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Abstract

The purpose of this study was to analyze methods and contents of global Korean food marketing. In-depth interviews were
conducted from July to October in 2010 using a qualitative research approach. Government agencies and restaurant
companies emphasized well-being and healthy aspects as a Korean food identity. Regarding the marketing contents,
government agencies commonly included standard loanword orthography and recipes. On the other hand, restaurant
companies contained their own contents differentiated from other brands. Government agencies used CF, video, book and
newspaper as communication channels but restaurant companies did not have systematic communication channels.
Government agencies attempted to use holding, supporting and participating expositions as communication methods,
whereas restaurant companies mainly used sales promotion and point-of-purchase as communication methods.

Key Words: Globalization of Korean food, marketing communication, in-depth interview

LA 2
Fale uhghde] GALE vigo R wAls ghow e
glo] oAy H AL TR Qo] AlAIE =2

A3} 2pE st 5

3 A ES 7R3 ATtHKim & Chun 2010). 3] k2]
SAEEERR)] Aol ol AFAzIsA 1 71743
222 (Bang 2009), 20043 AAEA7|F-(WHOPIME 3
PYH R #43 3 A oR HASALL, 200619
v)=t A7PAERA] ‘Health ol M= XS AlA St 4702
Fo] stz ATt olxF hale] tigh BAilo] Eolx|
WA SHA] AAISEE 918k AFSIA 91717 2AE A Sl
=RAE FO R =2 R oA & ZAbe A} HA|
9] 304%7F AR, BEAVIE FAHOZE S AL 9o
o The-o g FHEo] 27.9%, 3HFo] 16.1%, HEE, BF7)
5ol FE 9l e AEE oHRlEe] Al tigh Q1A

Z=7F vl =58 ¢ 4 Ut(Presidential Council on

0] =

21
Py S =
3

e

Al
T2

National Branding 2009).

5 AAlE A= 224 B 22 E3REE S7kdE
Ao g Ao} AR ko] AAIS AAE Asfstal .
Bl=, i, Zeks ) ojgg]o} 1 Al tEARE =
9] 2215 AAIS A7 AAFst ARIE 353132 Aot El=e]
739 200196 AAS ZEAE Kitchen of the world'S
FR3l] sy Z2AE AL E (www.thaikitchen.org)ol 4]
AAC Je B=dE dEEdS A48T 5 S ¥y o}

Uzt Bi=dEsAel tiek avfst dxe, £ A=zl iRt

¢

p=x{e]
[

AR, a2 i 7 Jde 82w} Ayl g
AH, AFHHEuEs] 9 SAof g JHE AlFstal 9l
o} Zikie FARE Qe gis Fgsia ks 7=
< BHES o]& fAlstal 383 i, IS flg =Y
o] Al&Eo] o wjEyrio|Ee e HAEY THA
A2 W7kslal Jt(Korean Food Foundation 2010). -2
1960t B T2 A A=a-29] MAsE 5

*Corresponding author: Seo-Young Shin, Department of Food & Nutrition, Seoil College, 22 Seoildachak-Gil, Jungnang-Gu, Seoul, 131-702, Korea
Tel: 82-2-490-7575 Fax: 82-2-490-7507 E-mail: seoyoung@seoil.ac.kr



8] k= Ao ke 9 BEs S AAAJA A
A Fx10] o]Foz| 3L ATtHBang 2009).
Al o u].q_ o:]o]: uqoﬂ/\i OTE__Q./UO]L].

RIS 2 .52 olefg]34] Sl
Ax FAA] Lol Bata A AAIA Ak o735
&3k A TH(Na 2007). 312238 H 9(2009)141 & &4

A Adfsl= =9 FANA 90107 iy_ u}A €
o)

JIN‘ mﬂ
(g ol 2
1o,

nE FoWA BAAANE AT A W AR 2o
A 7bg Bag Pl Fu % vhige] BYslen 7Y

ey M AIsle BEE HYPATES F2 FAAHA
sl 9gh o] ZEHou gkl xg|AF el ik A,
shalo] MA|s) Ak, ghalel] tigh Ql2of] gt A 5o F
Aol thal o] FolH o (Min 2009; Kim & Kim 2010;
Kwon & Shin 2010), SAAISLE 913F 1 2 vlA[E <]
slE 98 4oz Fash °d¥~ - FE5 A

olth. Wk & A= T MAlst B g AlAISE 3
713 B s lRE 24 719de] &4 vHAle ARdAleld W

ol e RS AEse e BaMsE Bask)
7) A% 1z AR AZHIA sk

I 7 Wg %

1. ZSAF CHAE 2 AL i

ATE =7 2 AYE 2719 g mHAE A
WT‘/H]O]M WHES AR fleiA] dAAHHL A
A (in-depth interview)= ARE-3FS T A2 =

e
4
oL ¢
o
rlo

AxAR} AEZAPIXE X287 ofe2 7112 Zaljol o
gk FAA A M-S =EF F 93 (Choi & Lee
2010), 53] A7 A-FHe] 42 ATHEHEHL FAg
st A& e A7 A A Fskal 248
o AFAES] A9k FAFQ] g F AR gk At
7] 89 Q14S gokE = 71l 5 FA s

silel Al OpHE AHRUA0IE 24 69
Zlo] Al EAst=dl vl aAQ] He R A vt
(McCraken 1988; Shin 2007). ¥ Aol E A5 AHRA
W F ol= Ak FAIS £55 7R AL WA dstke |
HAH WS Hg-slo] wbrzstE Q18R (semi-structured
interview)E Z13 3153 tH(Maykut & Morehouse 1994; Boyce
& Neale 2006).

A= D:]X]j EH)\]- = sL/\I /11]7:]]@;} _,.I_J+7]er(s U
Al E-HTRAEN, aT AlE, 2, (Ah3=2]42kd
FATL)e] FAAASE G A sHH IS 94

7199) v TgAt 53 ARSIt e Bl
o sk 1;]]131:7(40 270E <Table 1>3% 71—01::] /\] HHLe
20104 7238 102 Aol ol ol BTt Fee: HHZ
Aol 9T = Q=S 37 95 BN ] g
AR AT, AR ATIhAe] thg el 4
v 8 Ao AW SO0 60%olN 808 A of
olfith. gt g2 $EAbEe] 84 o5 gL ax

31 7o) QIER ZREE P40 B AL 8L

oﬂ, 01':]

ol
—

oEL

B

u

A

A3 7Ashs @A o2 olfoiglth. wH diil 471= 715
& Aol AeS S5k = om Al 2910 2t <lE
W82 7156k QB 5 ¥ WeS Fste] WA

2. TAHHE

A AASE A7 B s
B AFuAleld s 24 Pﬁ} %SH JEH ZREZS
2JslSinh. QIE R T2 eZe A7z Ho3 ¢ v
S Faf /N2t thLee & Yang 2008; Ko & Lee 2009;
McCabe 2009) <Table 2>.

g2 AAISE 71 o ARS8 49 S¢] v
g ARFUACIA W 2 WEe s AT vHI" AR
yAleld Weelr= ko] Hale ofoldlElE] 2} AFUA

o] Hel=o| thall AL A’ 7AFuAlelA WhHel

S127149) 54 v

<Table 1> Profiles of interviewees

Interviewees Date Position Type of government agency
A 9/15 head of department aT Center
. Ministry for Food, Agriculture,
Officials in B 9/28 deputy director Foresry, Fisheries
Government C 9/28 general manager Korean Food Foundation
agency D 7/21 deputy department head Korea Tourism Organization
. . Korea Food Service Industry
E 10/5 executive director Management Institute
Main menu of Overseas expansion
restaurant company Countries
. F 7/29 head of department soft tofu Taiwan
Mar_‘;f_““g G 9/8 director BBQ rib, Korean Table d’hote China, Thailand, Singapore
S}lgzztlauf;tn H 914 president casual Korean food China, USA
company I 9/20 director porridge China, Japan, USA
J 10/4 team leader bibimbap China, USA, Singapore
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<Table 2> Interview protocol

Category

Main interview questions

Brand Identity

- identity attributes of Korean food for marketing communication
- decision making process to determine identity attributes of Korean food

Communication
contents

- key communication content
- differences among countries, periods, targets

Interview protocol

for government agency Communication

channel

- channels used for global communication
- differences among countries, periods, targets

- development & distribution of communication media

Communication Exhibition &

- inbound & outbound exhibition & events which were participated during recent 3 years

- factors considered to choose exhibition & events
- difficulties in exhibition & events

methods events

- key concept of brand identity

Brand Identity

- brand identity attributes for marketing communication

- unique brand identity differentiated from other company

Communication
contents

- key communication contents
- differences among countries, periods, targets

Communication
channel

- channels used for global communication
- differences among countries, periods, targets

- most effective channel

- use of advertising agency

Interview protocol

Advertisi
for restaurant company vertising

- contents of advertising
- channel, frequency, costs of advertising

- difficulties in advertising

- promotion methods

Communication

promotion
methods

- reason for choosing mentioned promotion methods
- promotion process

- difficulties in promotion

POP

- types of in-store POP

- methods of managing POP communication

Others

- any other particular communication methods

- effective communication methods
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<Table 3> Emphasized brand identities of Korean food

Type of interviewee

Classification

Brand identity

Government agency

characteristics of menu

effect of eating good foods
characteristics of Korean culture

well-being, healthy, healthy food, natural food, slow food, fermentation,
balance of vegetable food and animal food

diet, prevention of adult disease

Korean color and emotion, harmony

Restaurant company

characteristics of menu
menu itself
characteristics of cooking method

well-being, healthy food, healthy, freshness
tofu, bibimbab, vegetable, galbi, porridge, bulgogi

grilled
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<Table 5> Communication channels of government agencies and restaurant companies
Type of interviewee Communication contents

CF, documentary, foreign magazine, newspaper, book, video, picture, promotion brochure, onboard advertisement,

Government agency food story-telling book, PBS, CNN, New York Times, PPL (product in placement), foreign Expo, festival, media

Internet, homepage, blog, PR, In store POP, DM (direct mail), twitter, text message, magazine, coupon,

Restaurant company membership card, word-of-mouth marketing, leaflet
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<Table 6> Communication methods of government agencies and restaurant companies

Type of interviewee Classification

Communication methods

Participating in Expo  Shanghai Expo, NRA show, Sirha Expo, Foodex Japan, Chicago Expo,

Government agency )
Holding Expo

Invite a star-chef, exhibition Expo, Korean food road show, KFE (Korea food Expo)

Advertisement

Sales promotion
Restaurant company p

Point-of-purchase

Expo, magazine for high class customer, newspaper for overseas Korean, newspaper for native
Membership card, event, coupon, discount off the price, provide a sample

Poster, articles related to company’s image or CEO, story-telling in menus, broadcasting
‘Dagjanggum’ in TV monitor
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