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ABSTRACT

This study was conducted to derive a positioning map using multidimensional scaling method to understand how the brand
image of national foods including Korean food, Chinese food, Japanese food, Thai food, and Vietnamese food is perceived by
domestic and foreign tourists. In order to achieve the research purpose, this study collected 250 data through online and offline
surveys for potential food tourists who are interested in visiting overseas. Except the unfaithful responses or missing values, 202
data were analyzed. As a result, first, 8 factors which are considered to be important by food tourists were extracted. Second,
the result of similarity analysis using ALSCAL and PROXSCAL did not show that the foods of the five countries were very
similar, but all countries seemed to be more likely to compete with each other. Third, attribute selection also indicates that mean
value of food taste (3.88), national image (3.82), and sufficient food quantity (3.65) had high level of importance, respectively.
These results may provide practical implications for development of branding strategy in food tourism.

Keywords: national food, brand positioning, food tourism, food tourist, MDS(multidimensional scaling)
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Table 1. Characteristics of sample

Higel e A 89

Table 1. Continued

Frequency Percentage

Variable General information ™) %)
Korean 109 54.0
Nationality American 55 272
Chinese 38 18.8
Male 81 40.1
Gender

Female 121 59.9
Under 21 52 25.7
21~30 86 42.6
(ye;:sgeol g 3140 38 18.8
41~50 16 7.9
Over 50 10 5.0
Professional 15 7.4
Public official 3 1.5
Manager 11 5.4
Technician 11 5.4
Occupation Sales and service worker 29 14.4
Business owner 5 2.5
Students 113 55.9
Housewives 10 5.0
Other 5 25
Family or relatives 108 535
Friends 81 40.1
People who (g[jeague 3 15

spent most
of tour time Alone 9 4.5
Other 1 0.5
Total 202 100
e
TV or radio 44 21.8
irslg)tll’rncljni(())fl Newspaper or magazines 26 12.8
about Internet 160 79.2
restaurants Travel agency 13 6.4
Other 1 0.4
Total(multiple-choice) 333 165
Social  Google 87 43.1
sﬁzn?];:ir:g Facebook 61 30.2

often Instagram 46 22.8

Frequency Percentage

Variable General information N) %)
Twitter 9 4.5
Social
network  Yahoo/Naver 71 35.1
site USing  Daum 11 5.4
often
Total(multiple-choice) 285 141

21~304] 42.6%, 31~404] 18.8%, 41~504] 7.9%, 514 ©]4F
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Table 2. Tolerance level of stress
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Stress Tolerance level
Stress = 0 Perfect
0 < Stress < 0.05 Excellent
0.05 < Stress < 0.10 Satisfactory

0.10 < Stress < 0.15 Acceptable, but doubt

0.15 < Stress Poor

Table 3. Similarity matrix of national food

Korean Chinese Japanese Thai  Vietnamese
food food food food food
Korean
food .000
Chinese
158 .000
food
Japanese o0 212 000
food
Thai 157 001 211 000
food
vienamese 50 133 3m a4 000
food
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Table 4. Positioning map coordinates by national food

Dimension 1 Dimension 2

Korean food 1.2648 .0369
Chinese food —.5473 .0600
Japanese food 1.8817 —.0509
Thai food —.5338 —.0084
Vietnamese food —2.0654 —.0376

Stress=.00826, RSQ=.99985
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Fig. 1. National food brand positioning map.
Note. VAR00001: Korean food, VAR00002: Chinese food, VAR-
00003: Japanese food, VAR00004: Thai food, VARO00005:
Vietnamese food.
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Table 5. Selective attribute characteristic coordinates of
food tourism

Dimension 1 Dimension 2
Taste 0.978 0.109
Affordable prices —0.724 0.613
Sufficient quantity —0.242 0.936
Easy purchase 0.608 0.665
High nutritional value 0.729 —0.372
Cleanliness of restaurants 0.794 —0.600
Kindness of employee 0.671 —0.738
Reflection of national image 0.919 —0.389
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Fig. 2. Result of competitive relation analysis on brand’s
select attributes according to factors.
K: Korean food, C: Chinese food, J: Japanese food, T: Thai food,
V: Vietnamese food.
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Table 6. Mean value of selection attributes satisfaction
Selection attributes Average Rate Kt% rj;n C?(i)r(l)zse Jarf)j(r)lsse ;[:;; Vie?;zrélese
Taste 3.88 1 4.06 3.88 422 3.77 3.46
Affordable prices 3.57 5 3.49 3.82 3.19 3.73 3.61
Sufficient quantity 3.65 3 3.74 3.92 3.36 3.73 3.51
Easy purchase 3.55 6 3.72 393 3.67 334 3.11
High nutritional value 3.43 8 3.80 2.99 3.74 3.28 3.34
Cleanliness of restaurants 3.44 7 3.56 3.00 4.04 3.35 3.25
Kindness of employee 3.59 4 3.55 3.29 4.02 3.58 3.49
Reflection of national image 3.82 2 3.88 3.72 4.00 3.78 3.72
Mean value 3.62 3.73 3.57 3.78 3.57 3.44
= AFE P vlE, S A B3 SHeR A9 Wg(382), TR FG.65) TR EE FAVF HE
& - xRl Aulo] & sl HlolHE st g, Wk ole aR|AbEe] AEFE A Al 49 Bt =7t
T, G, =, HETe] S WF A A ieks ofn]A] vt R, 5249 = Fasttia A7,
wARTE gold 71E ARATel Aoldel Jutm B 4o G UL AF ME A Fasix etk
S ATk 7 ARA el e v Ak PARE Aol A ¢ & Atk Foh 4o BEEE Auuste o
B8 @Yol FRY 89S 1T W] AT, FF, 0T AR L4 ANACR VESI} B4, /12 FEAA
TR Sl Ul A4S ATsle] FoANF A & WEEL ol HAe] Bestele @t
= =33} th(Kang, Jung, & Choi, 2001; Kim, 2011). % SAFBPM] F7} Zrretn Y= dA, /S g1 Es}
&, Seluetel Tk BaY Al AMES ATE £ Y B SN TS TG Yol ArEh &4 A%
£ RRA o] g A7 @ 4 glow, dev 2e  Ad DEE A AN FrlolnlA wedo] 1 g4
2A%s ==dn T8Ad0] dxHUA, 4 77t olAl= 54 FEolA B
A, 2 7P &4 BHAllEoluA] o] fAbd A Se] gAolm|A 9k FEe] Hx] A ApEEE & 5 e
o Sk 94 BAlsoulA st B AL & IR S A4 Adsks flo] Bouy Fad A
ot SR, A9 1S FHAoR B, AR S Aolth ol wAY AFS S FeANE B
e Ao Asn Y, A9 28 FHOE AT} F FAYL, P BHE 5 U TAMY de] e
o] 22 Al flAIska glof, =2 TRt ofyel,  Sith ShMA ARHEE AFEE 2R St A WBAI
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