purchase intention

Spec. B SE B t P
Intercept .305 .330 924 .357
pr(zfvef:i | 5157 062 | so8 | 8305 | 000

F(p)=68.965(.000) ", R*=.258, Durbin-Watson=2.198
'p<.05, “p<.01, Tp.001
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sste op7pel o ofiol AEe] U % Tk 2 e s harang lectuce povder
go] £93%F 34 ZE51ich
Spec. B SE B t P
Intercept | 1.097" 422 2.602 .010
Table 8. The influence of the taste of rice cake Firmness | .09 086 1090 1117 265
gin;fféﬁisg‘%;niii?oa;ang lettuce powder Smoothness] 278" | .082 | 271 | 338 | .001
F(p)=11.941(.000)"", R*=.108, Durbin-Watson=2.206
Spec. B SE B t P 'p<.05, "p<.01, Tpc.o0l.
Intercept| .501 342 1.465 144
Sweetness| 240" .062 253 3.894 .000
Bitterness| .034 .075 .040 445 .657 2.3.4 ﬂ-’ﬁ—l ROIA"O‘” '_o'—I- ;”]H OlE
Off-taste| 2617 072 332 3.638 .000 551 AB(4% 2T AF 8oligo] Fuf Qxof m)
F(p)=21.759(.000) ", R’=.250, Durbin-Watson=2.065 A= ATE (Table 11)9F Z2th 1 Az} Yrjo] B

<05, "p<.01, p<.001.
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Table 9. The influence of the Flavor of rice cake

F=(B=.199, p<.05)T Yre] Z=7HB=.301, p{.001)

2 Fuf o] FAFOR Fouldt H(+)] FFE vl
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Table 11. The influence of the ease of consumption
of rice cake containing 4% Hukharang
lettuce powder on purchase intention

containing 4% Hukharang lettuce powder Spec. B . St 8 ! P
on purchase intention Intercept 646 317 2.042 043
Chew ability| .199" .085 219 | 2337 .020
Spec. B | F 8 t P Swallowing | -.008 | .105 | -009 | -079 | .937
Intercept| 1.347 .288 4.687 .000 Residual
Flavor | .3617" .060 391 5.981 .000 sensation | 01 072 363 4.160 000
F(p)=35.767(.000) ", R*=.153, Durbin-Watson=2.274 F(p)=23.096(.000) ", R*=.261, Durbin-Watson=2.096
'p<.05, “p<.01, “p<.001. p<.05, “p<.01, "'p<.o01.
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B=.410, p.001)2] EI1= A+)H oz Qolsigrt. o rice cakes con 6 6
E: }\M}C:] po< 9\(;_:];\; O:j;ﬂgl o_—fm)ﬂdg&;jﬂz;%gl Hukharang lettuce powder
oigict. weby AEY) AL T RS BOIE F g [ st T | b
Q% a4z a5 Average| 10 | Average | SD
?;re‘;};a;‘j 2990 | 1.112 | 3.010 | 1.125 | -.324 | .746

Table 12. The influence of the color of rice cake P05, p¢.0L, p.001.

containing 4% Hukharang lettuce powder
on purchase intention

2.5 S5k El (1 15| 1E[8H)

S e me e R Zoig Eao] A9 19 18] 1593} 19 13] 2E)
Intercept| .696 424 1.644 102 o
I X [©) olL-_7] mlorslad
Color | .410™ 074 367 5.548 .000 ‘j(j Zetel Ejﬂ- :’LOUH ’]Ej 2=A 3 o}’;"q—‘ ‘?_Xi
5 o ot
F(p)=30.779(.000) ", R*=.135, Durbin-Watson=2.099 19 19 1599 Fpof 2 i o ohgrt L.

p<.05, “p<.01, “'p<.001.
2.5.1 Stof| st 0§ o=
2.3.6 MAXOl 7|SE0| 25t O o= S5k (1 19] 154 gto] 7] 2)keo] vlA|=
S PAU% B AR s|Enst 7o o oot (Table 159 @t L 23, S35 Akl 5l
o UAE AT (Table 139 Aek. 1 A, Aay e IHHAZ FETIRIGEHE=.55, pC.00L). ]
ol 7|5 %(B=.584. p(001)9] = HHHog o]  orre ROl LFUFS FH| A=t STRIAEE <vl
SoA Rt of sk WA TR} e T or] SO AR o) SRS seelod] Rl
2 7o olwrt Z/IRe S e, mep Fsy o onT A% AN
A Fot 2 4%s EAT ok 7S T Q= Table 15. The influence of the taste of tea made

o
£ olg #8535 g9log ZE5qiTt with a single Hukharang lettuce tea bag
on purchase intention

Table 13. The influence of the overall preference of . = = 3 -
rice cake containing 4% Hukharang lettuce — — E
powder on purchase intention Intercept| .995 306 3.252 .001
Taste | .4537 | .057 493 7.943 .000
Spec. B SE L t P F(p)=63.086(.000)", R%=.243, Durbin-Watson=1.877
Intercept | .070 .265 .265 792 "5¢05, “plOL " pl.00L.
Overall | 5o | 051 | 629 | 11395 | .000
preference
F(p)=129.850(.000)", R*=.396, Durbin-Watson=1.993 2.5.2 k| BSH [0 Q=

"p<.05, “p<.01, “pC.001.
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A2 (Table 169} &t} 1 A3}, S5 249] 2
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Table 16. The influence of the aroma of tea made
with a single Hukharang lettuce tea bag

%93tk gQlog Z

255 S8 Holol et 70f ol
Z5tey E(1 12] 164) &8 ool 7o) o)
of Bl AT (Table 19)9} 2. 1 A7}, 98
e 7of ool st} AR foulet X*(+>

o] 3k m|HTHB=.304, p<.001). o] k= 28 H
A= 9vlotH,
Q3 @

=

on purchase intention
Spec. B SE B t P o =
Intercept| 1.5127 | 337 4.494 .000
o] Q2B =
Aroma | 357" .063 372 5.631 .000 ol = 7 “];EL 57Fot
5= O
F(p)=31.705(.000) ", R*=.139, Durbin-Watson=1.823 ot XH T el 3ol &6 W2 B
"pC05, "pC01, pl00l. 298 YRk
= Table 19. The influence of the drink convenience of
AdOj| ZSH J2O 9
2.5.3 Ho| &t 10K 2l tea made with a single Hukharang lettuce
S5l glui(1Y 13 1E]9) Mo FLuf] Q%9 u|X]= tea bag on purchase intention
él}i <Table 17>94' Z—:}q— a ﬁa‘q—v :TLUH "]Eoﬂ EH(\)_]: Spec. B SE 8 t P
A(B=.409, p<.001)] BI= F(HH o2 FootATt. Intercept | 1.583" | 401 3.948 | .000
MR AT e el T R
I IR o, e Aol e
W OEE olig ZQdt QAD 2 F(p)=20.385(.000) ", R*=.094, Durbin-Watson=1.697
I 9&=E Foled 8% =2 285t "pC05, "p<.01, pC.00l.
Table 17. The influence of the color of tea made ol A= . o
with a single Hukharang lettuce tea bag 2.5.6 TRl M0 et A0 A
Zak H(12 18] 184 AR At op
= AAZ (Table 20>¢}F At} 1 A3k A
AWl e
F A5 et S

Ojzo] wA]
HEhQl Asre EAFOo=R Qou|gh

on purchase intention
Spec. B SE B P
Intercept| 4.903 | .408 12.030 .000
Color | .409™ .072 373 5.650 .000 u]HrKB=.585, p<.001). o] A= At
F(p)=31.918(.000) ", R’=.139, Durbin-Watson=1.815 28pg ) o)yt Zrleleles Uehdth ek
* o AT = 1 .
(.05, p<01, {.001. _
e 3 2] ol Sl ST Slof ANEEQ
A= 3 848 Agsiqch
254 5 F4o|| et 70 2=
Soit (1Y 13 159) & gxlo] Ff oo Table 20. The influence of the overall preference of
u|x]= AFE (Table 18)9} 2t} 1 A3}, 1o 9% tea I}x)lade with a}?ingle Hukf'larang lettuce
o Tt = g7e] ave Ao Soulskict tea bag on purchase intention
(B=388, p(.001). o AT & |go] S4qps ¢ _see | B [ w [ p | o+ T ¥
Intercept | .149 .338 441 .659
Table 18. The infl ¢ the Swall ; Preference| 585" | .060 .568 9.680 .000
able e influence of the Swallowing of tea — P — -
made with a single Hukharang lettuce tea - F*(’p)—93479*4(4000) L R =322, Durbin-Warson=1918
bag on purchase intention p(.05, pCOL, pC.00L.
Spec. B SE B t P
Intercept | 1.192° | 366 3258 | .00l 2.6 Sotd ElM (1Y 13| 2E|4H)
Swallowing| .388"" .064 .396 6.048 .000 _ﬁ-_ﬁ], E] 101 lq ZE]HH_,] ._,O_oﬂ tq,__ :ILUH _’]E
F(p)=36.581(.000) ", R*=.157, Durbin-Watson=1.84
i (p) 365610000 57, Durbin-Watson 9 L geg g,
p<.05, p<.01, p<001.
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2.6.1 Stofl ket 0§ o=

Zok (1 13] 2epa) Gho] of o] vl

232 (Table 21)9} 2t} 1 23}, Sl 29| gel
AT HHHOE FuISIHkB=.327, p<.00D). ]
A3 gro] S5T4E o] st Z7HSHSS ofn]
Bek e S0 Ao) 7 g ol dl 510
83tsict,

¢

Table 21. The influence of the taste of tea made
with double Hukharang lettuce tea bags
on purchase intention

Spec. B SE B t P
Intercept| 1.733" .280 6.190 .000
Taste | .327" 054 394 6.022 .000
F(p)=36.260(.000) ", R*=.155, Durbin-Watson=1.894
"p<.05, “p<.01, “p<.001.

2.6.2 0| 2ot 7O o=

5ol gul(1Y 13] 28W) o] il Qo] vl
ZAIZ (Table 22)9 2t 1 A3}, Soig 29| &2
T Qo] FAHCR fou|gt H(+)9 FFE vIA
tHB=.315, p<.001). o] A= 7‘]’—4 ol f5TLE
AES 7 QE= ST —4”] gt} wEA &
s}e) 29] gko T OEE kol g3t golow
&5t

Table 22. The influence of the aroma of tea made
with double Hukharang lettuce tea bags
on purchase intention

Spec. B SE B t P
Intercept| 1.747" 1328 5.320 .000
Aroma | 3157 .062 339 5.051 .000

F(p)=25.517(.000)", R*=.115, Durbin-Watson=1.829

"p<.05, “p<.01, “p<.001.

3 AHof| 25t 0
=5k B 13] 284) Ho] Frf o] vl
B2 (Table 23)9F Zet. 11 A3, 7 ojkof gt
A(B=.327, p<00D)9] HIt= FHHOR Festalrt.
ole Mol e=at Uebd5 B35 Aol it %LUH
= S7PeIAES Qmdtt wEtA AlEe] A
) OEE goled 2T 84% 8ot
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Table 23. The influence of the color of tea made
with double Hukharang lettuce tea bags
on purchase intention

Spec. B SE B t P

Intercept| 1.647" 350 4.710 .000

Color | 327" .065 337 5.017 .000
F(p)=25.172(.000) ", R*=.113, Durbin-Watson=1.856

"p<.05, “p<.01, “'p<.001.

2.6.4 = g0 2ot {0 o=

Solg g1 13] 289) & gzio] Ff Qjkoj
u|X= ZaZ (Table 24>} 2t} 1 A3}, 1 9
o tiet & dx9 aAde FHHCE FYnstt
(B=.335, p<.001). °] 7331}& B gzlo] 955k 1
W} &7t STVt e UEhdTh b S5kt 2k
T Qo] & Y2 583 891og 859t

Table 24. The influence of the Swallowing of tea
made with double Hukharang lettuce tea
bags on purchase intention

Spec. B SE B t P
Intercept | 1.5827 | .320 4.950 .000
Swallowing 335" | .058 378 5.724 .000

F(p)=32.764(.000)"", R*=.143, Durbin-Watson=1.885
pC.05, "p<.01, Tp<.001.

2.6.5 & HAYY et 70 o=

Sl HH(1Y 13] 289) 5§ ool 74 9=
of WA= Z7}E (Table 25)9F &t 1 23}, 28

opge ol olwol tfstel EAHOR felulst A(+)
9] FFZ v|HTHB=.236, p<.001). o] A= 28 H
ool S4e4E T JEL S7H5HESS mjshl,
B3k 2po] 7o) oo o] &8 WYL FaTt &
A9ES UEhit,

Table 25. The influence of the drink convenience of
tea made with double Hukharang lettuce
tea bags on purchase intention

Spec. B SE B t P
Intercept | 2.049 | .362 5.658 .000
Drink 236" | 064 | 256 | 3710 | .000
convenilence

F(p)=13.766(.000) "
"p<.05, “p<.01, “pC.001.

. R%=.065, Durbin-Watson=1.765
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2.6.6 MHIHQl MBS0 st 0 2=

3] 2€)Wl) AAFQA AEE7) JLuj
9zof Hjz|= 232 (Table 26)9F 2ot 1 ﬁ-“} A
Rl ABETL 95048 ) olwrt F7159S S
ehich, web Soe A9 7 SJEE Al
g 9lo] AuHAQl MEEE a3 @42 gkt

_Iloll
o
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o
)
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Table 26. The influence of the overall preference of
tea made with double Hukharang lettuce
tea bags on purchase intention

Spec. B SE B t P
Intercept | 1.1717 | 306 3.820 .000
Overall | 4rh= 1 057 464 | 7344 | 000
preference
F(p)=53.939(.000)"", R*=.215, Durbin-Watson=1.885

<05, "p<.01, p<.001.
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