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Abstract

This study classified consumers based on their levels of risk perception and safety behavior, and examine
their recall behaviors for each of the four major product types: industrial products, food, automobiles and medicine.
Consumers were categorized into the four groups: indifferent, avoiding, proactive, and responsive. A significant
difference was found in age, gender, family income, and education status across the groups. For all the product
types, the responsive and proactive groups had higher levels of recall recognition and intention than the other
groups, and the responsive group had the highest level of recall participation. In addition, there were differences
in recall media across the consumer groups for food and automobile recall; the indifferent group used the
major mass media more than the other groups. For all the products and consumer types, the suitability as
a recall media was found largest in the major mass media, followed by the personal media and the major
portal sites. The responsive and proactive groups gave the highest scores of media suitability.
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Table 1. Participants demographic characteristics

Personal characteristics Frequency(%) Personal characteristics Frequency(%)
20-29 373(22.9) Seoul 326(20.0)
30—-39 369(22.7) Pusan 110(6.8)
Age 40-49 381(23.4) Daegu 77(4.7)
50-59 382(23.5) Incheon 90(5.5)
G j 48(3.0
over 60 121(7.4) wangu (3.0)
) ) Daejeon 51(3.1)
Female 807(49.6) Residential Ulsan 45(2.8)
Gender Area
Male 819(50.4) Geonggi 389(23.9)
less than 99 61(3.8) Gangwon 48(3.0)
100-199 145(8,9) Chungbuk & Chungnam 104(7.0)
200—299 272(16.7) Cheonbuk & Cheonnam 110(7.2)
Total Monthly 300—399 341(21.0) Gyungbuk & Gyungnam 187(11,5)
Family Income 400-499 297(18.3) Jaeju 24(1.5)
(Unit 10,000 won) Hich school 1 293(18.0)
500-699 308(18,9) igh school or lower ,
Undergraduat 146(9.0
700-999 152(9.3) | Education Status il i )
College degree 1059(65.1)
above 1,000 50(3.1) Master's degree or higher 128(7.9)
Total 1626(100,0)
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Table 2. Summary of measures on perceived risk and safety behavior

= 2714 A

I think safety accidents of products occur frequently in Korea,

Perceived risk

I am worried about the safety of products which are produced and distributed in Korea,

I do not trust government announcements or information about product safety.

I try to buy safe products,

Safety behavior

I try to use products safely.

I have enough knowledge and ability to buy and use safe products,

Frequency(%) M(SD) Median Cronbach—a
Perceived risk 3.64(.75) 3.67 811
Industrial products
Safety behavior 3.71(.68) 3.67 771
Perceived risk 3.81(.78) 4.00 825
Food
Safety behavior 3.81(.68) 3.67 813
Perceived risk 3.80(.81) 3.67 .840
Automobile
Safety behavior 3.79(,70) 3.67 749
Perceived risk 3.49(,83) 3.33 868
Medicine
Safety behavior 3.58(,68) 3.67 725
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Table 3. Summary of measures on recall recognition and behavior

Recall recognition 1 have heard about the following recall information, (Y/N)

Recall response intention If the recall of the items which I bought is carried out, I will participate, (5 point—scale)

Recall response experience |I have actually been participated in the recall processes for the last three years, (Y/N)

Recall media use Which of the following recall media do you use the most to search safety information?

Evaluation of recall media |The recall media which I used is suitable, (5 point—scale)
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Table 4. Four consumer groups based on risk perception and safety behavior levels (N=1626)
Frequency(%) Indifference Group Avoidance Group Proactive Group Responsive Group

(Classification | Perceived risk Low High Low High
Criteria Safety behavior Low Low High High

Industrial Products 705(43.4) 223(13.7) 283(17.4) 415(25.5)

Food 547(33.6) 281(17,3) 260(16.0) 538(33.1)

Automobile 561(34.5) 296(18.2) 264(16.2) 505(31.1)

medicine 670(41,2) 387(23.8) 186(11.4) 383(23.6)
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Table 5. Demographic differences among the four consumer groups
Indifference Avoidance Proactive Responsive
Frequency (%) Group Group Group Glj‘oup X
20-29 136(24.9) 79(28.1) 60(23.1) 98(18.2)
30-39 123(22.5) 59(21.,0) 43(16.5) 144(26.8)
Age 40-49 128(23.4) 61(21.7) 50(19.2) 142(26.4) | 38,991
50-59 113(20.7) 70(24.9) 82(61.5) 117(21.7)
Over 60 47(8.6) 12(4,3) 25(9.6) 37(6.9)
Industrial Less than 99 26(3.7) 9(4.,0) 11(3.9) 15(3.6)
Producta | Monthly 100-199 57(8.1) 28(12.6) 26(9.2) 34(8.2)
family 200-299 131(18.6) 50(22.4) 38(13.4) 53(12.8)
income 300—-399 158(22.4) 45(20.2) 56(19.8) 82(19.8) 32.776"
(unit :10,000 400—-499 132(18.7) 32(14.3) 45(15.9) 88(21.2)
won) 500—-699 116(16.5) 41(18.4) 69(22.3) 88(21.2)
Above 700 85(12.1) 18(8.1) 44(15.5) 55(13.3)
Total 705(100.0) 223(100.0) 283(100.0) 415(100.0)
20-29 136(24.9) 79(28.1) 60(23.1) 98(18.2)
30—39 123(22.5) 59(21.0) 43(16.5) 144(26.8)
Age 40-49 128(23.4) 61(21.7) 50(19.2) 142(26.4) | 88,991
50—-59 113(20.7) 70(24.9) 82(31,5) 117(21.7)
over 60 47(8.6) 12(4.3) 25(9.6) 37(6.9)
Female 303(45.2) 199(51.4) 101(54.3) 216(56.4)
Food Gender Male 367(54.8) 188(48.6) 85(45.7) 167(43.6) | o984
High school or lower 97(17.7) 60(21.4) 47(18.1) 89(16.5)
Education Undergraduate 63(11,5) 23(8.2) 30(11,5) 30(5.6) 90 350"
status College degree 338(61.8) 178(63.3) 167(64.2) 376(69.9) ’
Master’s degree or higher 49(9.0) 20(7.1) 16(6.2) 43(8.0)
Total 547(100,0) 281(100.0) 260(100.0) 538(100.0)
20-29 148(26.4) 83(28.0) 44(16.7) 98(19.4)
30—39 110(19.6) 59(19.9) 46(17.4) 154(30.5)
Age 40-49 135(24.1) 72(24.3) 52(19.7) 122(24.2) | 67.154"
50—59 125(22.3) 66(22.3) 85(32.2) 106(21.0)
Automobile over 60 43(7.7) 16(5.4) 37(14.0) 25(5.0)
High school or lower 107(19.1) 59(19.9) 49(18.6) 78(15.4)
Education Undergraduate 62(11.1) 29(9.8) 26(9.8) 29(5.7) 18 704"
status College degree 354(63.1) 188(63.5) 171(64.8) 346(68.5) )
Master’s degree or higher 38(6.8) 20(6.8) 18(6.8) 52(10.3)
Total 561(100.0) 296(100,0) 264(100,0) 505(100,0)
20—-29 180(26.9) 79(20.4) 43(23.1) 71(18.5)
30-39 148(22.1) 90(23.3) 40(21.5) 91(23.8)
Age 40—49 147(21,9) 100(25.8) 32(17.2) 102(26.6) 23.346"
Medicine 50-59 150(22.4) 92(23.8) 48(25.8) 92(24.0)
over 60 45(6.7) 26(6.7) 23(12.4) 27(7.0)
Female 303(45.2) 199(48.6) 101(54,3) 216(56.4)
Gender 13,984
Male 367(54.8) 188(48.6) 85(45.7) 167(43.6)
Total 670(100.,0) 387(100,0) 186(100.0) 383(100.0)
"pC.05, Tpl .01, < 001
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Table 6. Mean differences in the recall behaviors by the four consumer groups
Indifference | Avoidance Proactive Responsive
Frequency(%) Group Group Group Group X (F)
Yes 101(14.3) 28(12.6) 41(14.5) 72(17.3)
Recall recognition (1) 3.153
No 604(85.7) 195(87.4) 242(85.5) 343(82.7)
Recall i © Yes 92(13.0) 20(9.0) 41(14.5) 77(18.6) 12 988"
i ecall recognition .
Industrial No 613(87.0) | 203(91.0) | 242(85.5) | 338(81.4)
Products —
Recall response intention M(SD) 4.31(,83)2 4.53(,74)° 4.60(.69)" 4.49(.77)° | (43,885 )
Yes 228(32.3) 76(34.1) 95(33.6) 179(43.1)
Recall response experience 14,279
No 477(67.7) 147(65.9) 188(66.4) 236(56.9)
Yes 206(37.7) 116(41,3) 131(50.4) 271(50.4)
Recall recognition (1) 22.694
No 341(62.3) 165(58.7) 129(49.6) 267(49.6)
Yes 110(20.1) 50(17.8) 62(23.8) 138(25.7)
Recall recognition (2) 8.673
Food No 437(79.9) 231(82.2) 198(76.2) 400(74.3)
Recall response intention M(SD) 4.21(,89)* 4.48(.75)° 4.51(.80)° 4.66(.68)¢ | (30.720")
Yes 61(11,7) 44(15.7) 51(19.6) 120(22.3)
Recall response experience 23.038
No 483(88.3) 237(84.3) 209(80.4) 418(77.7)
Yes 281(50.1) 151(51,0) 172(65.2) 323(64.0)
Recall recognition (1) 32.401
No 280(49.9) 145(49.0) 92(34.8) 182(36.0)
Yes 193(34.4) 91(30.7) 111(42.0) 257(50.9)
Recall recognition (2) 43.268
Automobile No 368(65.6) 205(69.3) 153(58.0) 248(49.1)
Recall response intention M(SD) 4.30(.94)* 4.61(.62)° 4.66(.63)" 4.79(.63)" | (53,9677
Yes 46(8.2) 21(7.1) 33(12.5) 69(13.7)
Recall response experience 13,413
No 515(91.8) 275(92.9) 231(87.5) 436(86.3)
Yes 41(6.1) 26(6.7) 15(8.1) 38(9.9)
Recall recognition (1) 5.553
No 629(93.9) 361(93.3) 171(91,9) 345(90.1)
Yes 68(10.1) 50(12,9) 32(17.2) 65(17.0)
Recall recognition (2) 12.807
Medicine No 602(89.9) 337(87.1) 154(82.8) 318(83.0)
Recall response intention M(SD) 4.33(.87)" 4.47(.83)° 4.66(,75)° 4.48(.81)° (17,255
Yes 32(4.8) 24(6.2) 7(3.8) 32(8.4)
Recall response experience 7.332
No 638(95.2) 363(93.8) 179(96.2) 351(91.6)

"p<.05, “plol,

"p{.001
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Table 7. Frequency differences in recall media use by the four consumer groups

Frequency(%) Indifference Avoidance Proactive Responsive N
Group Group Group Group
Personal media 73(10.5) 18(8.1) 30(10.8) 47(11.6)
E-mail 33(5.5) 5(2.3) 9(3.2) 9(2.2)
Major mass media 208(30.0) 72(32.6) 95(34.1) 104(25.6)
Minor mass media 20(2.9) 5(2.3) 8(2.9) 5(1.2)
Industrial | Shops where to buy or repair 48(6.9) 17(7.7) 17(6.1) 31(7.6) 25 406
Products | Receipts of goods 14(2.0) 2(0.9) 5(1.8) 4(1,0) ’
Major portal sites 260(37.5) 97(43.9) 104(37.3) 190(46.8)
Salesman or vertical magazines 9(1.3) 0(0.0) 3(1.1) 2(0.5)
Webpages for government agencies 12(1.7) 3(1.4) 5(1.8) 10(2.5)
Webpages for businesses 11(1.6) 2(0.9) 3(1.1) 4(1,0)
Personal media 46(8.6) 11(3.9) 15(5.8) 32(6.0)
E-mail 28(5.2) 5(1.8) 7(2.7) 9(1.7)
Major mass media 172(32.1) 87(31.1) 94(36.3) 148(27.7)
Minor mass media 20(3.7) 4(1.4) 4(1,5) 11(2.1)
Shops where to buy or repair 79(14.8) 42(15.0) 24(9.3) 80(15.0) s
Food 58,384
Receipts of goods 11(2.1) 6(2.1) 6(2.3) 18(3.4)
Major portal sites 151(28.2) 118(42.1) 99(38.2) 215(40.3)
Salesman or vertical magazines 7(1.3) 1(0.4) 1(0.4) 6(1.1)
Webpages for government agencies 15(2.8) 4(1.4) 6(2.3) 8(1.5)
Webpages for businesses 6(1.1) 2(0.7) 3(1.2) 7(1.3)
Personal media 32(4.9) 22(5.7) 11(5.9) 26(6.9)
E-mail 15(2.3) 15(3.9) 2(1.1) 51.3)
Major mass media 185(28.4) 109(28.2) 47(25.4) 101(26.9)
Minor mass media 12(1.8) 3(0.8) 0(0.0) 10(2.7)
Automobile Shops where to buy or repair 65(10.0) 42(10.9) 17(9.2) 33(8.8) 47 595"
Receipts of goods 12(1.8) 12(3.1) 3(1.6) 7(1.9)
Major portal sites 234(35.9) 138(35.8) 75(40.5) 138(36.7)
Salesman or vertical magazines 55(8.4) 26(6.7) 20(10.8) 27(9.8)
Webpages for government agencies 27(4.1) 14(3.6) 6(3.2) 14(3.7)
Webpages for businesses 14(2.2) 5(1.3) 4(2.2) 5(1.3)
Personal media 32(4.9) 22(5.7) 11(5.9) 26(6.9)
E-mail 15(2.3) 15(3.9) 2(1.1) 5(1.3)
Major mass media 185(28.4) 109(28.2) 47(25.4) 101(26.9)
Minor mass media 12(1.8) 3(0.8) 0(0.0) 10(2.7)
Medicine | Shops where to buy or repair 65(10.0) 42(10.9) 17(9.2) 33(8.8) 96 360
Receipts of goods 12(1.8) 12(3.1) 3(1.6) 7(1,9) ’
Major portal sites 234(35.9) 138(35.8) 75(40.5) 138(36.7)
Salesman or vertical magazines 55(8.4) 26(6.7) 20(10.8) 37(9.8)
Webpages for government agencies 27(4.1) 14(3.6) 6(3.2) 14(3.7)
Webpages for businesses 14(2.2) 5(1.3) 4(2.2) 5(1.3)

“p< 01, pool

SZAARE B AvtelAs BE BEolq & 7} Bokm, SR iAlARE Bt e dolrt
U Aol oSl BE el i) sk ((Table 8) ).
o] ZZjthg Y ARFERS] HANE B2 W4

J[N



Consumer Classifications Based on Risk Perception and Safety Behavior in the Risk Perception Attitude Model 11

Table 8. Mean differences in the evaluation levels of recall media by the four consumer groups

| oo | e ||
Personal media 3.87(.91), 4.04(.89), 4.27(.81), 4.17(.88),,
E-mail 3.27(.97), | 3.36(1.09),, | 3.44(,99), | 3.46(1.12),
Major mass media 3.92(,90), 4.10(.87), 4.23(.81),, 4,28(.85),
Minor mass media 3.39(,94), 3.50(.97),, | 3.55(1.01), | 3.76(1.04),
Industrial | Shops where to buy or repair 3.59(,96), 3.79(1.04), 3.80(.99), 3.95(1,02),
Products | Receipts of goods 3.14(1.00), | 3.26(1.13), 3.16(1.14), 3.48(1.14),
Major portal sites 3.75(.87), 3.86(.89), 4.02(.85), 4.14(87),
Salesman or vertical magazines 3.15(.89), 2.97(1.03), 3.17(.99), 3.38(1,12),
Webpages for government agencies 3.29(,94), 3.30(1.13), 3.35(1.03), 3.57(1.11),
Webpages for businesses 3.37(1.00), | 3.51(1,09),, | 3.54(1.05), 3.74(1.12),
Personal media 3.81(,93), 4,07(.85), 4.22(.79), 4.17(.89),, .
frmail 3.20(.96), | 3.28(1.05), | 3.39(1.02), | 3.46(1.09), | 3.006
Major mass media 3.86(.93), 4.14(.83), 4.15(.80), 4.98( 85)° 589"
Minor mass media 3.39(.92), | 3.53(1.00), | 3.50(.99), | 3.68(1.05), | 8.086 "
Food Shops where to buy or repair 3.59(,93), 3.74(1,05), 3.73(.98), 3.91(1.04), 9603:
Receipts of goods 3.17(.99), | 3.15(1.10), | 3.17(1.10), | 3.41(1.15), | 6.337""
Major portal sites 3.70(.89), | 3.84(.86), | 4.01(78), | 4.12(.89). | 22,921
Salesman or vertical magazines 3.15(.88), 3.00(,99), 3.23(.97),. 3.30(1.10), 6.119"
Webpages for government agencies 3.29(,93), 3.28(1,06), 3.36(1.02), 3.51(1.10), 4.979™
Webpages for businesses 3.36(1.00), | 3.411.04),, | 3.55(1.01),, | 3.71(1.13), | 10,754""
Personal media 3.83(,93), 4.05(.81), 4.16(.87),, 4.20(.86), 17 4497
E-mail 3.28(.95), 3.30(1.01), | 3.40(1.13),, | 3.47(1.07), 3.578"
Major mass media 3.87(,91), 4.18(.84), 4.18(.89), 4.95(83), | 19.450"
Minor mass media 3.37(.92), 3.48(1.04),, | 3.53(1.01), 3.72(1.02), 11,368
Shops where to buy or repair 3.62(,92), 3.72(1.03), | 3.76(1.06),, | 3.90(1.03), | 6.745 "
Automobile _
Receipts of goods 3.20(,99), 3.12(1.10), 3.19(1.14), 3.41(1,14), 5105
Major portal sites 3.73(.88), 3.88(.82), 3.94(.88), 4.12(.88), 17980
Salesman or vertical magazines 3.17(.87), 3.06(.97),, | 3.18(1.06),, | 3.29(1.10), 3.972
Webpages for government agencies 3.32(,92), 3.24(1,01), 3.34(1.07), 3.53(1.12), 6 438"
Webpages for businesses 3.39(,99), 3.41(1,07), | 3.59(1.06), 3.68(111), | 8414
Personal media 3.97(.93), | 4.00(.85), | 4.27(.79), | 4.09(.91, | 6.366™
E-mail 3.27(1.02), | 3.36(.98), | 3.33(1.06), | 3.53(1.07), | 5.038"
Major mass media 3.97(.92), 4.11(.85),, 4.25(,83), 4.21(.85),, 8.702""
Minor mass media 3.36(.98), | 3.55(.97), | 3.63(.03), | 3.75(99), |14.226"
Medicine [ bs Yhete to buy or repair 3.60(97, | 8.71(99), | 3.88(105), | 3.97(LOV, | 12.557"
Receipte of goods 3.09(1,04), | 3.25(1.06),, | 3.28(119), | 3.48(L.13), | 10,557
Major portal sites 3.77(.88), 3.86(.87), 4.13(.82), 4.11(.87), | 16.698
Salesman or vertical magazines 3.04(,93), 3.09(,98), 3.39(1.01), | 8.45(1.05), | 18.403
Webpages for government agencies 3.22(.97), 3.36(1.05),, | 3.47(1.04),, | 3.62(1.07), 13,933
Webpages for businesses 3.38(1.03), | 3.49(1.02), | 3.69(1.12), | 3.69(1.09), | 9.157""
"p<.05, p<.01, "pd 001
At vlol o], 2R Bl Ao sfelahiat o URAHLAS Sstol 2ul4g it ¢
+ 2 AdollA Folsiiet. ol AvRgEER 2l F v AuAgante] oA W A E A4
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Table 9. Interaction effects between consumer groups and recall media on recall response intention

Mean(SD) Indifference Avoidance Proactive Responsive P
group group group group
Personal media 4.40(09), | 4.61(18), 4.70(.14), 4.62(.11),
E-mail 3.97(.12)7 3.80(.33),, 4.44(.25), 4.22(,25),
Major mass media 4.47(.05), 4.65(.09), 4.58(.08), 4.69(.07),
Minor mass media 3.90(.17), 3.00(,33), 4.63(,26), 4.60(,33),
Industrial Shops where to buy or repair 4,02(.11),, 4,71(,18), 4.41(,18), 4,61(.13), o
Products | Receipts of goods 4.00(.20) 4, 3.00(,53),, 4.60(,33), 4.75(.37), :
Major portal sites 4,34(,05),, 4.52(,08), 4.63(,07), 4.74(,05),
Salesman or vertical magazines 3.67(,25), - 4.67(,43), 5.00(,53),
Webpages for government agencies 4.00(,22),,, 5.00(43), 5.00(,33), 4.80(,24),
Webpages for businesses 4.46(.22),, 4.5(.53),, 4.67(,43), 4.75(,37),
Personal media 4,03(1,09),, 4,41(,96), 4,55(,93), 4,54(,71),
E-mail 4.20(87),, | 4.40(63), | 5.00000, | 4.60(55),
Major mass media 4.49(.69), 4.53(,70), 4.70(,72), 4.64(,66),
Minor mass media 3.50(1,31), 4,33(,58), 4.60(,52), 4,04(1,10),
Medicine Shops where to buy or repair 4,35(.76), 4,24(1,01), 4.82(,53), 4.61(,66), e
Receipts of goods 3.25(1.22), 4.25(,97), 5.00(,00), 4.71(.49), :
Major portal sites 4,41(,79), 4.54(,87), 4.61(,87), 4.72(.70),
Salesman or vertical magazines 4,36(,91), 4,42(.76), 4.50(.61), 4,83(.41),
Webpages for government agencies 4.04(1,26),, 4.64(,63), 4.83(.41), 4.57(,65),
Webpages for businesses 4,29(,99), 4,00(,71), 4.50(,58), 5.00(,00),
"pe05
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