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Abstract

According to the definition of ‘native local food’, Jeju has combined its regional specialty products with its own cooking method. It has
almost four-hundred kinds, which reflects regional specialty and diversity, yet it is not very well-known. Thus, this present study
provides basic research information through the investigation of tourist awareness, intention to consume, drawbacks, development
necessity and direction of development of Jeju local foods. The survey was conducted with 295 domestic tourists who had visited Jeju in
the last 10 years. In response to a question asked about the consciousness of Jeju local foods, 67.8% of respondents chose average,
indicating a relatively high cause for concern. Intention to consume averaged 3.26, which was higher than tourist awareness, having an
average of 2.60. Furthermore, local food interest and demographic characteristics of respondents were found to have an influence on
tourist awareness and intention to consume. 87.8% of respondents answered above average with respect to the drawbacks of Jeju’s local
foods and development necessity and direction, with the main drawbacks being lack of PR (43.1%) and high price (39.0%). The priority
of most respondents was the quality and taste of the food (50.8%). Based on the results of this study, if tourist awareness can be
effectively increased, an escalation in intent to consume will follow, naturally promoting the consumption of Jeju’s local foods.
Consequentially, for tourism commercialization, the quality and taste of the foods have to be improved in addition to the gain in

popularity through efficient PR methods.
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Table 1, Demographic characteristics of respondents

Percentage
F
Category requency %)
Male 165 55.9
Gender
Female 130 441
20’s 81 27.5
30’s 114 38.6
Age
40’s 72 244
50’s or more 28 9.5
. Single 134 45.4
Marital status
Married 161 54.6
High school graduated 15 5.1
, 2-Year College"” 80 27.1
Education .
4-Year-University 165 55.9
Graduate school” 35 11.9
Student 20 6.8
Housewife 30 10.2
Self-employed 16 5.4
Occupation Administration 96 325
Hospitality 64 21.7
Professional 34 11.5
Technical/Scientific 35 11.9
<100 20 6.8
Household <200 71 241
income <300 114 38.6
(10,000 <400 38 12.9
won/month) <500 35 11.9
>500 17 5.8
Family 146 49.5
Friend 85 28.8
Companion  Person in relationship 34 11.5
Oneself 14 4.7
Other (co-worker) 16 54
Low 62 21.0
Local fi
ocal food Average 138 468
interest
High 95 323

D Enrolled/graduated.
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Table 2, Analyzed difference between tourist awareness and
intentions to consume Jeju's local foods

. Tourist Intent of
CatCeblvRSSIEals awareness intake t-value
menu Mean+SD  Mean+SD
Staple food
Dolsot-Pyogo-Bibimbap ~ 2.38+1.34"  3.46+1.12” -10.718"
Sorasotbap 215125 337+1.16 -12.646""
Haemulsotbap 2.40£1.37  3.50£1.18  -10.900""
Kongjuk 2114122 296+1.18 -9213"
Jeonbokjuk 3.741.43  381£1.12  -0.794
Gingijuk 1.96+1.12  2.89+120 -10.357
Kkwong-Memil-guksu 2.08+121  330+1.21 -12.837

Sub total 2.40£0.95 332+£0.82 -13.571""
Soup & Stew
Okdom-Miyeokguk 3.04+1.51  3.59+¢123  -5.417"
Seonggeguk 3.10£1.51  3.46£128 38117
Paraeguk 276137 3.12+1.19  -3.925
Momguk 227£136  3.03£125  -8.455"
Totguk 242+133 296120  -5515
Bomalguk 2214134 2994127 -8.593""
Melguk 2.10£1.27  2.68£122 -7.233™
Gakjaegiguk 2.07+1.28  2.80+1.24  -7.766
Haemul-ttukbaegi 3.50+41.47  3.76£121  -2.541
Sub total 2.60£0.99  3.15£0.85 -8.625
Side dishes
Okdom-gui 3.69+1.39  4.04%1.15  -3.7817
Jari-gui 256+1.45 3.58+1.26 -10397
Jarimulhoe 2.63£1.49  347+129 -8515
Heukdoeji-gui 3.9241.41  4.13£1.11  -2.442°
Kkwong-mandu 259+137 351122 -9.086
Tot-muchim 2724140  3.08+1.16 -4.931"
Malgogi 2.83£1.39  3.16£1.38  -2.745
Gingi-jeot 2124122 291125 -8259
Geu-jeot 2.14£127 284£127 7366
Jari-jeot 223+134 2824127  -5.9717
Sub total 2744094  335+081 -9.612°
Alcohol
Omegisul 208132  3.03+130 -9.137
Gosorisul 1.94+1.27  3.05+130 -11.082""
Jeju Cheongsul 1.94£120  3.09£129 -11.941""
Sub total 1.99+1.16  3.05+123 -11.443"
Dessert & Tea
Omegitteok 251149 3374127  -9.074
Bingtteok 246+1.46 333122  -8.701
Kongyeok 1.96£1.19  3.15+1.24 -13.648""
Gaeyeok 1.88+1.15  3.08+1.25 -13.096
Balhyo Omijacha 2524144  339+1.24 -8.846
Sub total 227£1.08  3.26£1.05 -13.309""
Total 2.50+£0.55 3.26+£035 -7.626

Y 1: don’t know ~5: know it very well or have tasted it.
? 1: never want to try~5: be very glad to try.
p<0.0015, p<0.01, p<0.05

bt B2 751 7] 4] 318 7] 25 (2015)

]
High
Tourist
awareness [a]
(2.50) =
[85]
el =
Low High

Intentions to consume (3.26)

- Al Heukdoeji-gui : A2 Okdom-gui : A3 Jeonbokjuk : A5 Okdom-
Miyeokguk : A6 Seonggeguk : A7 Jarimulhoe : A8 Kkwong-mandu :
A9 Jari-gui : A10 Balhyo Omijacha : A1l Omegitteok

- Bl Bingtteok: B2 Dolsot-Pyogo-Bibimbap : B3 Haemulsotbap : B4
Sorasotbap : B5 Kkwong-Memil-guksu

- Cl Totguk: C2 Momguk : C3 Bomalguk : C4 Gingijuk : C5 Geu-jeot :
C6 Gingi-jeot : C7 Kongjuk : C8 Melguk : C9 Gakjaegiguk : C10
Omegisul : C11 Gosorisul : C12 Jeju Cheongsul : C13 Gaeyeok : C14
Kongyeok : C15 Jari-jeot

- D1 Malgogi : D2 Paraeguk : D3 Tot-muchim

Fig. 1. Tourist awareness and intentions to consume Jeju's
local foods by applied IPA.
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Table 3, Correlation analyses between local foods' interest and
tourist awareness, intentions to consume Jeju's local foods

Correlation between local foods’ interest &

Tourist awareness Intent of intake

sk wok

Jeju local foods

Staple food .655 201
Soup & Stew 685" 7457
Side dishes 6727 5917
Dessert & Tea 664" 504"
**p<0.01
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AF FESH O 2HlE ST & IS FHolgka AR Table 4, Response of Jeju local foods' drawback, development
=} necessity and priorities while development
Variable Category Frequency %
3. MF SESA EAMFE, 431L 2y 3 i Lack of popularity (PR) 127 43.1
it High price 115 39.0
BBl AF FESAe] BAH g Azl o Prawback | ack of distinction u11s
5”"1%3 NS (TR)FE(43.1%), B8 714(39.0%), 58 Lack of menu diversity 19 6.4
B 7"*’?(11‘5%)3 el Tk E“’ﬂ‘(6-4%)“] ToR £ Not agree 36 12.2
AbEo] FEFA A Hig FREFS0] 7P & EACR Development Agree 112 38.0
A A HrhTable 4). ole @ A= G A FES2 necessity Strongly agree 47 498
o EA st ?j:rL(Kim BS & 2009)0”“ THES Quality and taste of food 150 50.8
7‘3% j;j‘ %‘;ﬁ:lﬂjj ;f_;;]i;; %1%17;12] jt)}z}j Pr\i:}fiiltiees Conventionality 91 30.8
;‘;_]l/ésnL_l% %_Loz,:‘;}l;,} T3 A= ‘olzig/;l'oo A % HHLO% development Commercial value 47 15.0
_ : °en - Cooking method 7 24
QA0 tigt FE= 49.8%7F Eesitely SHs
A Barel we 2L & 5 Uk
Fuga A A U Al ta AEols &4 Zlo] Fastths 2e % & YAUTKTable 4)
A3t 8K50.8%), Aol AETA(30.8%), FFE(15.9%), sHA] i S0y FESAIAE et 14
ZEH(2.4%) £ 2 Yeh AlF FES2] i Al A She Al FESA TA-A Zolrt A B4 2

[¢
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oo AEAHS FAsHEA 49 A3} ge FIATI= = Table 50 Yehy Stk #4 A3}, APy 53

Table 5, Cognition of Jeju local foods' drawbacks cross analysis with general characteristics

Lack of Lack of High Lack of )
Variable popularity distinction price menu diversity Total X
N (%)
Age
20’s 54(66.67) 2(2.47) 22(27.16) 3(3.07) 81(100.00)
30°’s 37(32.46) 19(16.67) 49(42.98) 9(7.89) 114(100.00) 46703
40’s 24(33.33) 9(12.50) 38(52.78) 1(1.39) 72(100.00)
>50’s 12(42.86) 4(14.29) 6(2.03) 6(21.43) 28(100.00)
Marital status
Single 73(54.48) 10(7.46) 44(32.84) 7(5.22) 134(100.00) 13.907"
Married 54(33.54) 24(14.91) 71(44.10) 12(7.45) 161(100.00)
Companion
Family 51(34.93) 22((15.07) 63(43.15) 10(3.39) 146(100.00)
Friend 47(55.29) 7(8.24) 25(29.41) 6(7.06) 85(100.00)
Person in relationship 11(32.35) 2(5.88) 20(58.82) 1(2.94) 34(100.00) 24.064"
Oneself 7(50.00) 2(14.26) 5(35.71) 0(0.00) 14(100.00)
Other (co-worker) 11(68.75) 1(6.25) 2(12.50) 2(12.50) 16(100.00)
Local food interest
Low 15(24.19) 3(4.84) 40(64.52) 4(6.45) 62(100.00)
Average 52(37.68) 13(9.42) 66(47.83) 7(5.07) 138(100.00) 28.889"
High 60(63.16) 18(18.96) 9(9.47) 8(8.42) 95(100.00)

" p<0.001, “p<0.01, p<0.05
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