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A Study on Commercial Kimchi Consumption of Housewives
in Seoul and Chungbuk Area
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Department of Food Science and Nutrition , JungAng University

Abstract

A total of 580 housewives in Seoul and Chungbuk area were interviewed to survey the consumption
of commercial Kimchi, The group of 30 age of the respondents who has bought the commercial Kimchi
was 53.4%. Respondents(73.2%) preferred the cabbage Kimchi of purchasing commercial Kimchi on the
market, The respondents purchased mostly on super market(43.4%). The reason for purchasing
commercial Kimchi were convenience(37.8%) and short of time(33.7%). The criteria for purchasing
commercial Kimechi were previous experience(48.5%) and well known trademark(23.4% ). Problems to be
improved in commercial Kimchi were low-priced goods, sanitation and development of diverse taste.
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Table 1. General characteristics of the sub-
jects purchasing commercial Kimchi

Variables Group N(%)
20~29 51( 86)
A 30~39 315( 534)
- 40~49 166( 282)
> 50 58( 9.8)
middle schoal 66( 11.2)
Education level* high school  420( 71.2)
junior college 104( 17.6)
‘ NS emploved ~ 320( 542)
Employment status unemployed  270( 45.8)
<100 82( 13.9)
House income™ 101~200 328( 556)
(10,000 won) 201~300 138( 234)
=301 420 71)
NS separate 175( 29.7)
Type of house apartment  415( 70.3)
=3 49( 8.3)
The number of 4 285( 48.3)
famnily memmber™S 5 147( 24.9)
=6 109¢ 185)
Total 590(100.0)

*P<0.05
N.S: Not significantly different at P<0.05

Table 2. Preference for commercial Kimchi

Variables N (%)

Cabbage Kimchi 432( 732)
Pickled young radishes 52( 88)
Bundle Kimchi 38( 64)
Leaf mustard Kimchi 29( 4.9)
Chopped radishes in salt water 11( 1.9
Cabbage white Kimchi 10¢ 1.7)
Radish cube Kimchi 8( 14)
Cucumber pickles 6( 1.0
Green onion Kimchi 4C 07

Total 590(100.0)
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Table 3. Purchasing place of commercial Kim-
chi

Variables N(%)
Department store 51( 86)
Supermarket 256( 434)
Conventional market 92( 15.6)
Agricultural association 136( 23.1)
The others 55¢ 93)

Total 590(100.0)

Table 4. Once purchasing volume of comm-
ercial Kimchi

Variable N(%)
2 heads 186( 31.5)
3 heads 292( 485)
4 heads 88( 14.9)
The others 240 41)

Total 580(100.0)
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Table 5. Reasons for purchasing of commercial
Kimchi

Vatiables N(%)
In the special case 42( 7.1)
Convenience 223( 37.8)
Lack of time 197( 33.7)
Doesn't know how to make 128( 21.7)
Total 590(100.0)
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Table 6. Motivation for product selection of
commercial Kimchi

Variables N(%)
Advertizing 138( 23.4)
Ingredients 88( 14.9)
Experience 286( 485)
Recormmendation 78( 13.2)

Total 590(100.0)

Table 7. Improvement for commercial Kimchi

Variables N(%)
Price 254( 43.1)
Sanitation 135( 22.9)
Taste 102(¢ 17.3)
The others 99( 16.7)

Total 590(100.0)

Table 8. Purchase of commercial Kimchi in
the future

Variables N(%)
Positive 432( 73.2)
An occasion demands 158( 26.8)
Total 590(100.0)
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