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Abstract

This study was conducted to examine the effects of local food value perception on purchasing and experience in
consumers. x2-test, ANOVA, and linear regression analysis were conducted. The findings are summarized as follows: The
most common place for buying agricultural products was ‘hypermarkets’ (41.7%), and the most important factor for
purchasing local food was ‘local government’s certification products’ (23.7%). The most important value recognition item
for local food was ‘I think that local food is a high-quality agricultural products.’ (3.74 points), followed by ‘I think that local
food have a value of respect for customers’ (3.61 points) and ‘I have a faith for the local food.” (3.61 points) in that order.
The main tourism experience activity was ‘food experience’ (49.0%), and information source of local food experience
tourism was ‘mass media (TV, newspapers, etc.)’ (37.3%). As age increased, experience of local food also increased. The
most effectual value recognition item for purchasing local food was ‘I think that local food have a value of respect for
customers’. The most effectual value recognition item for increasing intake experience of local food was ‘I think that the local

food is high-quality agricultural products’.
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<Table 1> General characteristics of the subjects

Variable Group N(%)
Gend Male 120( 40.0)
ender Female 180( 60.0)
20~29 107( 35.7)
A 30~39 41( 13.7)
£e 40~49 69( 23.0)
>50 83( 27.7)
<High school 38( 12.7)
Educati College 81( 27.0)
UCAtON University 169( 56.3)
>Graduate school 12( 4.0)
Office/Technical work 30( 10.0)
Professional 39( 13.0)
Self ball 30( 10.0)
Occupation Civilian 35( 11.7)
Housewife 61( 20.4)
Students 93( 31.0)
Others 12( 4.0)
Under 1 million won 111( 37.0)
Monthl Under 1~2 million won won 49( 16.3)
inommy Under 2~3 million won 38( 12.7)
OME " Under 3~4 million won 55( 18.3)
Over 4 million won 47( 15.7)
Total 300(100.0)

40.0%, oqw} 60.0%0)1R0H, AHZo 2= 207} 7HE B
2 35.7%°1 3L, Tha2 50 l A 27.7%, 40t) 23.0%,
3000 13.7% %ola’iv} QE—:‘.%E~ & EETHe] 56.3%
2 7 B3, 2 9SS HEHE 27.0%, L= o]E)
12.7%, & o 40%¢°1211 A AL A 31.0%,

T 20.4%, DA 13.0%, AHE71E28 3 AFgdol bzt
10% <=0, 9HEFFP-S 10084 o3} 37.0%, 3~4%

1H) 18.3%, 1~2MWH 16.3%, 4M9Hd o] AF 15.7%, 2~3
Wkl 12.7% o]tk
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ik TUAE WIVIET} 41.7%2 7P UtaL, oo
2 FHE 28.7%, AHWAF 19.0%, 715 A€ UHX‘ <l
10.7% =22 vepseh

Fihe RA A 71 A BA7F 39.0%= 7P
AL, 1 TS A8 wikE 9T 20.0%, At ol
A 15.3%, HACCP 915 11.3%, -84 <15 9.0%,

[ &E

CLAS ‘;‘ 71€} 5.3% <=o] AT}

EAFE TY A T8 840E AR AF FiHE0]
23.7%= 7P BaL, 2 v FEE 7 22.3%, 3
A 22 AE IE 18.3%, A A 16.3%, 5 4
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<Table 2> Characteristics of local food consumption behavior of the subjects

Variable Group N(%)
NH-Mart 86( 28.7)
. Hypermarkets 125( 41.7)
Place to buy agricultural products Street Markets 57( 19.0)
Organic specialty stores 32( 10.7)
Origin signs 117( 39.0)

Environmental agricultural products certification 60( 20.0)

Criteria. of asricultural saf HACCP certification 34( 11.3)
riteria of agricultural safety Good agricultural certification 27( 9.0)
Producers’ history display 46( 15.3)

Brand and other 16( 5.3)

Fresh quality 49( 16.3)

Reasonable price 67( 22.3)

. Professional dealer to access easily 55( 18.3)

Important factor as purchasing local food Local government’s certification products 71( 23.7)
An assortment of items 45( 15.0)

Internet order 13( 4.3)

Cereals (rice, millet) 224( 74.7)

First v it i local food Daily food (fertilized eggs, tofu, bean sprouts, etc.) 36( 12.0)
ISt supply ffems in focal Too Seasonings (garlic, ginger, red pepper, etc.) 17( 5.7)
Traditional fermented foods (soybean paste, etc.) 23( 7.6)

Total 300(100.0)
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<Table 3> The value recognition of local food by age

Age
Items Total F-value
<20s 30s 40s >50s
I think that the local food is high-quality 5 43,0850 373:008"  399:0.65%  393£095") 3745089  7.905%**
agricultural products
I think that the price of local food is 3070800  3.5120.64°  377+071° 3580910 343:084  12.754%%x
reasonable.
I/ think that market of local food have 3.04+073°  320+075b  358:076°  3.6140.84° 3394080  7.702%**
good service.
I think that local food have truthful for 515,000 3660001  3742085"  3.86:094°  355:094  [1.725%%*
community.
I/ think that local food have a value of 3200725 3.63:097°  377£093° 4012099 3614094  14.258%*x
respect for customers.
I have a faith for the local food 3.31£0.77° 3.63+0.62* 3.81+0.69* 3.83+0.85% 3.61£0.79 9.618***
#%p<(.001
D5-point Likert Scale (1=disagree strongly, 5=agree strongly)
3Means in the row with different superscripts are significantly different at p<0.05 level by Duncan’s multiple range test
<Table 4> Tourism experience behavior on local food of the subjects by age N(%)
Age
Items Total y>-value
<20s 30s 40s >50s
History Experience 18( 16.8) 6( 14.6) 9( 13.0) 10( 12.0) 197( 14.3)
Pproduction experience 13( 12.1) 0( .0) 0( .0) 4(4.8) 17(5.7)
Food Experience 46( 43.0) 18( 43.9) 40( 58.0) 43( 51.8) 147( 49.0)
The main tourism Ffarming experience 2(1.9) 6(14.6) 2(2.9) 6(72) 16(53) 5>=43.889
experience activities Harvesting 10(9.3)  5(122) 11( 15.9) 4(4.8) 30( 10.0) o
Folk play experience 7( 6.5) 1(24) 1(14) 3(3.6) 12(4.0)
Purchase of agricultural products 40 3.7) 4( 9.8) 6( 8.7) 8(9.6) 22(73)
Rice cake cooking experience 7( 6.5) 1(24) 0( .0) 5(6.0) 13(4.3)
1 44( 41.1) 12(293) 12( 174) 19(22.9) 87(29.0)
Number of visits for local 2 29( 27.1)  6( 14.6) 11( 15.9) 13( 15.7) 59( 19.7) 2 s4 001
food experiential area 3 14( 13.1)  8( 19.5) 31(449) 21(253) 74(24.7) X .
(per a year) 4 5(4.7) 12(29.3) 13( 18.8) 20( 24.1) 50( 16.7)
Over 5 15(140)  3(73)  2(29) 10( 12.0) 30( 10.0)
Internet 44( 41.1) 11(26.8) 17(24.6) 15( 18.1) 87( 29.0)
Inf . ¢ th Introduction of experience people 28(262) 10(244) 11(159) 18(21.7) 67(22.3) 250,469
n l’;"gf“‘fzg dszl)zrc:rsie(r)lc; ¢ Mass media (TV, newspapers, etc.) ~ 23( 21.5) 19(463) 36( 522) 34(41.0) 112(373) * 2%
P Local food’s direct market 2(019)  1(24)  3(43) 14(169) 20( 6.7)
Others 10093)  0(00) 2029  2(24) 14(47)
Less 30,000 35(327)  5(122)  1(14)  7(84) 48( 16.0)
Total cost of expenditures Under 30,001~60,000 32(299) 10(244) 25(362) 20(241) 8290 , oo
during experience tourism Under 60,001~100,000 26(243)  8(19.5) 18(26.1) 15(18.1) 67(223) * .-
(Won) Under 100,001~160,000 9(84) 7(17.1) 12(174) 20( 24.1) 48( 16.0)
Over 160,001 5(47) 11(268) 13(18.8) 21(253) 50( 16.7)
Total 107(100.0) 41(100.0) 69(100.0) 83(100.0) 300(100.0)
Dakp<0.01, ***p<0.001
F3E B 7 59.9%2 7 Bake, 1‘4~°—££ TV ¥ 2 7P B, 2 TR <6-10919°(220.3%), ‘16%H ©]
& B (22.7%), UEUS FallX(6.1%) T o= A (16.7%), 10-169H1°(16.0%)9F 37+ ©]31(16.0%) &
Ueht A A, A 7 AREY] 33 o] =o|tt. AFel wEhA = 200 39 ©]31(32.7%),
o] 2AFE AngoR Y wrke B % 5 A 30049} 5060 1S “16¥H9L o130t 26.8%, S0cH o1
2AFE AFWEA AE F 7dvl= 3~67rd 0] 29.0% 25.3%), 40t 3~69H4°(36.2%) & EAFE A Y IEA]
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Age
Items Total F-value
<20s 30s 40s >50s
[usually buy the local specialties food in 5 50 0 gcb 3541087 3880063 3844085  3.63£0.84 8.743%#%
tourist destination. ’ ’ ’ ’ ’ ’ ’ ’ ’ ’ :
['usually purchase the cookbook with a 256£077° 3176105 3.16:090°  3.53:1.05° 3055100  18.071%
unique cooking method.
I usually have a unique local food. 3.76+0.75 3.68+0.88 3.83+0.66 3.95+0.71 3.82+0.74 1.603
['usually go to the local restaurant for 3.5340.88° 3462087  3.86£0.71°  3.90+0.82°  3.70+£0.84 5.060%*
intake a particular chef's food.
[usually drink a local specialty drinks 3.06£1.02°  3.66£1.02° 370079 3.76:094°  3.48+1.00 11.177%%+
prepared directly in the area.
[usually cook to use local food purchased ) 0 (e 33911 180 38700710 38700847 3384102 40133+
in tourist destination.
['usually have in a region where dressed 323+086°  346£081° 3814069 383087  3.56£0.86 11.003%**
up traditional food.
['usually drink alcoholic drinks and local 3162093  3.61£1.00°  3.68+0.83°  3.66£1.03  3.48+0.97 6.421 %%+
specialties.
['usually have in the restaurant that 3412074  383:086°  388:076"  3.94:087°  3.72:0.83 8.620%%*
provide local features meal.
[ necessary take to experience the local 27240870 363077 370£0.69°  3.80+091°  337£096  34.198%**
food in tourist destination.
#%p<(.01, ***p<0.001
D5-point Likert Scale (1=disagree strongly, 5=agree strongly)
3cMeans in the row with different superscripts are significantly different at p<0.05 level by Duncan’s multiple range test
<Table 6> Purchasing and eating experience of local food by age
Age
Items Total F-value
<20s 30s 40s >50s
Purchasing of the local food 296£0.73  3.802081°  3.87+0.82° 4202085  3.63:0.95 422044+
Eating experience of local food 3.15+0.96° 3.51£0.98* 3.70+0.77* 3.66+1.04° 3.47+0.97 6.572%**

##4p<0.001

D5-point Likert Scale (1=disagree strongly, 5=agree strongly)

3Means in the row with different superscripts are significantly different at p<0.05 level by Duncan’s multiple range test



60 BEEEEXLEEEE Vol 30, No. 1(2015)

g ool 20t Ett oSt =2 AoE AMEUG
(p<0.001).

7. 2LTC0| T 7IXIQIA0] RTUFS TONHZO /x|
of st EA
oo = T

=A% tg 7B A4e] RAFE Pulgee] %)

of thgk 7Hx] Q1X#} B2AFE P =] ek 37
(R?)S 34.8%= YEPSTE T8t FeA
27.5550]3 froEE p<0.001Z2 YERY o] 3]92&
Jo= o3k Zlo= yeistth B3k 7F SRS

SR Y
12
Lo |

2

i_:(‘

i

o

)

N
N,
rlo

;

Y

BA

5

o3& Aetslr] A7 whe] Folwel ofs 2AFE
o) GBS mX= AT J1R| Q1] HfEs AT =
AEAL] FAREolEL AR (p<0.05)2t 2AFE w4t
B2 1S FARAL AZbe (p<0.001) T2 VHERE
3 olF RAFE FAES IS FAITTAL et
7F Bt H gEdFEe] & AR et me 2dFrs
o] U= Balr] 9JEXE BATE AR AL F

Alstal o aFHolehs WS M F UAESE 17
& Aulzet F4 el Bk 2178e AA dAnfehs A
Fasirta Bojzin}, o]¢} #Hste] Lee & Song(2013)]
ArolMe BEFEe] A7tE 7HA T A4 7HEHE A9
gk ALSA 7EXI9) 715 7RIV 2AFE A SJAtel] 4
o] Q&S nFta Bysle] B Ao et 1=,
I FAO FoAE AER T ASITh

8. 2ZF 0] thet 7IX| Q140 2ZFE= MEFE =0l 0lXl=

2AFT| gk 71A] 140 RAFE APH ol wH|
1233 A7= <Table 804 W& ule} 2t} 2
AFso] et 7kx Qa3 2AFE APl et 3 &
Alo] AA AR 309%E VERtth T3 FEA %
2 23316013 2% p<0.0012 YEh} o] 37e &
Ao frolgh Zlo® veudth B3k 7t SyvTe] fo
A& s e kel Felwol os) mAF= Ao
FIFE PX= ZAHFE 71| Q1Y HiFE BEAFEE IR
2| FaHE ok Q7T (p<0.001), ‘BAFE FAHE
2 A&7} Fohal AZESICE (p<0.05), ‘ZAFE FAHES
Ak oz wgo] 74 (p<0.05) 5o UERRA, ©1F B
T wel 0252% 7P Al v Us 2EFEIF AE
Aeo] sAkEolgtal Azketh 7F 2AFE 224 A 7H
JPeo] 2 FEo|3, 1 T BAFE FAEL A
Aoz wgo| 2 (BAS 7k 0.191), ‘BAFE FAES
Au27E ok Az (BAF 3 0.190) 59 9 &
I At} o]9} #HFle] Lee & Park (2014 2AFE=29
Hale ojm]x], QA% 9 FHo] AH|A} v} 3
P WA= Ao Hisle] 2AFTe] FHo|

2~

-
AZYwo] WS F2Fe & 5 A we}

=

EN

¢

o
B
1
K

b IOl A2 B FAlE WL 7}

a2
T YEs 2AFEe] FHo UF $54S 4T 30

<Table 7> The impacts of the value recognition for local food on purchasing of local food

Dependent Variable Factor B T-value
Constant 5447
I think that the local food is high-quality agricultural products 170 2.540%*
I think that the price of local food is reasonable. -014 -.188
Purchasing of local food I think that market of local food have good service. 032 426
I think that local food have truthful for community. .054 .693
I think that local food have a value of respect for customers. 475 5.842%**
I have a faith for the local food -071 -974

R? (R?)=0.361 (0.348), F=27.555 p=0.000

#£p<0.05, ***p<0.001

<Table 8> The impacts of the value recognition of local food on local food intake experience

Dependent Variable B T-value
Constant 2.888%*
I think that the local food is high-quality agricultural products 252 3.655%**
I think that the price of local food is reasonable. -.022 -299
Local food intake experience I think that market of local food have good service. .190 2.438*
I think that local food have truthful for community. -.081 -.998
I think that local food have a value of respect for customers. 127 1.520
I have a faith for the local food .191 2.533*

R? (R%=0.323 (0.309), F=23.316, p=0.000

#£p<0.05, **p<0.01, ***p<0.001
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