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Abstract

Purpose — This study investigates the purchase pattern relating to soybean products in Korea. Specifically, the effect of
branding based on a regional name was analyzed in terms of consumer purchase frequencies. The primary purpose of this
study is to understand why family characteristics affect product selection for a regional brand in the soybean food category.
Research design, data, and methodology — We used data collected by the Rural Development Administration (RDA) of
Korea. The RDA has monitored agricultural food consumers for years in order to obtain purchase records. Panel participants
live in regions near the capital city of Seoul, Korea. Examining data from January 2010 to May 2016, 667 families were
selected for analysis. The final data set was 1,335,402. Each purchase item by each individual family was aggregated to a
countable weekly observation. To analyze the data set quantitatively, zero-inflation regression was adopted, which was
appropriate to avoid biases from overly dispersed observations.

Results — We hypothesized the effects of regional branding from the viewpoint of the family characteristics. The first
hypothesis was that the number of children would be positively associated with the purchase of a regional brand of soybean
products. The result strongly supported this hypothesis. The second hypothesis was that the number of family members
would be negatively associated with the purchase of the soybean products of a regional brand. Based on empirical analysis,
we concluded that this hypothesis was partially supported. The third hypothesis was the presence of an interaction effect
between the number of children and the family size, which was supported by the results. As a supplementary analysis, we
also tested mean-variance differences in terms of categories and regional branding with corporate branding.

Conclusion — The results of this study provide insights for regional branding strategies in agricultural food management. This
study appears to be one of the seminal studies trying to analyze purchase patterns from longitudinal observations. In
addition, this study adopted variables characterizing family lifestyle. This study confirmed that children and family size should
be considered when soybean product brands are introduced.
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4n
rlo Ju
4

ZHES olHISISH A Ol=7l2 0|3t XIOio O oj
Dependent variable: Purchase Count on Bean === E'ztgl'ca _'__M‘—7|'E ﬂ%‘h—lﬁ'— e o |BI7F QAT
Independent Products with Regional Branding <Table 2>2 FFAZFHL B 70| 02 EHX|17[4
Variable m o o ” E, 12|10 SRAELC BRI 50| HIY 803 ANE
2 Cj4OE X|% 0|22 HAUCSH M4Fo| Dof H=g o
ncome | 00 | seay | 0200 | (0312) ek ZS HOIECL T0f ¥To| IS HMOH HAFO|
: : ' : 7t =1, X2 7|AZ0| JHE RCH(ERL Ao = 0.424,
Occupation 82‘2‘2 ggff 85026; gfgg tvalue = 46.91, p-value < 0.001). AAIZT} S2AIZ Aj0|0f
Q629 | (034 | 052 | (0450 NE S7Moz folujet Ko7t Yo, UelHhx| EAHEA
Children Oy | oo | 08 o Zitx AMET AO|0| 0|7} UCHs FE K|X|sHct
(0.000) | (0.000) | (0.000) (Fvalue = 3117, pvalue < 0.001).
Family Size -0.189" -0.057
(0-001) (0-439) <Table 2> Mean-variance analysis results on food category
Chlldrginzg amily _(()61330) Descriptive Statistics Mean-Variance Differences
5 t-value (p-value
Evalue 40445 | 38058 | 51.728 Food Category| Mean | F-value (pvalue)
(0.000) (0.000) (0.000) (8D) | (p-value) | Pork |Soybean| Rice
AlC 19308.11 | 19269.69 | 19233.65 | 19183.96 0.033
Pork 0223 - - -
Note: *p<0.1, **p<0.05, **p<0.01 (0-223)
Sovbean | 0072 | 3117|4576 | ]
Y (0.348)| (0.000) | (0.000)
o ] S{0| AISAIR S= 2| o L}E
<Tab|e 1>—| (4)—7||-E?DA—|IA ggﬁxo —QLJ-I-EE”-JC-,EI—EX*Al-O}‘ R 0457 46.91*** 41.84***
LH™H <Figure 1>Qf ZCh MME2 JtFQ| 71 BEZ 0f, HM2 Ice (0.543) (0.000) | (0.000) -

Kol 47t Mg mE 22 Lepdct JZoIN old &
£ Aol 47t B2 ASUF QX Y2 WLt JF| 47t
Mg 0 Xfo|7t Ack. watd <IHd 3> K|x|gC

Note: *p<0.1, **p<0.05, ***p<0.01
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HIE0| 11.07%, AtHX EMES AE0H H[E&2 88.93%0|LC}.
ZAAZo| HO T%Mam DREIX| 2 =t 950| ¢w<|
= R XY 0|0 AY HUE0| ALK @
=, 980/ 49 tfaia AI%0| AF ogsit ol S A%
S Uefuplette e dgeslt ey 19eg &,
7|9 EHMEN =& 208 F= =2 MQICh
<Table 3> Mean-variance analysis results on food category with
corporate brand

Descriptive Statistics Mean-Variance Differences
Food Category Mean | F-value t-value (p-value)
(S.D.) |(p-value)| Egg |Soybean| Milk
E 0.758 i i i
99 (0.796)
Sovbean 0.817 | 3487*** | 5.703*** ) }
4 (1.058) | (0.000) | (0.000)
Milk 1.905 85.982*** | 87.092*** )
(2.379) (0.000) | (0.000)
Note: *p<0.1, **p<0.05, ***p<0.01

719 BHUCE ALY 4EO| DO MES FEHAE o1
B4 KOIS SOl A} <Table 30| ULk LHRAZ
IO = Al

I RRAES FRAED dHust AWE EH 0|F Ato[of
o = Xo|7t SAH2R FolOjst +EAUS & 5 UL
FRAZD HERAE A0l Bx AO|l= 0.059(tvalue =
5.703, p-value < 0.001)2 QQAIEN SRAIZo| HFA X}
HC} Aoz RCHEZAIO| = 1.088, tvalue = 85.982,
p-value < 0.001). CHEIQ|Z2 AH|E|= QQAIEQ| ZL HIAUE
siet FOf Atojof dEsh AEbdS =Ol=H Ol olb| *F
AZo| HAMES}L Y 7 TIFE|QU7| I20|ch 2RAE

o X|¥™o| H7Iz|0o] ERE ZHPE= FA E|MEO| 87.41%

=0 =2

2 SRAMEO| 1317%E IAA A3[SiCt
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