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Abstracts : For several thousand years, Korea ginseng has been used as medicinal herb in the oriental countries. Korea is
the ginseng suzerain and, for that reason, the ginseng as a special crop in Korea has been exported to the World market
since the era of the three Kingdoms. However, recently, the international market share of Korea ginseng products has been
significantly reduced due to the mass production of ginseng from China and Canada. Besides, America with aggressive
marketing strategy take the leadership in the international ginseng market. Therefore, it is necessary for Korea to know
and understand world ginseng market mood and situation. The object of this study is to identify the actual consumption
conditions and consumer perception of ginseng at the major consumptive countries in the world. The findings of this
study mean that the consumer behavior and perception of ginseng is difficult depending on country. At the result, it is
expected that this study will be used to apply ginseng in various fields.

Key words : ginseng consumption behavior, ginseng consumer perception, ginseng marketing strategy, international ginseng
market, international actual ginseng consumption condition
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Table 1. Demographic Characteristics unit: (%)
Item Korea U.S.A. HongKong China Japan Taiwan
Gender wormen men men women men men
(57.1) (56.3) (53.8) (54.8) (84.7) (51.7)
Average age 458 40.3 39.7 48.8 63.4 393
Ethnicity Asian Asian Asian Asian Asian Asian
(100) 42.7) (99.0) 91.9) (100) (91.4)
Educational high school middle school high school 2 years college 4 years college 4 years college
level (35.2) (22.3) (24.0) (29.8) (38.7) (28.4)
Occupation sal(a3r%/- ]n;en sal(azr%/. gr)len sal(asr%/‘ g)len sal(ag ;?en sal(alré/. (r)r)wn sal(asr%/. g;en
Annual below 20 million won $20,000~29,999 $12,00}352 4,000 over 34,000 won over 9million yen 30,000~50,000 NT

income (27.6) (23.3)

(32.7)

(25.8)

(48.6) (41.4)

The highest frequent item in each question is recorded in Table.
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Table 2. Consumption behavior for ginseng products (multiple answers) unit: (%)

HHE P A 13 Ag
AE PG AL ol 7R w8 Alegdel] figk 99

A

ftem Korea U.S.A. HongKong China Japan Taiwan
Purchase ginseng Korean Korean American China Korean Korean
roducts (79.5) (46.6) (40.1) (45.5) (46.4) (38.0)
p
R t purchased roots tablet roots roots roots roots
¢peat purchase (39.6) (21.0) (32.2) (40.6) (21.6) (33.1)
. health promotion health promotion health promotion health promotion health promotion health promotion
Reason for buying (40.6) (42.4) (35.0) (37.6) (63.1) (24.2)
. . health food store health food store pharmacy store  health food store health food store pharmacy store
Main store for buying (67.6) QL (36.5) (43.8) (21.6) (293)
1~3/ 2~6/ 1~3/ 1~3/ 1~3/ 1~3/
Fﬁigﬁsgecy of Annual a year a year a year a year a year a year
p (42.9) (30.1) (51.0) (48.4) (48.6) (50.0)
Average of purchase —oyer 199 10-30 10-30 50-100 50-100 10-30
(unit 1,000 won) (39.0) (32.0) (32.7) (28.2) (22.5) (37.9)
all over year all over year all over year all over year all over year all over year
Purchase season (57.D (35.0) (60.6) (54.0) (64.0) (40.5)
Most effective recommendation recommendation TV internet visiting home vV
advertising (50.6) (38.3) (37.3) 31.1) (26.1) (33.0)
The highest frequent item in each question is recorded in Table.
Table 3. Considering factors for buying ginseng products
Total Highest count
[tem g Yy F-value Sig.
Freq. Mean S.D. Freq. Mean S.D.
Origin of product 645 3.684 0.043 105 4.381(Korea) 0.092 13.494 0.000
Price 640 3.813 0.038 103 4214(H. K) 0.084 11,915 0.000
Package design 635 2.931 0.043 117 3.145(China) 0.078 10.036 0.000
Package size 632 2.951] 0042 103 3.214(U.S.A) 0.119 6.499 0.000
Medicinal efficacy 641 4.102 0.040 105 4.664(Korea) 0.064 12.218 0.000
Fragrance and taste 636 3.651 0.040 105 4.194(Korea) 0.087 13.069 0.000
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Table 4. Consumer Perception of Ginseng Products unit: (%)
Item Korea US.A. HongKong China Japan Taiwan
The longer cultivated period of ginseng, the Yes Yes Yes Yes Yes Yes
better medicinal efficacy (84.8) (70.9) (66.3) (83.9) (65.8) (50.9)
Willing to pay more for longer cultivated period Yes Yes Yes Yes don't know  don't know
of ginseng (59.0) (58.3) (56.7) (50.8) (45.9) (45.7)
Difference in medicinal efficacy depending on Yes Yes Yes Yes Yes Yes
origin (74.0) (57.3) (70.2) (47.6) (65.8) (52.6)
Willing to pay more for high quality of ginseng (6\§S7) (%e;) (SY]E?;) (SI:I‘?O) (}5?39) do?zgl.({‘ )0 W
Willing to pay more for high quality of ginseng  until 25%  until 100% ~ until 25%  until 50% until 50%  until 100%
compared to common priced ginseng (42.9) (31.1) (34.6) (43.5) (36.9) (38.8)
The highest frequent item in each question is recorded in Table.
ZAolch. Table 304 Fh=2 ALHA], FFA, 719 2o s AEARES 100% A%, &5 &SHAFES 25% ©ld,
60”%% 7P FasiAl ARt 7P Bel SHatier, TR AE APAELE 50% AR, 2 g AHRES
= 7H, F5E T TR, A vlEe g w9 100% 8% o A& §o07t vt 2zt 78 wol 93
! e
H A S duiA] BAREA RS ARgsisich 8¢ 7]
=AY T & F, Bt A, TFEUR eI, I 2k QIO CHEH 2= AH[XEES| o7
& FAATE Ze 7HE AR s RS o8 TRl AL FEo tigh B4 AR AYujA A
sto] FRroZ #Alslplem Zzte] folaeor 7hdg 4 A AREEITH(Table 5). WA ALefQl el tisis &
Aatdrk. d o] FAA feolaE 1%oldelA 7 Het Jrifs AE Ftg AlQE 350] 7P 22 HAFE B
7kl Htol Fdslths A S 712t & AUtk & = olm ooz UEQ.784)] 7P HrvE WSk MtEom
7P RIAAIE THE W e ARl tigh Hu Tt <A oj=lel] ek AEide] FRIF Bad Aew et
2 e & gt IS oFadel miek ARo® g A9 gige] vt
F Ee AE 2o 9= F53.661)0] 7P "t
=718 Qafofl Chst Q14 ol wejQlate] kg del tigh SR E Astsfof g Zlojrt.
7P el digk I OR 7} 2L FE F gk s 719k gtoll tigt dgollMe g5 dFe® v 7P &
wol -SHsF FET FAISIATHTable 4). 14ke] W) o o, de@B.237)0% 7P Aot wgkatl ARIEe] B7]
g FA T e UiF JHeR A ko] AHRlEe] | o} o i3l WIAFOR o5 AA T & Uiz AF ML
Zo] LdTE FE FaHol U e Aoz 7P Bol 2ot 28 Al el i diolMs vl=o] 7t
Swelirh Bgk 3 dz Qlitell disl o Wol A& ok d wom I thgo] Foldnh di23.065)0] 7H M7t
of thet e|FAoR= M =7te] AH|RIEe] o] QjEs SR AtE oz AA QA vheget ]%Q A Gh=
5 o ALY &7} okl 7hg gol gHskaith. YAkl Aol Lzttt 7H4e] HEAel tiF dEeRE g+ e
e Qo] efaAdel] Wik o helM A FHvte] 4njAbEol o= F=o) 7P 52 w0tk =G 575)01 7V ATt
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AE Az 71T WS ATaliol & Aot of 2 F EOW O TS S o2 Al QAR ZE A
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Table S. The results of the study about Korea Ginseng Products
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Total Each county )
Item F-value Sig.
Freq. Mean S.D. Freq. Mean S.D.
, 4.019(K), 3.721(H), 3.268(A)
Consumer perception 646 3.291 1.172 104 3.058(C). 2.982(T), 2.784() 0.737 20.074 0.000
- 4.299(K), 3.898(T), 3.864(H)
Medicinal efficacy 583 3.896  0.862 97 3.854(A), 3.835(J), 3.661(C) 0.868 6.636 0.000
4.170(K), 3.766(A), 3.588(H)
Fragrance & taste 571 3.622  0.830 94 3.520(T), 3.460(C), 3.237()) 0.799 15.707 0.000
B 3.537(A), 3.505(C), 3.311(K)
Diversity of products 565 3313 0.846 95 3.235(H), 3.171(T), 3.065()) 0.861 4.811 0.000
A 4.242(K), 3.824¢C), 3.76T)
Proper price 574 3779  0.899 95 3.649(C). 3.635()), 3.575(A) 1.039 11.417 0.000
o 3.991(C), 3.674(K),3.657(H) -
Rising body temperature 567 3.522 1.033 111 3.415(A), 3.299(T), 2.921(J) 0.879 13.594 0.000
4.086(K), 3.674(A), 3.618(H)
Easy to buy 571 3545 0914 93 3417(C), 3295(TY, 3.158()) 0.952 13343 0.000
. 3.779(A), 3.702(K), 3.490(H)
Package size 574 3415 0.749 95 3266(C). 3128(T), 3.0930) 0.687 16.21 0.000
o . 3.622(K), 3.505(C), 3.505(C)
Availability of small size 563 3.426  0.889 90 3463(A). 3275, 3311(0) 1.205 2042 0.071
. 3.737(A), 3.702(K), 3.716(H)
Package design 573 3543 0811 95 3661(C). 3.295 (T), 3.053() 0.775 13.053  0.000
(K) is Korea, (A) is America, (C) is China, (H) is HongKong, (J) is Japan, and (T) is Taiwan
Table 6. Evaluation for the ginseng products from of origin unit: (%)
[tem Korea US.A. HongKong China Japan Taiwan
Buying or not (99.0)! 61.2) (56.7) (62.1Y (65.8)" (45.7)!
Quality (94.0)’ (57.3)! 60.6)! (42.7)* (67.6)" GLN!
Resonable price (48.6Y (36.9) (51.0 (54.09° 49.5)* (60.3)°
Medicinal efficacy (83.8)' (49.5)! (56.7)" (38.7)° 43.2) (38.9)
Package design (55.2)° (41.7y’ (59.6)' 45.2) 2.1 67.25°
Package size (52.4) @2.7)! (50.0)! (37.9Y (60.4)* (68.1)°
Effective advertisement (51.4)' (49.5)! (51.0)! (61.3) (58.6)* (64.7
Fragrance and taste (72.4)" (39.8)! (50.0)! (33.1y (58.6)* (52.6)

The hxghes; frequent 1tem in each questlon is recorded in Table.
Y Japanese, and ¥ don't know

) Korean, Amencan

) China, *
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