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ABSTRACT

Objectives: This research was conducted to identify the consumers’ food choice factors that
affect the consumers’ replacement of soft drinks with carbonated water.

Methods: The present study used secondary data from a consumer panel survey conducted by the
Rural Development Administration of Korea, and the data included the panel members’ purchase
records based on their monthly spending receipts. The survey asked the participants about their
food choice factors and their personal responsibility for their health. This survey included
independent variables for the consumers’ food purchase factors. As a dependent variable, two
types of groups were defined. The replacement group included those people who increased their
purchase of carbonated water and decreased their purchase of soft drinks. The non-replacement
group included those people who did not change their purchase patterns or they increased their
purchase of soft drinks and they decreased their purchase of carbonated water. Logistic regression
analysis was conducted to determine the consumers’ food choice factors that were associated with
replacing soft drinks with carbonated water.

Results: The replacement group was significantly associated with (1) a younger age (OR=0.953),
(2) being a housewife (OR=2.03), (3) higher income (OR=1.001) and (4) less concern about price
(OR=0.819) when purchasing food. This group also showed (5) higher enjoyment (OR=1.328)
when choosing food and (6) they took greater responsibly for their personal health (OR=1.233).

Conclusions: This research is the first study to mainly focus on soft drinks and carbonated water.
The result of this research showed that young, health-conscious consumers with a higher income
and who are more interested in food have more possibilities to replace soft drinks with carbonated
water. These research findings may be applied to consumers who have characteristics that are
similar to the young health-conscious consumers and the results can help to suggest ways to
reduce sugar intake and improve public health. However, this research has a limitation due to the
application of secondary data. Therefore, a future study is needed to develop detailed survey
questions about food choice factors and to extend these factors to all beverages, including soft
drinks made with sugar substitutes, so as to reflect the growth of alternative industries that use
artificial sweeteners or different types of sugar to make commercially available drinks.
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Fig. 1. Annual sales of total soft drinks in Korea (Unit: KRW 100 million) [37]
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Fig. 2. Annual sales of carbonated water in Korea (Unit: KRW 100 million) [26]
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Table 1. General characteristics of subjects stratified according fo replacement status

Variables Mean = SD/n (%)
Replacement” Non-Replacement? Total
178 (55.10) 145 (44.90) 323 (100)

Age 4793 = 7.49 4991 = 7.00 4882+ 7.33
Family size (person)? 349+ 1.10 339+ 1.10 345+ 1.10
Family income? 547.24 = 284.14 482.56 + 188.67 518.21 + 247.67
Job status

Housewife 79 (44.38) 48 (33.10) 127 (39.32)

Working housewife 99 (65.62) 97 (66.90) 196 (60.68)

n, number; SD, standard deviation
Values are presented in mean = SD or n (%)

1) Who increased purchase of carbonated water and decreased purchase of soft drink.
2) Who did not change a purchase pattem or who increased purchase of soft diink and decreased carbonated water.

3) Number of family member
4) Average monthly household income (Unit: KRW 10 thousand)
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Table 3. Loading of survey items
Constructs ltems Factor loading Standard error t-statistic Cg:;gﬁ:ge AVE
Health Health1 0.8868 0.0136 65.0138 0.880 0.786
Health2 0.8868 0.0136 65.0138
Safe Safel 0.7839 0.0278 28.2161 0.883 0.655
Safe2 0.8820 0.0132 67.0220
Safed 0.8491 0.0156 54.3404
Safed 0.7115 0.0354 20.1216
Fresh Fresh1 0.8706 0.0184 47.3168 0.862 0.758
Fresh2 0.8706 0.0184 47.3168
Economic Economicl 0.8277 0.0226 36.6140 0.871 0.693
Economic2 0.8901 0.0121 73.4030
Economic3 0.7762 0.0304 25,5156
Taste Taste 0.9253 0.0088 15.1608 0.923 0.856
Taste2 0.9253 0.0080 15.1608
Joy Joyl 0.8879 0.0115 77.4229 0.882 0.788
Joy2 0.8879 0.0115 77.4229
Responsibility Responsibility 1 0.8432 0.8425 59.6073 0.831 0.711
Responsibility2 0.8432 0.8425 59.6073
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Table 5. Logit estimates for substitute of carbonated water
Variables Coef. Sta.Er Pvalue Odds ratio
Family income 0.001 0.001 0.006** 1.001
Family number -0.023 0.114 0.419 0.977
Job status_housewife (1) 0.708 0.250 0.003** 2.03
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2) Nagelkerke R?=0.115, Hosmer-Lemeshow test p-value: 0.628
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