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Effects of Food Styling Visual Elements in Tteok Café Menus on Consumer Buying Habits

Su In Kim*

Department of Korean Cuisine, Jeonju University

Abstract

This study investigated the correlation between consumer’s buying habits and food styling visual elements. Differentiated
and original techniques were used to determine whether or not visual elements in tteok menus reflect the aesthetic needs
of consumers without altering the nutrition of tteok. The targeted tteok cafes were in Jeonju Hanok Village, which is a tourist
attraction in Korea. First, sub-factors of food styling visual elements applied to tteok café menus such as shape, size/volume,
color, and texture all had significantly positive effects on customer satisfaction, proving that food styling visual effects applied
to tteok café menus have significant effects on customer satisfaction. Second, sub-factors of food styling visual elements
applied to tteok café menus all had significantly positive effects on buying habits. Third, customer satisfaction of menus had
a significant effect on buying habits, as proven by previous studies. Fourth, the effects of customer satisfaction on the
relationship between food styling visual factors applied to tteok café menus and buying habits were investigated.
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<Table 1> Questionnaire

Measurement variable No. of items Scale
Shape 3
Visual elements of  Size/volume 4
food styling Color - Wuicius W (1993) 4
- Kim & Jang (2015) 5-point Likert scale
Texture - Kim (2012) 4
Customer satisfaction ~Customer satisfaction 5
Buying habits Customer satisfaction 5
Gender, age, occupation, education level,
Demographic information acquisition channel, no. of visits, ~Written by researcher 8 Nominal scale

companion in visit, purpose of visit

*Organized by researcher
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<Table 2-1> General characteristics of research subjects

Division Frequency Ratio (%) Division Frequency Ratio (%)
Gender Male 92 36.7 Undergraduate (graduate) student 92 36.6
Female 159 63.3 Public servant 6 24
20s 96 383 Office worker 69 27.5
Occupation
Age 30s 61 243 Self-employed 22 8.8
40s 55 219 Housewife 24 9.6
50s or above 39 15.5 Specialized job 38 15.1
High school graduate or lower 19 7.6 Family 46 183
Education College student 86 343 Friends 147 58.6
level Collage graduate 142 56.5 Companion Colleauges 14 5.6
Graduate student or higher 4 1.6 Seniors or juniors 7 2.8
TV, radio 29 11.6 Lover 37 14.7
Information 1 Newspapers, magazines, books 22 8.7 Healthy menu image 51 20.3
acquisition Family, friends 67 26.7 Purpose of Safe image of tteok 73 29.1
channel  1htermet, SNS 54 215 visit  Comfortable mood 59 235
Own experience 79 31.5 Taste 68 271
1-2 times a year 126 50.2
No. of visits Once a month 80 31.9
Once a week 34 13.5
At least 2 times a week 11 44
Total 251 100.0 Total 251 100.0
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<Table 2-2> Validity and reliability testing for visual factors of food styling of fteok (rice cake) menus

. Component
Division
Color Size/volume Texture Shape
Harmony of dish, table and garnish colors 835
Color of tteok is important 812
Affected by garnish 784
Affected by dish .626
Affected by size of dish 837
Size and volume are important 796
Must consider blank space on dish 656
Affected by color of dish 643
Texture is important 827
Affected by texture of dish 775
Affected by characteristics of food ingredients 753
Affected by recipe 722
Polished shape implies sincerity .867
Polished shape makes it look valuable .850
Shape of tteok is important 748
Eigen value 2.679 2.618 2.615 2173
Variance explanation (%) 17.862 17.455 17.433 14.485
Cumulative explanation (%) 17.862 35317 52.750 67.235
F test (p) 6.093*** 10.800%*** 5.749%* 6.803%**
Hotelling T-square test 20.260%** 26.312%* 20.645%** 18.241%**
Reliability .826 792 816 788

KMO test=.830, Bartlett sphericity test 2=1561.400, degree of freedom=105 (p=.000)

*p<.1, ¥*p<.05, *¥**p< .01,

<Table 2-3> Validity and reliability testing for customer satisfaction

<Table 2-4> Validity and reliability testing for buying habits

Component

Division Customer

satisfaction
It meets the demands of contemporary people 751
It makes the quality and taste seem excellent 725
It is a new way to express traditional tteok 722
It is worth buying despite the high price 719
The visual elements give satisfaction 716

Eigen value=2.640, Variance explanation (%)=57.792, Cumulative
explanation (%)=57.792, KMO test=.764, Bartlett sphericity test
2=323.923, degree of freedom=10 (p=.000), F test (p)=10.411
(.000), reliability=.775, Hotelling T-square test=38.009 ( .000)

2) 7Hde] A
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. Component
Division —_—
Buying habits
Will recommend tteok cafe 796
Will select a cafe with great food styling 780
Want to share with others 774
Have favorable feelings toward the menu 726
Have the desire to buy 722

Eigen value=2.891, Variance explanation (%)=57.818, Cumulative
explanation (%)=57.818, KMO test=.794, Bartlett sphericity test
2=408.083, degree of freedom=10 (p=.000), F test (p)=8.549
(.000), reliability=.817, Hotelling T-square test=33.748 ( .000)
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<Table 2-5> Verification of correlation among variables

Visual elements of food styling Customer
Division . . Buying habits
Color Size/volume Texture Shape satisfaction
Color 1
Size/volume .000 1
Texture .000 .000 1
Shape .000 .000 .000 1
Customer satisfaction 358k** 187F** 318*** 81 F** 1
Buying habits K10 47%%% 306%** 199%#* 63T7HEH 1

*p<.l, ¥*p<.05, ***p< .01, two sided test

<Table 2-6> Effects of visual elements of food styling applied to tteok cafe menus on customer satisfaction

Unstandardized . .
Independent variable coefficient csgggﬁzggw t F R? [;dzj Durbin-Watson
standard error
Color 358 6.688%#*
Visual elements of ~ Size/volume 187 3.496%** s
food styling Texture 053 318 5 O4GHH* 25.937 297 285 1.993
Shape 181 3.382%%*

*p<.l, ¥*p<.05, ***p< .01, dependent variable: customer satisfaction, VIF=1.000

<Table 2-7> Effects of visual elements of food styling applied to tteok cafe menus on buying habits

Unstandardized . .
Independent variable coefficient Stand?r dized t F R? Adzj' Durbin-Watson
coefficient beta R
standard error
Color 311 5.636%**
Visual elements of ~ Size/volume 141 2.555%% e
food styling Texture .055 306 5 530kkH 20.483 250 238 1.925
Shape 199 3.600%**
*p<.l, ¥*p<.05, ¥***p< .01, dependent variable: buying habits, VIF=1.000
<Table 2-8> Effects of customer satisfaction on buying habits
Unstandardized . .
Independent variable coefficient Stand'ar dized t F R? A%J' Durbin-Watson
coefficient beta R
standard error
Customer 049 637 13.035%%  169.918%** 406 403 2,078
satisfaction

*p<.l, ¥*p<.05, ***p< .01, dependent variable: buying habits, VIF=1.000
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<Table 2- 9> The mediating effect of customer satisfaction

Visual elements of food styling applied to tteok cafe menus

Classification Color Size/volume Texture Shape
p t B t B t B t
stepl Mediation 358 6.688*** 187 3.496*** 318 5.946%** 181 3.382%%**
step2 Dependency 311 5.636%** 141 2.555%%* 306 5.539%** 199 3.600%**
Independence .096 1.839* .023 458 115 2.249** .086 1.742*
Mediation .603 11.574%** 633 12.700%** .600 11.744%** 621 12.557***
step3 F-value 87.462%** 84.794*** 88.874*** 87.186%**
R? 414 406 417 413
Adj. 409 401 413 408

Mediation Effects part mediation

full mediation

part mediation part mediation

*p<.l, ¥*p<.05, ***p<.01
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