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Abstract

The present study, we purposed to surveyed how much Korean natives valuation of

value traditional food as a

tourism resource and their perception of traditional food, and to measured the attractiveness and potential of traditional
food. For this purpose, we reviewed previously published studies research on traditional food and tourism resources, and
conducted a questionnaire survey of urban citizens in Seoul on traditional food. Three hundred distributing 300
questionnaires were distributed and recovering 242 of them were returned. In this study, SPSS for Windows 16.0 was
used for empirical analysis and the subjects demographical characteristics were analyzed through frequency analysis. In
addition, reliability analysis were performed to test the overal reliability of the empirical survey and collected data
Factor analysis was conducted to integrate variables, and the effect of the attractiveness of traditiona food on purchase
intention for traditional food was tested through multiple and simple regression anaysis. Inquiring By surveying into
the attractiveness of traditional food as a tourism resource, this study attempted to formulate a causal relation model
among major variables, and examined the effects of the attractiveness of traditiona food as a tourism resource on
purchase intension based on Korean natives perception of and attitude toward traditional food, which is a Korean
cultural heritage. Furthermore, and furthermore, made we provided suggestions for the improvement and development

of traditional food.

Key words : Traditional food, attractiveness, tourism resource, purchase intention.

A% % e MgAe AW § - 2Ee) Ao - w3
F e oJvjsked, o749 i ol WS B
B BF0] 22 48L sol B oA} A 2 T

*Corr@ponding author : Kyung-Hee Lee, Td : +82-2-961-
0847, Fax : +82-2-964-2537, E-mail : Ikhee@khu.ac.kr

B A9 5714 P08 BRI 2008), 53 1
Uelsh el B8 UMY 5 U 28 B A9 %
A B AUFE Dol AYHOZ Aol o)A WSl
1 AsshE R0E, 7 delihth 1R B8 9 A4
AL Gk EF, cle) Foh B ANE Fhed BRAE
o] 73 47 AT F YE Ro] 1 AGe) 4T Ba2A
g o, 1 uelel gAe e B8 ZYe 8%

A

d

2l 24t & 4 JtiHal & Sharples 2003).

21 W AAskS 52 AFo| Pl o E G
o] FFA|o| A AP 227 HHEE BE 5] S
He Zog wgo] AFA A 5218 i, Fste 7,
T 22 e A4S RS BEe 3gS BEs)
At wle= A 5 TS 3 Folo] o oW
27 gaE 52 e Jo R, daEdey 549 7
ZollA A1E AlEAY E4bE A Ao EAS Al
3 BE Aol Jed, 2 B EFY A2 X33 &



820 W) -

(

st iﬂﬁ* =2 A, A

12
A ot
i

o 2
o o
(. of %
Oﬂ r_{n —~
o
ot
piz) r::j:
N [}
é T
£ 8
,dn S
(PN
|:] —_—
@5 o
ol r_>fl_4
-
. dlo
o Jz
) é
rO
=
tlo
{8
k]

offt
oo
AN
9
T

S e gole E
2 A Ho] EAES o] 83l 1 X|He] EESH
oJ&f wH=o)7l thgre] FHlo] & A7) o) A5
Aoz HolHv(H7 2004), -tz HF
o= ek 14]7] o] ARE o] AR, F

AA] F& 58 B3 189 AALA b
11‘4‘5/\1 A A A HgEo] @
A FojalA delFew
=, A% o= 5:%?_ nZo] gatolth(r 7 4 2000).

w3} W AHdoEA Xd_% A % 7% v‘}i‘rv*ki

%2
2

o IE
=2

Ly
ox flr
.y 1:110

) A )
ﬂloi%'m
1> o
_11m‘E
o lo T
m[o%

Lo ofv o o [N
L
o

o
fru
X
fﬁ,
L 9,
o
1>

15 9 2
A B Ao, B 95 S0 A 7
510 e,

T} AFESBAPAATA008 I 24 4
Qo ZAH BAEE WEA, ABA 5L AE 2% 6
Aoj9lo] o] =r, g2jo] T Aol WA $Ah A F
S Av,;_w e glow e
SERESIE JORES

el B3 M) 20 710457} e Aoz v

A A A4

A ar g

gl a2 yete] 54 4S5 AEshs ol
A7} EA)8ka theksl Q2150] MR BolH oz s)olE
A 9GS mFHtka & 5 e, o]d thale] Khan(1982)

= o2 7}

< +4E Asske e I3 vAe 89e 224 8
A, AR AAE a1l 23F B FwF afleg EFste Al
Aletoitt. dRbH o2 AJeEe) ol oA 2 e &S

LA &7 Q4 TN Euste] Yu
diekel Bk, 7o) 2% aelm T § BE 9
A9 5 glovh, BRAe Au 7ol 3y

mlo
)
I, ~
QL
%
=

Nz AAEA Tl HIsIAY, o= 54 dAE A
A o3 A Tl Eol] WY T A7) vl AE 7t

%] E¥3t njgo] o sltty & 4= AciLim HR 2001).

#
o
P
3
@
Q

’§
=)
;
oo
1
e
o
ox
i
Lo
N
N
fo
- )
o
=

sotAloh kT EE

B o] R8s 52 e THe 2Ee] AZ4E VA E
a#ste] HriEYal st 524 B3 FE 7HAE E=olE
= =go] "asltal 3tk Chang et al(2004)2 &2]9]
B3N B34 P Fldhe %}494 L4 vl F&
gt SIXE AABEE M 522 oA gt WAL of
W WA A 2453 e g AFo® wgAolA 11 A Y
a5 AEskE Alshke B e QAR AEeE
ZAA Ak & Flolgtal a3tk

gy FHE AA A FAG WHe #31 iFe
$-2]9] A FAo= & WIS 7 A A, oY W}
2 st} 2@ GAE A AT 5219 BAS vtEA o]
35kA] Eahd $-2le] A% 73} Algox FA7F =l A
ZHETH A B 1993). ol -89 AT 521 ¢ A
g 9e AR Zsled| Alzte] Wol Al xeRgo] of
Hobe olf 2 A} o]& 357F FolE1 3o (Lee & Oh

1995), A% S2]9] AF WL o531 JYe Aot}
(Gang & Chyun 2006). ©]|%% A% 22]o) th3t 0|27

20l 530 I 95 6

P

% T %‘E}(o}%ioé 2008).

As =2 s A8 FHE A dFdXE A =
2ol thgk A FRIY oA, HFA, s, T 74,
AT, AWE, S219 Bt B, & 7 28 559 4
3}, sl wkzkR(Kim & Cho 2002, Jang et al 2005) 5-°]
Ao H, Sk A Ao tig 7hx]eF #stst 9 A
3l T = A bl gk Aellxs SellA AA|
H HFET tEo] vl Az BibE, 28] 1184, 4
F3}, 7, oheFsh vy, - 2 AR HYA, FE F
w2 FHl, 94, HAG £V, TP IEE T S
ZAPE FAtHHan et al 20073, Han et al 2007b, Khoe &
Sul 2008). ®:3F Jn & Cho(2007)& A% 2210l ek A
o] RJIA =7} thFstol] mIX|= Faoll B Aol x2] W

W, % 9Y Fol AE LA AASHe adlew, HE &
Ho) WA WS A% 49 A3, 7k HEAHE
Z3 9 4 Aok Rasgs.

T AEe) AFEINE B AoA AE &4
o 53 i o] e wPAS] FHH o) oAt}
o PAE 2AN ATE BlEls.

geb B Aol B AUozA St Fa
25 491 A% 220 oistel YFES) Q4L Fa)
5 820 A ge s asslon, o eyl @
B Ao mA BHY 5 Qe A} Tl 1ol 3
mAEA FEsrh



19(5): 819~826 (2009)

r

1. =
B A7 A ol Uisde ME BANIe R 31
SIATE A o2 30082 &F R FE HHeR F
AT 2SS AT

3t AE ZAFE AAE e, B
2027 (80%)E HE A ARE o] &3Ath
ZA tPgRle] A% o2l B3 Q12lo] M 22 v Aol
v GES 47] flal, AF 2ol gk 2148 Table 19
1

e
= - =
AN §4e 71FOR olsh LS4 s Pkt da

Table 1. The kinds of Korean traditional food

Category item Category item
S bap Galbijjim
Bori bap ) Saengseonjjim
P gk bep Jim Dosjigalbijjim
Mulnaengmyeon ii.lognseonjeon
Guksu Mendu Jeon Hobakjuk
Kaguksu 0Dt
Manduguk Kimchijeon
Gochujeon
Huinjuk Bulgogi
i Galbigui
Juk Fetjuk Gui Origui
Jeonbokjuk g _
Janggukjuk Saengseongui
Jeyukgui
Japchae
i Gyeogachae
Miyeokguk
Tangpyeongchae
Kongnamulguk Namul, :
Guk . Gujeolpan
Doenjangguk Saengchae _
Bu uk Kongnamulmuchim
9 Oisaengchae
Musaengchae
Samgyetang Baekkimchi
Yukgagiang ... Oisobagi
T Gabitang KIMENy eotmukimeti
Gomtang Bossamkimchi
Gyeongdan
Ingeolmi
_ Doengmgguk Tteok, Songpyeon
Jigee  Sundubuijigee :
Kimchijjigee Hangwa  Sirutteok
e Yakgwa
Gangeon
Sinseolro Insamcha
Beoseotjeongol Sujeonggwa
Jeongol Dubujeongal Dagwa Skhye
Haemuljeongol Hwachae

B A2 AT 49 Aol e Tl gt B A7 821

Table 2. The preceded studies about traditional food

Variable O @@ 0 ® 6 & @
Taste A A A A A A A
Amount A
Nutrition A A A A A A
Health benefits A
Seasona food materials A A A A
Price A A A A
Convenience food A
Appearance A A A A A A
Recipes A A A A A
Commerciadization potentiadl A A A
Popularity A A
Ambience A A
Food culture A
Diversity A A A
Specidties A A
Simplicity A A A

@ Kim & Cho(2002),
@ Khoe & Sul(2008),
@ Lee ¢ al(2005).

@ Jang et al(2005), © Han et al(2007a),
® Jn & Cho(2007), ® Han et al(2007h),
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Table 37} 9kT}. ZA}F tdA= WA} 11278(46.3%) A}
Z1 =0
9}]\:]_,_1

822 S e - gfA - 048
sto] T3 o] A7t 7HES AAsilen, olo] g A
T ®¥L Fg 17 2Uch 7} 1307(83.7%) 22 A} 5 =3
°] 119%(49.6%), 71&°] 12174(50.4%)°|
HY A% e40] e A4 AF So) et vhey  7F 78, 07707, 0tz 7573, S0 o)) 2670 S0t
o dFE WA Aol odE AYsta vy 12 EXE eyt gEe 1
[H-2] A% <29 vjgdge A% S2o Aulzl wjg ols}l 237(9.5%), H=thst Ajs} - =% 377(15.4%), thekal
23 F7tel] 4 m A Aol ANt - 999(41.1%), et Ag - < 827(34.0%) 2
H3 AE o4 vigge w3 FFoge @l 7 = yepskon], AL Ak 837(34.3%), S 517(21.1%),
& A g vE Aol -2 427(17.4%), 7FAF3E 2675(10.7%), A3 1778(7.0%),
[H-4] A% &9 Akl ey Brle A% 54 7 71e} 16'3(6.6%), &7 7TH(29%) £oE =T
v Aol S vl A Zolth,
[H-5] X% 529 #3 FFomX e B 7hedt A Table 3. Demographic characteristics of the subjects
ge o) olAel L vl Aol (N=242)
Variable Category Frequency (%)
3. Atz 24
Mae 112(46.3
B ATE g5t} A4 BEPe) AES W 132 Gender Hed
Oty = 1-o2, uje TEthE 589 DAE(Likert) 54 Female 130(53.7)
Az =59 _ Single 119(49.6)
) ) Marita status
AT 2o A5 4S5 8l SPSS for windows 16.0 ver- Married 121(50.4)
son A =2 13S 01%3}93\—9-]1]. ZAF tgALe] Cd:fL =7 20~29 71(29.3)
1A 0] EAS B8] SeiA HIE H-4(Frequency anaysis
*1'-1 —'10 Rl ]']‘AHi "‘*l( €q Cy y_) 30~40 70(28.9)
7 A AR AF AR} AP A5 AlEA HAS 9% Age
A% BA(Rdiavility andyss), WSS TS 90l B 4050 75(310)
\(Factor analysis) S AAISHATE E3k A% &40 tjat <1 50~ 26(10.7)
2 AE 2 vjg el AE 2249 AvE ugA PJr) Under high school 23( 9.5)
9 #AF FEFSZAY I T AAY, 28a A S College 37(15.4)
o] Tl oAle) vlNE FYS PF3] G5t thE 87 Education
. o - University 99(41.1)
B4 % U 37 B4 Ak,
Graduate 82(34.0)
7E=|J—_v} gl &k Sdf-employed 17( 7.0)
Office worker 83(34.3)
= ALXIO| QlHlAMo| EX]|
1. AL CHAR] it el S Professional 42(17.4)
o] EAI5H EA e BAS /\1}\@_7:1-7‘_1:_
T EARE Sl e T4 AN 2 Occupation Officidls 7( 29)
Housewife 26(10.7)
The overall
attractiveness Student 5]_( 21. ]_)
H-2 evall:ﬁ?ion Iof H-4
vadition) Etc 16( 6.6)
B H-1 Traditional ~100 53(21-9)
Recognition for Attractivenessof food
traditional food I traditional food purchase 101~200 64(26.4)
intention Monthl y
\ income 201~300 48(19.8)
The potential P
H-3 for the develop- H-5 (unit= 301~400 36(14.9)
ment of tourism 10,000 WOI’])
ProLes 401~500 27(11.2)
500~ 14( 5.8)

Fig. 1. The study modd.
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Table 4. Factor analysis according to the attractiveness of traditional food

Factor name Faptor Fac'For Eigen Vdug of af;cumulated Cronbach's dpha
variable loading values dispersion(%o) (@)
Education 0.718
Popularity 0.700
Product value 0.682
Culturality Ambtence 0683 6.005 235 0810
Accessibility 0.612
Cultura values 0.597
Diversity 0.537
Recipes 0.531
Hedth benefits 0.793
Nutrition 0.791
Superiority Pride 0.654 1.758 443 0.797
Appearance 0.589
Seasona food materias 0.568
Amount 0.731
Competitiveness Price 0.584 1131 55.6 0.566

Taste 0.529
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Table 5. Regression analysis for hypothesis testing of traditional food recognition, attractiveness, potentia, the overdl

atractiveness and purchase intention

Independent Dependent

Regression

Element varicble vaiable coefficient g tvalue F R
Culturality 0.115 0.140 2.340°

H1  Recognition for traditiona food Superiority 0.282 0.343 5725° 20421 0307
Competitiveness 0122 0.148 2470"
Culturality The overdll attrective. 0.349 0451 9.303**

H2 Superiority ness evaduation of 0.350 0452 9.324 63.818 0.449
Competitiveness traditional food 0.159 0.205 4236"
Culturality Potential for the 0.211 0.216 4.803

H3  Superiority development of 0.388 0.480 8838° 34667 0159
Competitiveness tourism products 0.074 0001 1677
The overdl attractiveness eva- Traditiona food .

Ha luation of traditiona food. purchase intention 0.132 0173 2716 3 0.03

H5 Potential for the development Traditiona food 0433 0.350 5784" 33,459 0112

of tourism products purchase intention

*

p<0.05 "~ p<0.0L
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