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Sensory evaluation of Sogalbi-gui (grilled beef ribs) for American consumers
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Table 1. Mean values for attributes of Galbi samples (n=112)
Sample | Aroma Liking | Color Liking | Flavor Liking Sarlnan;egs SNSE:%%SS SDUI%TQSS Appueklanragnce
SAM | 7.23a 6.70a 6.86a 6.24a 6.21a 6.382 6.61a
SAM I 7.25a 6.82a 6.63a 6.12a 6.27a 6.21a 6.71a
SAM I 719 6.87a 6.92a 6.30a 6.54a 6.38a 6.57a

Where the scale is 1=Dislike extremely, 3=Dislike moderately, 5=Neither like nor dislike, 7=Like moderately, 9=Like extremely N=112 Values
followed by similar letters are not significantly different ()0.17)
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Responses for the question “How likely would
you be to purchase this sample” (kalbil).

= Would not buy
= May or may not
= Would buy

SAM |
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Fig. 6. Responses for purchase
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steak—ready to eat
Fig. 7. Market and products
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Fig. 8. Whole food market and products
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385





