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ABSTRACT

Objectives: This study analyzed Japanese consumers on their sauce consumption, and
assessed the relationship between consumer innovativeness and consumption behavior for
new sauce products.

Methods: The survey was completed by local consumers visiting Korean restaurants in
Osaka, Japan, in September 2018. The demographic characteristics, consumption of sauce,
consumer innovativeness, and factors of theory of planned behavior were evaluated. Totally,
150 collected data were analyzed using the IBM SPSS Statistics 25.0 Program (IBM SPSS
INC, Armonk, NY, USA).

Results: Results of the survey indicate that Japanese consumers purchase a sauce by
considering the taste and food utilization. Sauce purchases were maximum at mega markets
and supermarkets. The consumer innovativeness for Japanese consumers was based on 3
factors: ‘Purchasing adventurous products (3.51 +0.96)’, ‘Active information seeking (4.36 +
1.11)°, and ‘Interactive information seeking (4.33 +1.02)’, where the tendency of ‘Active
information seeking’ was the highest innovativeness factor. Furthermore, higher values of
perceived behavior control (4.68 +1.21), attitude (4.66+ 1.41) and subjective norm (4.39 +
1.28) were revealed, when assessing for theory of planned behavior factors. Correlating the
variables of consumer innovation and factors of planning behavior theory, ‘Active information
seeking’ is a positive attribute for attitude (p<0.016), subjective norm (p<0.001), and
perceived behavior control (p<0.002). These 3 factors also had significantly positive effects
on purchase intention for new sauce product (p<0.000, p<0.000, and p<0.002, respectively).
Attitude was determined to be another very influential variable for purchase intention of a
new sauce product (B=0.484, t=6.881).

Conclusions: The results of this study determine the consumption patterns of sauce for the
Japanese consumer, and the relationship between consumer innovativeness and consumption
behavior for Korean traditional sauces. We believe the data generated from this study will
help determine a marketing strategy to enter the Japanese market.

Korean J Community Nutr 24(5): 374~383, 2019

KEY WORDS new sauce product, Japan, theory of planned behavior, consumer innova-
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AJE] AT}, ZH)2} H41/dE Exploratory
buying behavior tendencies (EBBT)E €83 a1+
o] 2n|z} FAY B8-S wpEo = & 90%E0 2 A5
om[25, 26], A FolE MFs Aol A
T 8WE} FpbA] 1P 4%Eh X7} S BA] 455} ;Luﬂ
5 4539 F 20502 AT 27 -29].
FS9 uE A= FEARE I Lol wiAlgto] 7Zq
bipolar adjective =2 ARl 1, =94 71, A2Hg
B35 A, 7 2= Likert 74 2= (1. A8 1814 ¢
th 4. Bgotk. 7. v THTH E 7E 0% AESich

3. SHEN

2 AT EARALS IBM SPSS Statistics 25.0
Program (IBM SPSS INC, Armonk, NY, USA)& o]&
ato] AT ZA N gAEe] URAREY, AR} S4Bl
=, 794 o A4 3% EAls 9x 24 (Frequency

o}g3)o]

analysis) 2 7]4%4] (Descriptive analysis)S

Table 1. Consumption of sauce

Ak 2la HA S AAE SR vl
T=

A& solE HyE2 U d&AdE gl1st7] 93t
Cronbach’s alpha H%5& &3 2138 % 4 (Reliability
analysis) ¥} 37 Q2184 (Factor analysis)< g3}

7} WEE A shs B3 Setelsich W 1] o3k v
= vty §Iste] A4 (Correlation analysis), T
3224 (Multiple regression analysis)S AA18FA T

1t

Mz

2R AN B QATEASE B4 24 2

¥}, AL oJ=}(851, 77.3%) 7} HAH(25, 22.7%) Bk
worom ML 40~494 (347, 30.9%)7} 7 WA o
ERTh 71 FE 20~294] (309, 27.3%), 504 o] (24
W, 21.9%), 30~3941 (224, 20.0%) 2] <=0]3om, A<
2 ok ARE - #F] (301, 27.3%), 55-(24, 21.8%),
An|2~2 (174, 15.5%), XJ_%XJ (124, 10.9%), s (11

, 10.0%)& ®3it}. st tigty &) (56, 51.4%)
o] 7].21 lEOLoU:] _—]_7_‘_:_61—_17_ }_%] (46uﬂ 49. 2%)0] —‘ﬂ% o]
Atk 942918 ¥150,001~¥300,000 (499, 47.1%)°] 7}
7 3=9kom ¥150,000 ©]8H30, 28.8%), ¥300,001~

N=150
Variables Frequency (N) Percentage (%)
Purchasing frequency Less than once in a year 27 18.0
Once in 6 months 23 156.3
Once in 2 — 3 months 40 26.7
Once in a month 41 27.3
More than 2 — 3 times in a month 19 12.7
Purchasing reason Taste 78 55.3
Food utilization 39 27.7
Health benefits 5 3.5
Quantity 3 2.1
Cooking convenience 3 2.1
Ease of purchase 5 3.5
ingredients 2 1.4
Price 4 2.8
Brand 2 1.4
Purchasing place Department store 6 4.3
Mega market 40 28.6
Supermarket 88 62.9
Grocery store 3 2.1
Convenience sfore 1 0.7
Cyoer mall 1 0.7
Private seller (Farmers’ market) 1 0.7




¥450,000(16%, 15.4%)°] 1 H= o]& 99l o7 e}t
Wt
ZARW ALY ZE]83) HlolE AnE BT Xgst 0—411

2o 2 ElE oRe e 2ok (Table 1), 222 o) W%
thellA] 170 el 13] (41, 27.3%) 7} 7P =9kom] 2
7H o] 13] (407, 26.7%), 1'd° 1§l olek (274, 18.0%)

& HERATE A Tl o= BH(T8Y, 55.3%), &
2 B4% (399, 27.7%) 2 H& ek o FrEulzl
(66, 68.8%), HAPFE (404, 28.6%) 2] F-u &4
A AvE Bl

QJ_4

2. AH|AL SN

FAF SRR Anfak Galgdell gk 4] Ak vkt
72t} (Table 2). Q1A 3 A w FA
o} AAE A ] U7} AR HAETE G 318 B
s wl, Ui A4S s AlEsl] B Sl tisl] A-gto)
ATHR) = AAZQ) 2n)2} SalA B3} ZolA] 4.93+1.44
2 7P oo, U= MEAY 7S O Al A E
= Aol 24430] Wk (R)7F 4.90+E1.430 % FHAIZ &=
Al YERgth AE T 2ok AIAEA] R 8 SollA e
U= A5 Ui7E A el digl] ef7skar AojehA] ekt

Table 2. Factor analysis of consumer innovativeness
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o 7} 9919 AFEef tfgt Cronbach’s Alpha &t A%

A3} 0.646-0.774% vER A1F) Al =
KMO—Bartlett 7173°] 0.715% &RlEo] BA1Fo=Z &
SHEFEE 2he Ao ® AFTEUTH A 1881 H e
HAERTH= Y7} Haol Al BAEE &5 o] &8k ¥o]
G R), Y B qrAA o R S TR 54E v
R)’, W7Fold BRAEE Folgivhd vh= A1 71 5l

i oE HAEE A Edl Bl s =tHR) &

o T2 ARE Fullel] glo] A2 Bl Ty vy A
HE= W82 wado] Z3tEo] ‘R3A AFE T E o
852 o (Cronbach’s a=0.774, ¥4t A g
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=150

Variables Mean = SD  Commonality lgg(;grg (ng;gu; )
Factor 1. Purchasing adventurous products (Cronbach’s a=0.774) 3.51 +0.96

| v\\grillds L?eths; ﬁ’nck with a brand | usually buy than try something | am not 303 + 1.33 0.600 0.766

I usudlly eat the same kinds of foods on a regular basis.? 3.64 = 1.42 0.509 0.703 2.843

If I like a brand, | rarely switch from it just to try something different.? 3.93 + 1.50 0.494 0.696 (20.310)

When | go to a restaurant, | feel it is safer fo order dishes | am familiar with.® - 3.40 + 1.31 0.478 0.675

| rarely buy brands albout which | am uncertain how they will perform.® 3.19 + 1.50 0.479 0.640

| think of myself as a brand-loyal consumer.? 3.90 + 1.44 0.398 0.568
Factor 2. Active information seeking (Cronbach'’s a=0.719) 436 =1.11

| like to shop around and look at displays. 4,61 +1.33 0.666 0.797

I like fo go window shopping and find out about the latest styles. 4.28 = 1.54 0.595 0.741 2.359

I I|I;i ;?h?rg/vse through mail order catalogs even when I dontplantobuy o . 1 4, 0.624 0.684 (16.850)

| offen read advertisements just out of curiosity. 4,46 +1.35 0.500 0.682
Factor 3. Inferactive information seeking (Cronbach’s a=0.646) 4,33 £ 1.02

Reading mail advertising to find out what's new is a waste of fime.* 419 =1.35 0.596 0.759

| get very bored listening to others about their purchases.® 4.44 = 1.52 0.554 0.740 []2;00572]

| usually throw away mail advertisements without reading them.® 3.94 + 1.55 0.469 0.618

| don't like to talk to my friends aloout My purchases.® 4.73 £ 1.48 0.348 0.523

KMO=0.715, Cronbach’s a=0.692
Barflett's test of sphericity x2=523.222, df=91, (p<0.001)
Total accumulation variance explanation=52.213%

1. strongly disagree 4. neither agree nor disagree 7. strongly agree

R: Reverse coding
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= U, A A,

51;} AEE 1,
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gron] ol F3 Al

SAF )2 7t AL

Table 3. Factor analysis of atfitude, subjective norm, perceived behavior control, and purchase intention

A G s

pul o 1—-

N=150
Variables Mean + SD Commonality  Factor loading Eiggn value
(variance, %)
Attitude (Cronbach’s a=0.962) 4.66 = 1.41
Purchasing new type of Korean fraditional sauce is ...

Worthless — worthy 4,63 + 1.65 0.861 0.876

Inconvenient - convenient 4.65 = 1.52 0.848 0.868

Harmful - beneficial 4.52 = 1.49 0.834 0.868

Foolish - wise 431 +1.52 0.841 0.853 6.194

Negdative - positive 4.68 + 1,55 0.854 0.845 (36.433)

Unattractive - attractive 4.72 £ 1.54 0.850 0.840

Stale - creative 4.74 = 1.53 0.724 0.794

Useless - useful 4.76 = 1.47 0.701 0.733
Subjective nom (Cronbach’s a=0.878) 4,39 +1.28

The people whose opinions | value (e.g. family, fiends doctor etc.) would
[ ... ] new type of Korean tfraditional sauce.

Think positively about purchasing 4.45 + 1.45 0.877 0.792

Recommend purchasing 3.97 £1.45 0.731 0.762 (124.41]8]0]

Understand purchasing 4.70 £ 1.39 0.834 0.713
Perceived behavior control (Cronbach’s a=0.852) 4,68 = 1.21

... purchasing new type of Korean fraditional sauce.

It is entirely within my control to 4.66 = 1.40 0.813 0.845

lcan fry fo 475+ 1.38 0.755 0.808 ”26;%50"”

If | want to, | could easily able to 4.64 +1.39 0.745 0.778
Purchase intention (Cronbach’s a=0.959) 431 +1.35

... purchase / purchasing new type of Korean traditional sauce.

| intend to 4,35+ 1.44 0.944 0.811

I want fo 420 + 1.41 0.922 0.794 “25;%%43}

| am thinking of 4.36 = 1.40 0.889 0.756

KMO=0.922, Cronbach’s a=0.951
Bartlett's test of sphericity x2=2482.018, df=136, (p<0.001)
Total accumulation variance explanation=82.498%

1. strongly disagree 4. neither agree nor disagree 7. strongly agree
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-2 - 379

HHAS B3] 98k
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T8 AE

B BRI (—0.200) 4 =3

32 71 (0.320)

p<0.001¢] H¢
FIA 1 (0.529), A
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7 p<0.001
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1_11] R Rl
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3} (Table 6),
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=
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Table 4. Correlation analysis between consumer innovativeness, atfitude, subjective norm, perceived behavior control, and purchase

infention
N=150
Purchasing Active Interactive Subiective Perceived Puchase
Variables adventurous information information Atfitude nJo m behavior intention
products seeking seeking control
Purchasing adventurous
1
products
Achve'mformohon _0.200* 1
seeking
InTeroghve information 0,057+ 0.209+
seeking
Attitude 0.208 0.234%** 0.075 1
Subjective norm -0.172* 0.320%** 0.074 0.526%** 1
Perceived behavior -0.045 0.258%+* 0.003 Q4B3**s 05764 ]
contfrol
Purchase intention -0.048 0.201* 0.071 0.627 ##* 0.725%#* 0.593%*** 1

Pearson Correlation
* p<0.05 **: p<0.01 ***: p<0.001
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Table 5. Effect of aftfitude on consumer innovativeness factors

Dependent Std.

variable Independent variables B Eror Beta t Sig.
Affitude Constant 3.595 0.729 4.931 0.000
Purchasing adventurous products -0.110 0.127 -0.075 -0.867 0.388
Active information seeking 0.263 0.108 0.208 2.444 0.016
Interactive information seeking 0.069 0.119 0.050 0.584 0.560

R?=0.060, F=3.116 Sig.=0.028

Table 6. Effect of subjective norm on consumer innovativeness factors

Dependent Sta.

varidole Independent variables B Eror Beta t sig.
Subjective nom Constant 3.307 0.642 5,153 0.000
Purchasing adventurous products -0.170 0.112 -0.128 -1.526 0.129
Active information seeking 0.326 0.095 0.285 3.445 0.001
Interactive information seeking 0.059 0.104 0.047 0.564 0.574

R?=0.117, F=6.418 Sig.=0.000

Table 7. Effect of subjective norm on consumer innovativeness factors

DepgndenT Independent variables B Stck Beta t SiQ.
variable Error
Perceived behavior Constant 3.572 0.626 5.707 0.000
control Purchasing adventurous products 0.032 0.109 0.025 0.292 0.771
Active information seeking 0.295 0.092 0.272 3.200 0.002
Interactive information seeking -0.067 0.102 -0.056 —0.653 0.514

R?=0.068 F=3.533 Sig.=0.016

Table 8. Effect of purchase intenfion on attitude, subjective norm, and perceived behavior control for new type of Korean traditional

sauce
Depgndent Independent variables B Sfd. Beta t sig.
variable Error
Purchase Constant -0.147 0.306 -0.481 0.632
infention Affitude 0.484 0.070 0.457 6.881 0.000
Subjective norm 0.279 0.059 0.289 4,734 0.000
Perceived behavior confrol 0.221 0.071 0.199 3.126 0.002

R*=0.625, F=80.706 Sig.=0.000
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