KOREAN J. FOOD COOKERY SCI.
Vol. 25, No. 6, pp. 655 ~662 (2009)

94%94 4o Tt B ofm|z] HA

kA
B

pERE

. o]\:l]o]-

] - TR - YA -
:rLoJ YA M o) Et a2 E e st} 2A A o)t A o 3t

15

Anaysing Foreign Consumers Perceived Brand Image of Korean Food
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Abstract

This study investigated foreign consumers' perceived brand image of Korean food by applying the factor analysis
research method. Questionnaires were distributed to 600 foreigners visiting Korea, from September 1 to 21, 2008. A
total of 416 questionnaires were returned, of which 70 unusable questionnaires were excluded and 346 were used in the
final analysis. SPSS 12.0 was employed for the statistical analysis. According to the factor analysis results, the brand

image of Korean food were classified into four factors, ‘ premium concerns’, ‘ novelty concerns’,

‘health concerns’, and

‘popularity concerns', where ‘health concerns' had the highest mean score among the factors. The results also showed
that the respondents perceived Korean food as * healthy’ and ‘ organic’, but not as‘feminine’ or ‘ high-grade’, particularly
respondents who were Japanese and Chinese. Additionally, the respondents were divided into two groups by degree of
preference for Korean food. No significant differences existed between the two groups except for the attribute
‘family-oriented’. Overall, the results suggested that the representative brand image of Korean food is ‘healthy’, which
also corresponds with recent food consumption trends and Korean food characteristics.
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Aol HRE 2518 o] FE H8o]1(dung HO 2006),
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guzke] A2 I7IHAEE FA43r] sk ‘gHik)
BAEst S 9% 47 AMGAIEAE FHstke 1 5
o JE=vl(Yeom KA 2006), ]S =& diEsh= 3
o] BAERA Fo% J4FE sta Utk &3ket A
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< 7|2 E St 8R1sld WHoEE adls ke
slalr] S8l dRbd o g Jde] ARgEE WSl wig
(Varimax) 3] 2 821-& AHEshTh Edh ZAMdRNY] =
H-BE olmz] g1le] ztolE HY| fjsto] dUAHEE
A(ANOVA)E A3t o, Scheffe's multiple compari-
sonC & AR AR A, &2 Bale ojmA] Z+
G gk FAZE ApolE AHET] 93t 7]
A4 (descriptive andlysis) 3 YU FE2A(ANOVA)
AR vpRA|Eto 2 ko] AT Tl whE Hel
ojulA] 1] FF ZolE Yolry] {3t AN A
T 180% o] EYRE t-7Z(independent group
est) S AAISHAT

o ¥ tlo
—Q' fll

o fio ofN Ok ox
S

2o >
! it

ol r

i (1 ao

—
—

1, ZAHHAIRI] QMbS SN W B MEE
g

=
B o) et A SHAR: F M6

o7 AT
gAke] dnrr EA4L Table 13 2ol Al =30
2 uj=lo] AA| 1399(40.2%) = 71 Bkon, diE

2l 1187(34.1%), =10 89H(25.7%)°1tE A==
3(37.9%) Bt 44(59.0%)°] B FES zkAs}
AHFT o= 2007} 35.0%= 7Y BATE dFY %
QA 3lFEE 5~103) dths SEAE 205%E 7
Rkon, SHA 621%7t HA d=s WES
7L e Ae® Yyt

=g, 2AEA T A= deld 2AA 71E 1d
ol FAe AT Aol e AES R 4 A
S o] thete] 5709 Hx(1= 3 FolelA ¥, 5=
w9~ FolthE vro] HEd A AA ZAVER F
67.9%(235%)7F A=) 3 Ahe A e, o
T 281%(66™)= ‘"¢ FolRItl, 34.5%(819W)= ‘Fot
stp o] MEaxs Hel Aoz yehgth Jang MJI9F Cho
MS(2000)9] Aol oJ3td Fh=m& WESh] AW e
ol Aol A+ =S 70.2%= YEReH, g
A& HolE ArigE A7 A s Hold A
$(59.9%)7F 7Hd =A JERS T Jang S¢F Ha A(2009)
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Table 1. Demographic profile of respondents and preference
for Korean food

IS Frequency Percentage
American 139 40.2
Nationality Japanese 118 341
Chinese 89 25,7
Male 131 379
Gender Female 204 59.0
No response 12 31
Under 20 21 6.1
21~30 121 350
31~40 76 220
Age 41~50 73 211
51~60 34 9.8
Over 61 11 32
No response 10 29
Less than $ 1,000 a1 1.8
$ 1,001~2,000 29 8.4
. $ 2,001~3,000 59 171
Monthly income
$ 3,001~4,000 86 249
$ 4,001 or above 99 28.6
No response 32 9.2
Less than 5" times 85 246
5"-10" 102 295
. 11"~15" 85 246
Eating out th_o~th
167~20 46 133
21% or above 14 40
No response 14 40
. Have 215 62.1
E?S\t/i:t(iﬁzl?gﬁreea Have not 114 329
No response 17 4.9
Very like 66 28.1
Like 81 345
Ef:;? Ei;;’r Neither like nor disiike 65 7.7
Didike 16 6.8
Very didike 7 29

AsEst= olfFE ‘gholghe 3H(93.7%)°] 7 =4
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A4S ¢ 23, Z7ke] 221’ Cronbach's apha A%k
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3
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Qlole} stttk A3QRI] AFAFH ale A7A o] wE §
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Table 2. Results of reliability anaysis and factor analysis for brand image of Korean food
Factor Item Factor loading Elg(_anvalue % of variance Cronbach's
(rotation sum) alpha
Neat and tidy 0.668
High-graded 0.701
] Feminine 0.721
Premium Simple and plain 0.689 3.569 20.330 0.8462
concerns
Modern 0.608
Initiative 0.643
Reliable 0.491
Creativity 0.612
o Stimulating curiosity 0.596
Novelty Attractive 0.603 2,602 14.456 0.7381
concerns
Global 0.617
Generd 0.507
Health 0.750
Health .y 2294 12.744 0.7366
concerns Organic 0.706
Lo Abundant 0.811
Popularity Family-oriented 0.733 1.964 10912 0.6822
concerns
Diversified 0.645
58.442 0.8838

a4 #2275} 7] 4] 252 7] 63 (2009)



Table 3. Mean and SD of the extracted factors across nation-

dlities
Factor American Japanese Chinese Total F-value
PYeMIUM 27 063" 3.23£0.74° 3.47+0.64° 351+0.71 19.420%**
concerns
Novelty

3.78+063 3.70+0.60 357+0.72 370+0.65 2.780
concerns
Health

concerns

4.13+0.72° 4.01+0.81% 3.77+0.94° 3.99+0.82 4.994*

PopUlarity 5 o5, 0 63° 3.8140.72° 3.53£0.82° 3.79£0.73 8.124**

concerns

1) Scale from 1(strongly disagree) to 5(strongly agree)
2) *p<.05, ***p<.001
3) ** Sheffe's Multiple Comparison
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Table 4. Perceived brand image of Korean food across nationalities
American Japanese Chinese Total
Factor Item F-value
Mean+SD rank MeantSD rank MeantSD rank MeanxSD  rank
Neat and tidy 3.67+0.87° 14 3.07+1.24° 16 3.90+0.93° 2 3.52+1.08 13 18.720***
High-graded 3.85:0.83° 8 2.92+1.05° 17 3.13+0.88° 17 3.35+0.88 15 34.932***
) Feminine 357+1.03° 17 3.10+1.14° 15 3.15+1.02° 16 3.29+1.02 16 6.331**
Ero‘fg’:; Smple and plain  363:102 15 3412082 12  354+08° 10 353092 12 1775
Modern 3.77+0.89 12 3.31+0.99° 14 3.26+0.91° 15 3.49+0.96 14 11.049***
Initiative 3.84+0.78" 9 3.35+1.00° 13 3.70+1.07° 7 3.63+0.96 9 8.514***
Reliable 4.01+0.76" 3 3.47+0.97° 10 3.63+0.86° 8 3.73+0.89 6 12.565***
Creativity 383+0.82° 10  344+091° 11  374+1.11° 4  368+t095 8  5847**
Stimulating curiosity  3.96+0.75 5 3.94+0.85 3 3.71£0.95 5 3.89+0.84 4 2.659
C'\(l)?]\é:tgs Attractive 3.80+0.89% 1 3.97+0.91° 2 3.58+0.95° 9 3.81+0.92 5 4.556*
Globa 3.69+0.96 13 3.59+1.08 8 3.38+1.00 13 3.58+1.02 10 2.482
Genera 3.61+0.95 16 3.54+0.85 9 3.44+0.89 11 3.54+0.90 11 0.945
Health Hedlthy 4.13+0.76* 2 4.16+0.89° 1 3.71+0.96° 6 4.04+0.88 1 8.317***
concerns Organic 4.21+0.74° 1 3.90+0.81° 5 3.93+0.99° 1 4.03+0.86 2 5.164**
) Abundant 3.89+0.81" 7 3.80+0.95” 6 3.30+1.04° 14 3.71+0.95 7 12.006* **
z&g;g Family-oriented 3.98+0.81 4 3.91+0.78 4 3.89+0.93 3 3.93+0.86 3 0.440
Diversified 390+0.84° 6  373x099° 7  340+109° 12  371+098 7  7.362**

1) Scale from 1(strongly disagree) to 5(strongly agree)
2) *p<.05, **p<.01, ***p<.001
3) ** Sheffe's Multiple Comparison
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Table 5. Perceived brand image of Korean food by the pre-
ference of Korean food

Preference Not Preference

Factor Item Group Group t-value
(N=147)  (N=23)
Neat and tidy 3.36+1.20 3.77+1.11 1536
High-graded 3.18+1.10 3.32+1.13 0537
Feminine 3.03+1.08 355+1.30 1.777
Premium ! .
Simple and plain  3.43+0.95 3.52+099 0.430
concerns
Modern 3.29+1.00 341+3.29 0494
Initiative 351+1.05 3.65+351 0559
Reliable 375096 3.90+3.75 0671
Cregtivity 3.68£093 355+1.30 -0.470
Stimulating curiosity 4.08£0.77 3.68+1.21 -1.508
Novelty Attractive ~ 4.03:091 3.86:1.13 -0.762
concerns
Global 3.46+1.04 355t147 0268
General 3.49+090 348+1.17 -0.077
Hedlth Hedlthy 423+0.85 3.74+1.21 -1.852
concorns Organic 407092 3.86+1.06 -0.967
. Abundant 3.82+097 3.39+1.08 -1.956
Populaiity o iv-oriented  4.13:0.87 368089 -2.222*
concerns
Diversified 3.86+0.99 350t1.54 -1.076

1) Scale from 1(strongly disagree) to 5(strongly agree)
2) *p<.05
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