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Abstract

This study aimed to provide a structural understanding of the Korean mackerel market by conducting a
market segmentation using the results of an online survey of 400 Korean mackerel consumers in Seoul.
In the market segmentation, three clusters were identified based on the following variables: preference,
frequency of consumption, place of purchase, and preferred product type of mackerel. The three clusters
could be characterized as follows. Cluster 1 could be categorized as Conservative Active Seniors,
consisting of people in their 60s who are quick to adapt to the digital environment, so that they buy
mackerel mainly through the online channels. Cluster 2 could be described as Traditional Consumers,
consisting mainly of the older generation in their 50s and 60s, who are the major consumer group with
traditional consumption habits. Cluster 3 could be described as Trendy Consumers, consisting of 2 to 4
person households (aged 20s to 60s) with high preference for processed products such as mackerel fillets
and ready-to-cook mackerel fillet. Consumers in this group tend to be sensitive to trends and could be
quick to adopt newly introduced processed products and cooking methods.
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<Table 1> An Overview of Survey

An Overview of Survey

Period 2023. 3. 31 ~ 2023. 4. 7

Region Seoul

Target Mackerel Consumers

Method Online Survey

Contents Mackerel Consumption Behavior

Total 400
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[Fig 1] Result of Hierarchical Clustering(Dendrogram).

<Table 2> Demographic characteristics of Respondents 2. ZEIEN Zu}
Number Percentage 7} A=A A BA
0,
— T ASH TARACIAE NGRS WrE F
ale .
Gender —tte S T Patol A% 7 A, AF fEAUL AR
20 69 17.3 7oz AEARSEE AT ot =R
30 0175 el 27 WAl 28 A%t 440
Ages = I e Ml A FEse] B2t GANA 4-sAZ 5
housewife 66 16.5 ME Egs B3
clerical 190 475 . A AR
/managerial B B
sales/service 23 5.8 HASE TR = A EFH 2706
o . skilled/labor 12 3.0 Nl ] 5 Fdste] Arson, HEA
ceupation self-employed 29 7.3 o2 APEARESte 7 AEst 37 FAs AF
professional 29 7.3 alo] A AAEES AA 6
Student 19 4.8 ANOVA 54 3. % 87) W wE e
unemployed 19 4.8 o R ) o
Others 13 33 T':TI‘S]"C Eﬂ TI’-OJU]J' 7] = 7151' 7)4\21?: Q'ﬂ'}f;\]'
1 person 64 16.0 o HpHEE 350 vl £(F=950.305)7F 7t
2 person 90 225 F EE VRS Hole Zow YEeher, t
Household 3 person 112 28.0 com Z=MzE £ "y J% NEw
size 4 11 29. o = N
Oszs‘;n 6 20 (F=109.009), 4 AYIH) Eo] HI%
person 18 45 (F=82770), 4 BI(Ys) el AIE
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a50] AT E(F=2.900)% LEFHTH<Table 3>).

<Table 3> ANOVA test results of segmentation variables

1S0] Al

Haes A

(F =78. 537)% 19t 7 7127 v W

<Table 5> Place of purchase of Mackerel

Place of purchase of Mackerel

Online Channel(90.1%) > Home

Cluster 1 .
Variables F P-value uster Shopping(5.5%) > Department Store(3.3%)
Place of purchase of 950,305 0.000 Large Retail(56.8%) > Traditional
mackere]*** ) ) Cluster 2 Market(26.0%) > Medium & Small
Preference for Ready-to-cook Retail(16.4%)
Fillet®** 109.009 0.000 Large Retail(66.9%) > Traditional
Preference for Fillet(Freshy** 82770 0.000 Cluster 3 Market(18.4%) > Medium & Small
Preference for Retail(14.7%)
: ) P ? = 400.526, P=0.000""
Fillet(Frozen)*** 78.537 0.000 earson 00.526, P=0.000
Preference for Fresh Dressed
Mackerel*** 13.525 0.000 (2) o] AZE, 99 HA HE
Preference for Mackerel***  11.737 0.000 Aso] AsEel gt HA WEedAE 23
Average Monthly Frequency 6.497 0.002 30] Aoz HAsrel FHA ¥l 52 Ao
of Mackerel Consumption** ) ) 2 eyt T4 3 AswIl =14.0%), 4
Preference for Fresh
2.900 0.056 =0

Mackerel*

#4%p<0.001, **p<0.05, *p<0.10

HEH FHATE INE H 122.8%), +H
2(36.5%), A 3(40.8%)C.% FF% % th<Table

4>),

<Table 4> Result of Cluster Analysis
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<Table 6> Preference and Consumption Frequency

0,
Cluster Number Percentage (%) Preference for FreAV:rrlEClgeogij[l;Ei(}’erel
1 91 22.8 Mackerel quency .
Consumption
2 146 36.5 Cluster 1 4.0 3.5
3 163 40.8 Cluster 2 3.7 3.2
Cluster 3 4.0 4.3

ok 2R 54

(1) T2

aEo] T A J
T2 YERETH(p<0.001).

]I._,r\l

ol AY(90.1%) S ZNOE ;L )5} 3
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Aot @, AE asols 36do® AIETL
A o2 SotTH<Table 7>).
<Table 7> Preference by Product type
Preference by Product Type cl C2 (3
Fresh Mackerel 32 35 36
Preference Nf;(;zkith Dressed 35 35 40
Preference for Fillet(Fresh) 38 3.0 42
Preference for Fillet(Frozen) 40 30 41
Ready-to-cook Fillet 36 24 40
Cl:Cluster 1, C2:Cluster 2, C3:Cluster3
(4) e Adsx
1ol Fo QP AdFEelA asol 7
o], %ol XHL VN ¥H EF ¥yEHoE A
SE7F w2 EES BT ol Alde Al
o] A 1Fo] Fole} ol Yol A
T v Al o Sl Aol
g, asolAl, asold], asoidyt e
M A 30] AuHoR HIET B B
& Btk A 32 aFolAMNB4R), 5ol
(3.3%), 1519 2.7%) 5 vFF FH aF
T AFor AzEs & EAS YE
oA A 32 AER eol e ddHelx
vl A=2Ql FA o] v Z3H | Q=
7202 3 Frh(<Table 8>).
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<Table 8> Preference by cooking method

Preference by cooking method C1  C2  C3

Grilled Mackerel 43 42 44
Braised Mackerel 40 39 41
Mackerel Stew 31 29 34
Mackerel Rice Bowl 25 21 27
Raw Mackerel Sashimi 30 29 33

) 4% oz ey

wlol 7] flelAM aLsolE Frlshe WIS

AxHor = Hoz E3] 74 1L 593%7f
oS fal sk Aol A Aoz e
1}

A 2(15.8%) 2k T 3(17.2%)7F Aoz Ea1,
TH 1(6.6%)°] W Aoz FAE

ot W HAdE e e Ty 3D
frob A 7.4%, A 92%)E dHAoR
=2 5EAE BT ¥F 32 16.6%7F AUE
A& BEAE Fuske AFgS M Qv

(<Table 9>).

<Table 9> For whom to buy mackerel

For whom to buy mackerel cl C2 (3

For oneself 593 432 485

For spouse 242 315 178

For parents 6.6 158 172

For infants and toddlers 22 21 74
For School-aged or Adult

Children 177592

Pearson x2 = 20.521, P=0.009""
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<Table 10> Cooking Utensils for Mackerel

Cooking Utensils for Mackerel Cl1  C2  C3

Frying Pan 46.2 658 742
Air Fryer 341 171 129
Pot 55 11,6 49
Microwave 8.8 - 3.1
Oven 55 48 49
Pearson x® = 41.749, P=0.000""
AT @ "7k Puja nFole] A HE

Addz 2ozt e ZAoz vebgeh 4 1
< xEolak Tl H]Fo] 802%=E =ik
67.0%5TF H2> Z1 o2 YvEbstth 3 2= S
2 86.3%%E mESo]AF 63.7%K.th %Aﬂﬂ 7o
2 YEstth A 32 SulAl 83.4%, =2 9o]at
81.6%% T UAHA] Hl|ZF Z}o]7} A %%5’&

I E AnHlshs o A 7 Aol7t ¢l
Aoz yeuth Ee AW 15oE He

(6) o]:rLEﬁ]X =3 2]
Avd ATEAR BFE Fvd Hol S
5). J

ol o=@ UEFTHp<0.0
A 44(63.7%)2 HFo] ¥

om, 4 29} 74 32 FARSE HlFS

A A 12 20t0(23.1%)9F 60t o]
(34.1%)°] AR o® =11 50th(9.9%)7F A&
EAS Bt 74 2E 60t ©]4H(31.5%), 50th
(47%) 2 AdFoz nAdFY nFo] & &

& deRdth A 32 200FE] 60t o]t
A A8 B¥7F 318 EES BTK<Table
12>).

FEAgel A A 12 19 7HH29.7%) HE
o] thE AHukrrt 2u] o) =3 29 7}ES} 4
ol 7} HlFo] Az oz vro} AA A
7F mlnA AL 5L Vet 2 29 A
32 FAMSE 7Y xR 491, 391, 291 JH A
o] AtjA o7 =1, 18] 7} v|F0] 10% U
97 vk 545 BSITH<Table 12>).

= = <Table 12> Demographic characteristics by cluster
FH olfFE Tro] FobE 50% el olfr® = — ——
emographic characteristics
worem, tgow Azl FobAUE o 30% S ster Ta e a
HZo® okt @Al asols i Aol Gender*™ Male 363 46.6 55.8
= b PeEr)E B Fujgle] Aus w eneer Female 637 534 442
= Aoz BAETH<Table 11>). 20s 23.1 144 166
30s 17.6 13.0 215
<Table 11> The Reason for mackerel consumption Age** 40s 154 164 202
50s 99 247 172
The Reason for_mackerel Cl 3 Over 60s 341 315 245
consumption
Good Taste 527 479 546 I Person 297 110 129
Good For Health 319 322 325 2 Person 134 233 238
. . Household size** 3 Person 30.8 28.1 264
Family members’ preference for 66 62 18
mackerel ) ) ) 4 Person 209 315 313
Experience from Childhood 44 41 37 Over 5 Person 33 62 3.7
Easy to Cook 33 34 25 Pearson 7 = 11.604, P=0.771
Reasonable Price .1 14 18
Dietary Diversification - 34 12 gt rAE Y
For Diet - 07 06 T 12 B5E JdEHE AYo|(Conservative

Pearson x2 = 11.604, P=0.771
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<Table 13> Cluster 1(Conservative Active Senior)

Cluster 1(Conservative Active Senior)

Place of . o

Purchase Online channels(90.1%)
Preference, ngh preference for mackerel (4.0
Frequency of © oints)

a y' Consumption frequency: 3.5 times per
Consumption

month

Product  High preference for

Type easy-to-cook products
Cooking  High Preference for traditional forms of
methods  cooking(Grilled and Braised)

Food Many purchases are made not only for
Lifestlye  oneself but also for one's spouse
Cooking . .

F Pan(46.2%), AirF 4.19
Utensils rying Pan(46.2%), AirFryer(34.1%)
COU.I"lt){ of Buy Norwegian Mackerel more often
Origin
Demographic High  Proportion of Older Age
characteristic Group(over 60s,)
3. 4. and 1 person Households
TH 25 A% avPwoz PP o)E

< 50tf~60tl, 391~4%0 7} FAHY ZIGAUER
1595 Lvste 7H B Al AnjygoR

AEHS aFse HEe A
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ot 5AE /M 1% 4
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= (e}
= FUAre ol AF FujsksE Holth(<Table

<Table 14> Cluster 2(Traditional Consumer)

Cluster 2(Traditional Consumer)

Place of Large Retail(56.8%),
Purchase  traditional markets (26.0%)
Preference,

Preference and consumption frequenc
Frequency of P dueney

. are relatively low
Consumption
Product High Preference for Fresh or fresh
Type dressed mackerel
Cooking  High Preference for grilled or braised
methods  mackerel
Food Many purchases are made not only for
. oneself but also for one's spouse and
Lifestlye
parents
Cooking  Frying pan(65.8%), Air Fryers (17.1%)
Utensils  and Pot(11.6%)
County of
o Buy Korean Mackerel more often
Origin
High Proportion of People in their 50s
Demographic and 60s
characteristic There are many Households with 3 to
4 person

T3 32 BNy Avpdow gigick o] J
@2 20T 60T7EA] AFe] 1E 291420
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<Table 15> Cluster 3(Trendy Consumer)

Cluster 3(Trendy Consumer)

Place of

1 0,
Purchase Large Retail(66.9%)

Preference,
Frequency of
Consumption

High Preference and High consumption
frequency(4.3 times per month)

Product High Preference for processed mackerel

Tvpe products  (fillet, ready-to-cook fillet,
P fresh dressed products)
High Preference for grilled or braised

Cookin mackerel

8 Relatively high preference for mackerel
methods _
stew, raw mackerel sashimi and
mackerel rice bowls than other groups

Food Purchase are made mainly for oneself

Lifestlye ~ and one’s spouse and children

ICJ(;::;EE Dominant use of frying pan (74.2%)

County of . .

Origin Indifference to country of origin
Demographic Evenly spread across age group
characteristic consist mainly of 2-4 person households
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