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Abstract

Purpose — The purpose of this study is to target Chinese
consumers of Korean agri-food through the analysis of agri-food
brand identity images to set future directions for proposed ag-
ri-food exports to China. Since negotiations began for a free
trade agreement (FTA) between Korea and China, some
Koreans have worried about the Korean agriculture sector. The
world trading system has undergone many changes in recent
years. Since the start of FTA negotiations on agriculture, China
and Korea have faced a heightened sense of crisis. China is
trying to export agricultural products so actively that its agricul-
tural exports could increase by more than 7% annually. China
exported about one-tenth of its agricultural products to Korea in
the period 2002-2010. Recently, the importance of brand identity
has tended to increase, as the world becomes one unified
market. In this situation, we should try to promote agri-food ex-
ports to China. It is very important to understand consumers’
recognition of Korean food and the image of the Korean ag-
ri-food industry, to establish an export strategy.

Research design, data, and methodology — This study tar-
geted 2,800 adult men and women aged 25-59 years living in
four major cities in China (Beijing, Shanghai, Guangzhou, and
Qingdao) with a household income within the top 10% level in
the China, using the one-to-one interview survey method. In ad-
dition, four groups by region (eight people per group) for a total
of 32 groups were surveyed by using the focus group interview
(FGI) research method, and impressions of imported agri-food
were surveyed using 17 questions about fresh agri-food and 22
questions on processed agri-food. Factor analysis, brand posi-
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tioning, biplot analysis, and so on, were carried out based on
the results of these surveys. This research presents the brand
identity of Korean food; according to the analyses, the brand
identity is based on trust, safety, and attractiveness.

Result — Factor analysis results showed that Chinese con-
sumers expect four major qualities in imported fresh agri-food:
freshness/safety, attractive appearance, premium branding, and
excellent taste/quality. In the case of processed agri-food, it
turned out that Chinese consumers are focused on safety/hy-
giene/freshness, health, and taste. In addition, in the fresh ag-
ri-food analysis by country, American foods had the upper hand;
the image of American foods was also recognized as the most
positive for processed agri-food. Meanwhile, according to the bi-
plot analysis, Korean agri-food is strongly preferred for its ap-
pearance, but no country is strongly preferred as regards the
level of freshness/safety that is expected by Chinese
consumers.

Conclusions — In this study, we analyzed the image of im-
ported agri-food expected by Chinese consumers by reconstruct-
ing agri-food characteristics from the brand perspective. The re-
search result shows that a Korean brand identity must be the
ultimate goal for activities undertaken to enhance the image of
Korean agri-food in the future. Additional research is needed be-
cause brand image can be formed through various channels.

Keywords: Consumers' Recognition, Image Of Origin, Brand
Identity, Korean Food.

JEL Classifications: F10, Q10, Q13, Q17.
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<Table 1> Demographic characteristics of the subject

(unit : person, %)

item scope respondent ratio
total 2,800 100
Beijing 700 25.0
. Shanghai 700 250

city
Guangzhou 700 25.0
Qingdao 700 25.0
20s 600 214
30s 800 28.6

age
40s 800 28.6
50s 800 28.6
male 560 20.0

sex
female 2,240 80.0
unmarried 391 14.0

marital status
married 2,409 86.0
with or without have 2,041 72.9
children no have 120 43
junior
. highschool 146 52
academic -

background highschool 997 35.6
univ 1,415 50.5
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graduate school 225 8.0
no response 17 0.6
100,000~149,99
9RMB 479 17.1
150,000~199,99
9RMB 838 29.9
income 200,000~249,99
9RMB 630 22,5
250,000~349,99
9RMB 561 20.0
350,000~ RMB 292 10.4
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<Table 2> Image for the fresh agri-food factors matrix structure

factors
Questions fr(-‘-;lsrxzesl:et exterior premium tasty/
image image image quality
fresh 777 .082 -.061 .097
safety/hygiene 747 .052 .002 .025
healthy .669 .052 .049 219
trust .590 174 164 .220
merchandise .538 .253 .025 .140

management
eco-friendly 496 .186 .349 -.315
a variety of 135 717 A27 -042
packaging unit
exterior 122 .674 148 212
packing design .006 .659 .250 -.081
feel devotion 170 .650 .103 .233
good manual 1190 .632 .023 .031
high price .039 -.097 781 =117
sophisticated .042 .226 .581 217
_ leading 038 307 573 137
impressions
the wealhy or 034 368 559 160
celebrities eat
tasty .304 .103 .012 729
price/quality 209 115 343 631
good
Eiegen Values 4.510 1.983 1.239 1.021
variable
explanaton(%) 26.5 11.7 7.3 6.0
variable 265 38.2 455 51.5
accumulation(%)
Cronbach's a 0.74 0.74 0.63 0.55

<Table 3> Image for the fresh agri-food confirmed factors matrix

structure
standardized
factors questions regression CR P
weights
fresh 0.688 27.189 ek
safety/hygiene 0.632 30.811 b
fresh/safet ™ aithy 0.620 30.830
4 trust 0.606 33412
trust handi
image | Mmerenandise 0.527 28.835
management
eco-friendly 0.386 32.030 i
a variety of 0.620 29,670
packaging unit
exterior exterior 0.669 33.253 b
image | packing design 0.564 35.077 b
feel devotion 0.645 30.216 b
good manual 0.534 28.699 b
high price 0.359 26.333 b
sophisticated 0.563 25.155 b
premium | leading 0.598 21.551
image impressions
the wealthy or 0.644 30.026
celebrities eat
tasty/ pricsztjla"ty 0.594 35.588
quality good 0.643 30.487

Chi-square = 1388.006, df =113, p=.000
NFI=0.87,GF1=0.943,AGFI=0.923,RMR=0.037,CFI=0.879

= AHAPE 8 HUsAE
Otz <Table 4>0fAf HTHEH LME, OHH/IHY,
2|, &30 cieh BAst 22| 8 JtAME &2 SOl
7|CHst= O|D|X|2 LEFRLCY.
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<Table 4> Expected of the Chinese consumers about the import fresh i i
- P_ P quality | Preefaualy |y 0s | 373 | 301 | 16403 | 000
gri-food good
(unit: 5-point scale) N=2800
factors uestions average standard
q 9 devotion
fresh 445 | 076 =8 FIU SAB AZOM T 2 FYNE BotEE 013
et safebygiens e A SAIZ0) oSt o[o|X|et R4t A0 Ot O|0jXIE H|m
trost moge e a2 T o8 BIsto] Af0] HEFS MA| SHRICh 1 ZIh A S| et
merchandise management 4.18 0.84 O|O|X| 2E =0|M 0|40 22/0] U= AR LEHGCH,
eco-friendly 3.96 0.81 £95| MUE, OHN/R[E, A, ME EF0AM SAHESE {Fo|O|
a variety of packaging unit 3.74 0.84 st Xjo|E ESILCt
. exterior 3.80 0.89
exterior packing design 3.53 0.85
image feel devotion 3:87 0:86 <Table 6> Difference of evaluation as a result of the verification
good manual 379 0.87 betwgen fresh agricultural product image of Korea and
high price 3.56 0.87 America
remmium sophisticated 3.73 0.88 (unit: 5-point scale, average)
pima o leading impressions 3.63 0.89 Korean
9 the wealthy or celebrities 3.64 0.94 US fresh fresh | average
eat ’ ' factors | questions |agri-food . _ g t-score | p-value
; agri-food | distinction
tasty/ tasty 4.32 0.74 Mage | image
quality price/quality good 4.03 0.81
N=2800 fresh 4.22 4.05 0.18 5.47 0.00
. . . e . hsaf.e“” 425 | 406 | 018 | 576 | 0.00
S &HIMel =5 SHE Ollx] S50l et It refST/ hygll(i:e 415 3.98 0.16 5.30 0.00
~ = o+ = ea . . . . .
Sh= SAZ0 et O0IX| BIPXI2f XO| glof Chsto TEE ¢ Sta:uesty trusty 418 3.97 0.21 6.45 0.00
ASE YA ZIHE Of2f <Table 5>0M M= HiokHel mage |merchangos | ' ORI
A2l o|OjX] 67 B&E 9% ME| £=FOM ZF |o|0|5 X0 management 3.92 3.91 0.01 0.36 0.72
£ UEHHY S= AH|XRe| 4AIM-2FH0j| Cist 7|0 ofo|Xx| H|sh eco-friendly | 3.78 3.75 0.03 | 093 | 035
2 S AIZo| O[D|X|7} D|X|X] R3H= HOR LIERTY, a variety of
packaging 3.65 3.64 0.01 0.37 0.71
unit
<Table 5> Chinese consumers' image expectation of the fresh exterior | exterior 3.86 3.75 0.11 335 | 0.00
agri-food compared to Korean fresh food's rating image packing
difference lead by the day sample t-verification result. design 385 3.85 0.00 0.08 | 093
(unit: 5-point scale, average) feel devotion| 3.81 3.78 0.03 0.91 0.36
fedy | eresr good manual| 3.64 3.63 0.00 0.13 0.89
agri-food | fresh high price 3.98 3.72 0.26 8.18 0.00
factors | questions | expected | agri- d?;/t(ier:?t?sn t score | p-value sophisticated| 3.76 3.69 007 | 210 | 0.04
characteri) food premium| %399 | 568 | 360 | 008 | 237 | 0.02
stics  |images image ltrr?:r:/zsa:ﬁrr:;
fresh 445 | 405 | 410 [22.016| .000 ,,
osyoat S2TeNVgiene | 442 | 406 | 372 |20.162] 000 or Ce('az'i’”t'es 372 1 3% | 014 ) 412 ) 0.00
healthy 4.37 3.98 .398 | 21.115| .000
t'ritsyt trust 424 | 397 | 277 |14.483] .000 tasty/ pricsztj'amy 413 | 393 | 020 | 7.8 | 0.00
image 2::;“36:::& 418 | 391 | 267 |14.095| .000 quality | ™ oo 879 | 373 | 006 ) 1.98 | 005
eco—f?ien dl 396 375 205 1108751 000 US processing agri-food image evaluation (N=383), Korean
a variet gf - - - - - processing agri-food image evaluation (N=2800)
packaging unit 3.74 3.64 103 5.462 | .000
SHE A A 20| AL &
exterior | exterior 380 | 375 | .060 | 3.185 | .001 ohd, ol 3= f'fp b #=2 28k on cHE0f EEEHEF
image |packing design| 3.53 | 3.55 | -.016 | -.826 | .409 ZAL CHY HMETL Q) SAIZO0]| CHet O|0|X| ZHOIM OfEA
feel devotion | 387 | 3.78 | .091 [ 4.770 | .000 ZXMNYE|D JEXE HHET| 3 biplot 248 £510] EX|
good manual | 379 | 363 | .159 | 8516 | .000 MUMS CES9IC 0|2 Qs HA ZJpdz Zt o|0|X| AFo
high price 3.56 3.72 -159 | 7.632 | .000 st Jg?—ll e AArsigiony, o] Ha 7S HIEOZ biplot £
. so;Thls;!cated 3.73 3.69 .037 1.876 | .061 S AAJSIYCE <Figure 1501A 2 & Q= HIQ} ZH0| SHRAl =
remium eadin
pimage impressiins 363 | 360 | .033 | 1637 | .102 AE2 L1t E‘I'='01 ‘THEAQ 22t O|O|X0|M= ZSHA =X
the wealthy or| 55/ | 358 | 055 | 2665 | .008 Mg E[0Qle Ao LIEtHOLE, AN 53 AH|X7L 2 &4t
celebrities eat ' ' ' : : EZo=zZ N 7|EH'5|-E SHAl O|OfX|Ql *AlM/REM Ol A2 OfO|X['0f| A
tasty/ tasty 432 393 | .393 |24.358| .000 = OFEIIX| EEEistA ZEX|IMY E|0= 27171 Qe Hez L}
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510 AMOS4.02 0|83}0] 21X QoleA

® tasty

®a variety of packaging unit

W Vietnam

W Japan

M South Korea Packing design,
°

Merchandise &
management

© safety/hygiene

eco-friendly ® o
musa 9o0d manual

the wealthy or celebrities eat
°

Thailand Il

05
® Japan B HswRgatand <Figure 2> Country's fresh image of positioning map: Correspondence
- Analysis
Thailand@
ta.sty/c:ualitv
=1
<Figure 1> County's fresh agri-food image positioning map : biplot
analysis
<Table 7> Korean fresh agri-food purchase intent and non-intent image analysis
5-point scale discriminant coefficient
Korean Korean Korean Korean distinction | -
purchase  |non-purchase| purchase |non-purchase| discriminant | Wilks lamda F el
intent intent intent intent coefficient
(numbers) (2036) (722) (2036) (722)
fresh 4.11 3.87 -.80 -.83 .03 .98 45.05 .00
safety/hygiene 4.14 3.85 -.39 -.63 24 .98 66.97 .00
freshisafety healthy 4.03 3.86 -.54 -.51 -.04 .99 24.02 .00
. trust 4.02 3.82 -.99 -1.03 .04 .99 30.32 .00
trust image -
merchandise 3.97 3.77 -1.00 -1.04 04 99 33.18 00
management
eco-friendly 3.78 3.68 1.00 10.36 .00
a variety of 3.67 3.58 -88 -91 03 1.00 6.05 01
packaging unit
exterior exterior 3.81 3.63 -.48 -.63 .16 .99 24.29 .00
image
packing design 3.56 3.54 -.46 -.39 -.07 1.00 42 52
feel devotion 3.84 3.65 -.35 -.50 15 .99 29.37 .00
good manual 3.65 3.60 1.00 2.39 A2
high price 3.74 3.70 1.71 1.73 -.02 1.00 1.27 .26
premium sophisticated 3.73 3.60 .95 .86 .09 1.00 13.15 .00
image leading impressions 3.66 3.48 -.50 -.62 12 .99 22.49 .00
the wealthy or 3.60 3.54 1.00 2.39 12
celebrities eat
tasty/ tasty 3.98 3.83 3.85 3.71 15 .99 28.26 .00
quality price/quality good 3.76 3.66 1.00 10.01 .00
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<Table 8> Image of the processed agri-food about factors matrix

structure
factors
. raw
questions | materials | fresh/safety | exterior | premium | tasty/quality
processin | trust image | image | image image
g image
raw materials | - o, 159 191 | .108 043
ratio high
good raw | gog 384 019 | -026 131
materials
merchandise
.607 219 .072 .001 .243
management
distribution | - 554 321 084 | 367 -.204
short
feel devotion 532 .095 .369 .208 .096
processing | 455 223 146 | 154 317
tech in excel
safety/hygiene| .155 733 .013 .000 112
fresh 224 713 .013 -.066 144
healthuy 224 569 .016 -.034 .261
eco-friendly 144 552 .283 262 -.285
trust 129 509 162 100 .359
a variety of | 469 100 716 | 046 113
packaging unit
packing 041 .005 713 | 165 133
design
display look | ;4 076 697 | 297 -.029
better
good manual 323 .062 .621 -.049 .104
high price -.133 .040 .051 733 .005
_ leading 298 -.003 220 | 616 069
Impressions
sophisticated 312 -.007 .097 576 .158
wealthy or | 44z -.037 347 | 519 323
celebrities eat
tasty 136 264 .065 .008 .682

price/quality | o7 282 154 | 311 507
good

famous brand | 380 021 225 | 237 467

Eiegen Values| 5.756 2235 | 1261 | 1.077 1.007
variable 26.2 10.2 57 49 46

explanaton(%) ’ ’ ' ' '
variable

accumulation( |  26.2 36.3 421 | 469 515

%)
Cronbach's a| 075 0.70 070 | 064 0.55

<Table 9> Image for the processed agri-food confirmed factors matrix

structure
standardized
factors questions regression CR P
weights
raw matgnals ratio 059 3289 -
high
good raw materials 0.64 33.32 i
raw N
merchandise x
materials management 0.58 34.59
processin — -~
g image distribution short 0.50 33.24
feel devotion 0.56 28.21 o
processing tech in 059 31.78 x
excel
safety/hygiene 0.64 35.27 b
fresh/safe fresh 0.67 32.21 ox
ty trust healthuy 0.59 27.16 ox
image eco-friendly 0.41 26.93
trust 0.56 30.08 o
a variety of'packagmg 0.66 3143 e
unit
exterior packing design 0.66 33.97 b
'Mage | display look better 0.59 9.02
good manual 0.54 31.08 o
high price 0.35 33.21 o
. leading impressions 0.74 29.44 o
premium — -
image sophisticated 0.50 31.38
wealthy or celebrities 055 3049 -
eat
tasty/qual tasty 0.50 31.55 o
ity price/quality good 0.55 37.41 b
Image famous brand 0.56 36.54 o
Chi-square = 3428.749, df =180, p=.000 NFI=0.766, GFI=0.895,

AGFI=0.866, RMR=0.071, CFI=0.775

s sME

O|O|X| &=of CH
o CHsHA{= Of2He| <Table 10>3}

=
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<Table 10> Expected of the Chinese Consumers' image of the import
prossed agri-food
(unit: 5-point scale, average)

. standard
factors questions average devotion
raw materials ratio high 4.01 0.86
good raw materials 4.28 0.82
raw handi t| 418 0.84
materials | Merchandise managemen . .
processing distribution short 4.03 0.90
image
feel devotion 3.91 0.86
processing tech in excel 410 0.84
safety/hygiene 443 0.76
fresh 443 0.76
fresh/safety healthuy 438 077
trust image
eco-friendly 3.90 0.83
trust 4.24 0.81
a variety of packaging unit 3.72 0.89
exterior packing design 3.58 0.87
image display look better 3.49 0.90
good manual 3.80 0.85
high price 3.57 0.88
. leading impressions 3.66 0.92
premium
image sophisticated 3.72 0.90
wealthy or celebrities eat 3.63 0.94
tasty 4.34 0.71
tasty/quality . .
image price/quality good 4.05 0.83
famous brand 3.97 0.88
N=2800
= 2HRe #Y 7HESSHE Olof| %%Oﬂ Chet 7|ch=
= YOotE7| 8 Yu= tHSS HAIE ZUE of| <Table
11>2 B6f 4TEE, o4 gz 78o1E ool 62t A
MkEel e oIE'|7<I SEY, 20 St F2 O|0[X] 32g 2
T 99% 2| +F0|M Felojst XjO|E LEHHY, ot 7tS &
ME0| = AHAL 7|0foff FEPH o=z OX|X| Rol= A2z Lt
ERACY.
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<Table 11> Chinese consumers' image expectation of the processed
agri-food compared to Korean processed food's rating
difference lead by the day sample t-verification result

(unit: 5-point scale, average)

korean
processed
) proces
agri-food average
. sed e
factors questions expected aari- distincti [t score |p-value
characteri 9 on
. food
stics .
images
raw materials | o1 | 373 | 024 | 1052 | 0.00
ratio high
good raw 428 | 376 | 047 | 15.82 | 0.00
materials
raw .
merchandise
matena!s management 4.18 3.86 0.27 12.29 0.00
processin distribution
g image | S 403 | 373 | 022 | 7.27 | 0.00
short
feel devotion 3.91 3.73 0.13 554 | 0.00
processing tech| 4 46 | 377 | 027 | 996 | 0.00
in excel
safety/hygiene 443 4.04 0.35 16.15 | 0.00
fresh/safe fresh 443 | 395 | 043 | 19.35 | 0.00
ty trust healthuy 4.38 3.88 0.48 | 20.88 | 0.00
image eco-friendly 3.90 370 | 0.17 | 7.37 | 0.00
trust 4.24 3.93 0.30 13.16 | 0.00
avariety of | 537, | 366 | 005 | 222 | 003
packaging unit
exterior | packing design 3.58 3.58 0.01 0.58 | 0.56
image i
98 | display look | 549 | 356 | 004 | -149 | 0.14
better
good manual 3.80 3.65 0.14 6.07 | 0.00
high price 3.57 3.76 -0.15 | -6.23 | 0.00
_ _ leading 366 | 362 | 004 | 157 | 0.12
premium Impressions
image sophisticated 3.72 3.63 0.08 3.48 | 0.00
wealthy or 363 | 357 | 006 | 242 | 0.02
celebrities eat
tasty 4.34 3.91 042 | 2231 | 0.00
testy/quali rice/qualit
ty price/qually 1 405 | 372 | 032 | 14.08 | 0.00
. good
image
famous brand 3.97 3.76 0.20 8.32 | 0.00
N=2800

U sHE AIBOM 7t 2 B™X

stof &to|
7+871% olnix| g5
O|O|X] =0 F2l0[SHA
Moz Qlagn

2

Ooo= =2

=

=)

1
o

A=

‘ o =t
2 /7%

=

AZof cfst ojn|x|el BHEAF SAIZo|
HZS MAls A1 7

gotele o=t 5
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IME 23t Rz
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<Table 12> Difference of evaluation as a result of the verification
between processed agri-food product image Korea and
America (unit: 5-point scale, average)

us Korean
factors | questions processed | processed | average t-score | p-value
q agri-food | agri-food |distinction P
image image
raw
materials 3.94 3.73 0.21 4.77 | 0.00
ratio high
good raw | 4 gq 3.76 018 | 3.32 | 0.00
materials
merchandis
raw o
materials 3.99 3.86 0.13 2.87 | 0.00
.| manageme
processi
nt
"9 Tdistribution
image 3.74 3.73 0.01 0.18 | 0.86
short
feel 3.85 3.73 012 | 266 | 0.01
devotion
processing
tech in 3.87 3.77 0.11 2.08 | 0.04
excel
safetylygi | 4 o3 404 | 020 | 430 | 0.00
fresh/sa ene
fety fresh 4.09 3.95 0.14 3.03 | 0.00
trust | healthuy 4.16 3.88 0.28 6.10 | 0.00
image |eco-friendly 3.89 3.70 0.18 4.16 0.00
trust 4.16 3.93 0.23 484 | 0.00
a variety
Of. 3.87 3.66 0.21 453 | 0.00
packaging
unit
exterior | packing | 5 g4 3.58 023 | 498 | 0.00
image design
display | 567 3.56 012 | 250 | 0.01
look better
good 374 3.65 009 | 193 | 0.05
manual
high price 4.09 3.76 0.33 7.20 | 0.00
leading
impression 3.79 3.62 0.17 3.58 | 0.00
premiu S
_m |sophisticate) 5 g5 3.63 020 | 436 | 0.00
image d
wealthy or
celebrities 3.87 3.57 0.29 6.02 | 0.00
eat
tasty 4.19 3.91 0.28 7.47 | 0.00
testy/qu | price/qualit | 5 g5 372 | 0413 | 295 | 0.00
ality y good
mage | famous |, 3.76 031 | 653 | 0.00
brand
US processing agri-food image evaluation (N=383), Korean
processing agri-food image evaluation (N=2800)

YN HESHENM 7IET +8 U0 Oish =AF g 2
HEIL = SHF0| tiet O|0X| SHOA oEAH ZXNEED
U=XE HHET| 2[¢ biplot 24E S5 2Alst 21t 7t&
SHBOAME <Figure 3>0lA = 4= QU= HiL 20| St=t 7t
HE2 Y SAF0 S5 ‘iEHCl 22 o[o|X|ofA Zot

A ZXANE EoE & &= 28R 7S sAEM S5t
A ZItist= O[OjX|ofM= ROIM Qe A= LIEHHLE O|F Al
FO|0X] gRE 7|EL= S X 24 Zi 23| F35H
EXMEED QU= OOIX7} Gl= A2 LIEHL} A SAFECE
= RPNz 71 sAFS| 00X AHE=tE 9ot HEO| 2R
ot Aoz HOjTIC.
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exterior image _ processing technology
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® Thailand
. . o freshy'safety./rust
als 1 05 sl o5 T image |
® ftaly- 05 | tasty/ouality
®France

premium image

—15-

<Figure 3> Processed agri-food image by country positioning map:
biplot analysis

© good manual |

g unit
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990 S8
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South Korea merchandise
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Italy
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°

°
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@ short distribution

<Figure 4> Country's processed agri-food image of positioning
map:Correspondence Analysis
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<Table 13> Korean processed agri-food purchase intent and non-intent image analysis

15

5-point scale discriminant coefficient
distinction
Korean Korean Korean Korean | discrimin Wilks p-
non-purc non-purc ant F
purchase hase purchase hase o lamda value
intent ; intent . coefficien
intent intent t
(numbers) (2036) (722) (2036) (722)
raw materials ratio high 3.81 3.57 -2.74 -2.98 0.23 0.98 37.66 0.00
good raw materials 3.76 3.74 -1.67 -1.71 0.04 1.00 0.14 0.71
raw materials | erchandise management 3.94 3.69 -4.06 -4.15 0.09 0.98 36.77 0.00
processing
image distribution short 3.75 3.71 -1.83 -1.90 0.07 1.00 0.72 0.40
feel devotion 3.78 3.64 -3.90 -3.85 -0.04 0.99 13.94 0.00
processing tech in excel 3.76 3.78 1.00 0.19 0.66
safety/hygiene 411 3.90 0.41 0.48 -0.07 0.98 30.62 0.00
fresh 4.02 3.80 0.05 0.08 -0.04 0.98 30.49 0.00
fresh/safety healthuy 3.96 372 047 043 -0.03 0.98 36.24 0.00
trust image
eco-friendly 3.79 3.50 0.41 0.20 0.22 0.97 62.13 0.00
trust 4.01 3.77 0.98 35.62 0.00
a variety of packaging unit 3.74 3.51 0.29 -0.02 0.31 0.98 35.36 0.00
exterior packing design 3.63 349 -0.24 -0.38 0.14 0.99 11.84 0.00
Image display look better 3.60 3.47 -0.22 -0.32 0.09 0.99 10.21 0.00
good manual 3.68 3.60 1.00 4.06 0.04
high price 3.79 3.71 2.71 278 -0.07 1.00 4.66 0.03
. leading impressions 3.68 3.50 0.86 0.78 0.08 0.99 20.02 0.00
premium
image sophisticated 3.69 3.51 0.73 0.62 0.11 0.99 20.39 0.00
wealthy or celebrities eat 3.63 3.47 0.99 14.08 0.00
_ tasty 3.98 3.76 4.21 3.99 0.22 0.97 51.44 0.00
tasmg;:"ty price/quality good 3.79 359 0.51 0.59 0.07 099 | 2665 | 0.00
famous brand 3.84 3.61 0.98 31.55 0.00
O|ofx| 2=0i Cist 7|tiEdez2= AdE, /I, A, o, L 7oz LIEftony, Oj2At 7FRSAIZ 010 0|0|X| H|ROME
Mzl o=0 oier 22| R 7HACH| 22 80| M= J|0) 29|2 MK Rét= AOZ LIELLLL) Biplot 2MS £E3+ =
St= O|O|X|= LIEFGCE. EE&_F S= AH[Xt| AM/QHHO| Ciat AMUMS MEHEH Oj2XOl Q2 O|O|X|oA{Qt Z&lA ZX|
Z|CHolOIX[off HI3{ ot= =AF2f O[O|X|7} OIX|X| Rot= A2 MY 0] QS ® CtE =2EoMs oXs| 258t HE0| LiEt
LIEFt D Ot sAZ0t0| o|0|X| HluoM= AA FX|= A )
OF LIEMRLCE Biplot 248 &% ZX|ME WS HHEH MM/
HMo| MZ[O|0[X|0|M = SFEGHA ZXME Z[0RUA= =717t 8l 50 H=
oL} CHE RE0Me oh=2| ZX|MJ0| ACHK| H5tA| 22 A ==
OF LIEMGCE CHOE AMME=AIZO| 4O SFZAL ZAIZO| 420
Xﬂm;;’*[[ﬁ_aoﬁl o2 ;fo?éfoq' ol éﬂa‘;ﬂgﬁ@i[ AENo2 AHXP} Jifets OjOjX|e| RES A AN
20|} STt ToETE T SAEO ofgt HTYCR O|R|2E, SHEA MMEAES| 7Y
Z40|LC}.
SEAIS 9Ol = =0 24~ 0 i L= (@] o
IBEAES #, QolEMg S8 AMoHe| Mzjojoiry,  SS= FRIME JlEel RN AROITIE AEHR22 R
. - ‘ = = StEHA CFO| Z2MA QHMSII Xl O|0|X|E oh=it AIM
Oj2=el egt o|ojxp, ZZ|0|Y O|0jXx|', %3+ Stuf & 8 = = -
= ~ = = SAIE0| HHWE OfO|HIEIE|Z TEs{joret Hart ULk T H|
Lot M=z 7t37|& O|0|X| § & 57tX| 7|CHO|O|X|= LIEFE: b =
= DA s & Z 9 Byc, 0 AFLAO|MO0| Hatd UA O|FO{Mof &
o, 37 AH|XPL JtEsAlE OO &=0] Chst 7|CHEH2 S0[ct
L AIAM OlX/Q|AH  Jl=7|=xed AtZDg| OF JFACHH| =XE! ~ :
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