o

CNU Journal of Agricultural Science

Vol. 42, No. 3, pp. 285-291, September 2015

DOI: http://dx.doi.org/10.7744/cnujas.2015.42.3.285

SAIBO| T U QF DI 241 S5O} UKE [yO=

An analysis on the production cost and marketing margin of food: Tofu

and Kimchi
Yonggyu Kim', Sounghun Kim’*

!Korea Rural Economic Institute, Najoo 58217, Korea

’Dept. of Agricultural Economics, Chungnam National University, Daejeon 34134, Korea

Received on 7 August 2015, revised on 17 August 2015, accepted on 31 August 2015

Abstract : Many Koreans have the question about the price of food: whether the price of Korean food is reasonable
or not? Even though some previous studies tried to discuss and analyze the price system of Korean food, few papers
clearly present the implication about production cost or marketing margin of processing food. The purpose of this paper
is to measure and analyze the production cost and marketing margin of tofu and kimchi, which are one of the main
food in Korea, through the raw-data of FIS, KAMIS, and other data from Korean business area. The results of studies
present a few findings as follows: First, the proportion of labor cost in the production cost is very important factor and
need to be decreased for the lower consumer price. Especially, the lower proportion of labor cost in kimchi industry
should be important issue, even though the reduction of proportion of labor cost in kimchi industry is not easy in the
real world. Second, each marketing channel of processed food shows different marketing margin. Therefore, Korean
government need to increase the level of competition of marketing channels, which makes each business is forced to
decrease the marketing margin to survive the market competition in Korea.
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Fig. 1. Ratio of production cost: tofu (2014).
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Fig. 2. Ratio of production cost by specific products: tofu
(2014).

9o} ol g Bgic, o] Fust 2 AN AZHof
A0E HF] 2 AL i F, f715 B 5 Al
AR Aol W] dEel Ao FguHc

SRR oR) i Ar|ES wH, i) Fuvh
A5 hZolo] 4 QA7 ARIsHs Hgo] Foixi
RO ekt ol sk 2 GAHE TR
AARE S 71ABkE A2 Eqstue, 1o U o
u] 47 mafo] Qg Ao AjzElolich

Table 1. Ratio of production cost by sales: tofu (2014).
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(B2C) (2014).
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Fig. 4. Marketing channel and marketing margin ratio: tofu
(B2B) (2014).
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Table 2. Ratio of marketing margin at retail: tofu (2014).
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Table 4. Ratio of marketing margin at retail: kimchi (2014).
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