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A Study on the Impact on Brand Image of Korea Food Satisfaction
- Focused on the Mediating Effect of Korean Menu
among Korea Foreign Visitors-

Young-Jin Son'
Dept. of Hotel Culinary, Seojeong College'

Abstract

This study is on the effect of Korea on the Korean brand image of Korean satisfaction from the perspective
of foreign visitors. Korea representative food was designated as a potential mediator to this relationship. Sur-
vey wes conducted from 277 foreign people by using English survey and analyses results of Korean brand
image reveal that quality reliability, attractiveness, and health promotion appeared to have a positive impact,
while family orientation was found to have a negative effect. Results identified the positive mediating effect
between formulated relationship.
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{Table 1> Demographic characteristics (N=277)
Characteristic Division Classification Frequency Percentage

Male 131 473

Gender
Female 139 52.7
20 yrs< 159 57.4
30 years< 68 24.5

Age
Individual 40 years< 49 17.7
properties 50 years < 1 0.4
High school less 153 552
College 57 20.6

Education

University 51 18.4
Graduate school 16 5.8
Tourism 188 67.8
Purpose of stay Business 52 18.8
Visiting friends and other 37 13.4
Family 82 29.6
Companion Friends, lovers 133 48.0
Colleague 62 224
Tourist 1 238 85.9
properties 2 15 5.4

Visits
3~4 13 4.7
5 more 11 4.0
Neighbors and relatives 15 54
Korean Newspapers and magazines 80 28.9
cognitive path Drama, movies 84 30.3
Internet, other 98 354
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{Table 2> Korean food brand image and satisfaction reliability and validity analysis

Fact Ei Cronbach's KMO -
Variables ac. of gett Variance
loadings value o Battlet
Considered safe .881
lit Hygienic .830
Quality 2.986 21.325 880
safety Natural 806
Freshness of ingredients .677
Good smell .882
Attracti-
act Popular 831 2357 16.838 856
veness
Easy to eat 735 KMO=845
Battlet=
Adult disease prevention 872 1.419.166%**
Health  Chronic disease prevention .857
e 2.995 21,394 877
promotion Obesity prevention .822
Immune system promotion 717
Eating food divide .862
Famil
MY There are many side dishes 823 2353 16.804 854
oriented
Indulge in nostalgia 737
Korean satisfaction 916 KMO=642
Korean reuse .907 2210 73.652 817 Battlet=
sksksk
Korean recommend others 739 218.197
#E p< 001
o] z}z} 1,419.166, 218.197% F9 25 p7F 0.000  HZES 913 AL x°Fho] 82027307 frolghE
FrollA] frofgh Bao] AAS YERAITE A p7h 0.000 FEollA frelg BEe] A3 e
A wae] AuEe Yehle vAE £ B4 3 Utk 44 2ae) 4uee yehie vAw
< 34 Hal=oln]x] 76361, 34 WEE 73.652 & EBAF 3 744312 50% o)) AMES B
2 50% ool AHE e Btk A EE el ok A8 =E YERll= Cronbach's o #2747}
W= Cronbach's a 32 E29A4]0] 0.880, Wizl 0.875, 0.887%2 =& A& $x7} vpgith

S

Jo] 0.856, AA7FAl<] 0.877, 7FEA| A ] 0.854,
a3 FEASR] o] TSR 08172 B

07 ol Ue} we A% A7} et

ES) <Table 3> ;g@zl:o] z‘ﬂ./k]_oq mﬁﬁ./\]
& Fohj ¥
28s7] 2l 27H91 6}H7Hbﬂ ol & 87H

?‘;}9] a.r)r/aﬁ. A=3 FTEQ

.808% YEo ™, Battletd] 734

son “ﬁrﬁﬂ £ 7t gel]t otk el st
AR A frelAel gt e Al
2 1%9}, a3 eg/del vk & 5 Stk 53]
2] ok il BA(=.679, p<0.01)7}
2 AY =2 AoE veh
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{Table 3> Korea's representative food reliability and validity analysis tool
Fact Ei Cronbach's KMO -
Variables aci of 1getl Variance
loadings value o Battlet
Bibimbap .889
Meal Kimbab 902
2912 36.403 .875
types Kimchi stew 780
Soybean paste stew 715 KMO=.808
Battlet=
Meat Grilled ribs 873
3.042 38.028 .887
types Samgyetang .805
Galbijjim 782
* p<.05, ** p<01, *** p<001
{Table 4> Correlation analysis
lit Attrac- Health Famil K Meal Meat
Division Classification Quality . rac . . e.mn Y .orea1.1 . e
safety tiveness promotion  oriented  satisfaction  types types
Quality safety 1
Korean Attractiveness 0.497** 1
food brand
image Health promotion  0.338**  0.444** |
Family oriented  0.536**  0.433**  (.468%* 1
Korean food satisfaction 0.542**  0.679%* 0.489** 0.345%* 1
Representative Meal types 0.529*%*%  0.361**  0.417** 0.577** 0.454**% 1
food Meat types 0.425%*  0.358%*%  (.443** 0.577** 0.246%*  0.487** 1
* p<.05, ** p<01, *** p<001
{Table 5> Korean brand influence factors on the Korean experience
Independent variable Regression coefficients The standard error t P
Constant 3.338E-16 .053 .000 1.000
Quality safety 291 .067 4312 .000%**
Attractiveness 487 .066 7.395 .000***
Health promotion 237 .063 3.733 .000%***
Family oriented —.151 .068 —1.981 .048*
R? A R? F p
Model statistics
.558 547 48.935 .000%***

* p<.05, *** p<001
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{Table 6> Moderating effect of meals on the relationship between Korean brand image and satisfaction

Model Variable B t R F A R AF
Quality safety 291 4.312%%*
Attractiveness 487 7.395%**
1 558 48.935%4*
Health promotion 237 3.733%**
Family oriented —-1.51 —1.981%*
Quality safety .240 3461 ***
Attractiveness 488 7.540%**
2 Health promotion 209 3.305%** 576 41.881%** 018 6.597
Family oriented —.195 —2.737%%*
Meal types(M) 177 2.568%**
Quality safety 258 3.590%**
Attractiveness 483 6.730%**
Health promotion 236 3.606%**
Family oriented —.206 —2.857%%*
3 Meal types*(M) .169 2.440%** .590 23.950%** .013 1.227
Quality safety*M —.079 —.807
Attractiveness*M —.063 —.621
Health promotion*M —.085 —1.104
Family oriented*M 164 1.974%*

* p<.05, *¥** p<001
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{Table 7> Mediating effect of meat on the relationship between Korean brand image and satisfaction

Model Variable B t R F A R AF
Quality safety 291 4.312%%*
Attractiveness 487 7.395%%*
1 .558 48.935%#*
Health promotion 237 3.733%**
Family oriented —1.51 —1.981%*
Quality safety 301 4.434%*%
Attractiveness 490 7.442%**
2 Health promotion 253 3.903%** 562 39.537*%** .004 1.416
Family oriented —.101 —1.371
Meat types(M) —.081 —1.190
Quality safety 301 4.404%%*
Attractiveness 448 6.449%**
Health promotion .249 3.851%**
Family oriented —.105 —1.435
3 Meat types(M) —.058 —.848 .580 23.037%** .018 1.619
Quality safety*M 187 1.988*
Attractiveness*M —.105 —1.231
Health promotion*M —.112 —1.326
Family oriented*M 120 1.336

* p<.05, #** p< 001
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