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The Effects of Information-searching for Korean Food Brand on
Risk Perception and Preference

Jung-Soo Kim'

Dept. of Hotel & Food Service Culinary, Daeduk University

ABSTRACT

The purpose of the study is to investigate the effects of information search for Korean food brand on perceived risk and
preference. To achieve this goal, using 10 exemplary restaurants appointed as Korean food brands in Seoul, a questionnaire survey
was used to collect data through interview. Using the SPSS 21.0. total 296 responses were analyzed to test the relationship among
variables. The findings are as follows. First, information search for Korean food brand showed that all external search, internal
search and direct experience had a positive effect on preference. Second, there was no difference between information search
for Korean food brand, risk perception and preference according to gender, but there was a significant difference between
information search for Korean food brand, risk perception, and preference according to their age. Third, indifference moderated
the relationship between external and internal information search and Korean food preference. Fourth, maladjustment moderated
the relationship between external information and direct experience for Korean food preference.

Keywords: Korean food brand, information search, perceived risk, preference, Korean food image
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Table 1. Configuration of the questionnaire

@audse] Jugkol gAx 2} o EEe] ML 9

47

195

Measurement factor Numbers of question Scale Reference
Risk perception ﬁii{;ﬁle;f;m 10 Likert 5 point Spawton(1991), Ko et al.(2006)
- External search
Information search - Internal search 10 Likert 5 point Moe(2003), Kim(2007)
- Direct experience
Preference 6 Likert 5 point
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Table 2. Demographic characteristics
(Those surveyed 1,657)
. . Frequency Composition
lassifi .
Classification (Person) ratio(%)
Male 193 65.2
Gender
Female 103 34.8
20s 55 18.6
30s 98 33.1
Age 40s 88 29.7
50s 38 12.9
60s 17 5.7
Graduation from high 51 172
school
Graduation from college 76 25.7
Academic
background Graduation from 136 46
university
More than graduate 3 111
school
Married 100 33.8
Marital ~ Unmarried 166 56.1
status .
Other(divorced, bereaved, 30 10.1
etc.)
Company employee 64 21.6
Service 57 19.3
Self-employed 74 25.0
Occupation Professional 46 15.5
Retired and unemployed 23 7.8
Housewife 18 6.1
Student 14 4.7
Less than 1 30 10.1
Average 1~2 56 18.9
monthly -3 112 37.8
income
(million  3~4 62 21
won) 45 26 8.8
More than 5 10 34
Total 296 100.0

0.793, | S=7} 8.852 B5F 0.6 o] o2 e,
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Table 3. Result of exploratory factor analysis of risk perception
Factor
Measurement questions
1 2
-1 am afraid about others' evaluation whenever I use brand of Korea food. 752 —.156
- I have the big difference between a brand Korean food menu prices at each may not be worried. 712 .012
Indifference I am not quite sure if I like Korean food. 700 224
-1 am brand of different kinds of Korean food price differences I don't know. .662 .050
- Service level and the class I don't know whenever I use a brand of Korean food. .653 320
-1 do not know where appropriate using whenever I see is Korean brands. —.036 756
- Is Korean brand is still not used to me. .089 716
Maladjustment . t\ths;e\;zrg ;ﬂlll:s a brand of Korean food often takes more than just whether or not many people 099 692
-1 don't know if nice is Korean brand where. .170 .608
- Worth the price paid whenever 1 use Korean food brands if I don't know. 294 .535
Eigenvalue 2.561 2.398
Dispersion ratio(percent) explanation(%) 25.611 23.983
Cumulative distribution rate(percent) explanation(%o) 25.611 49.594
Reliability Cronbach's a 7144 .697
Table 4. Correlation analysis
Indifference Maladjustment ~ External search  Internal search Direct experience Preference
Indifference 1
Maladjustment 225" 1
External search -.183" —.162" 1
Internal search —.249" —.149° 580" 1
Direct experience —.103 148" 026 1307 1
Preference —.296" —.089 359™ 377" 145" 1
* p<0.05, " p<0.01.
Table 5. Effects of information search for Korean food brand on preference
Dependent variable Classification Standardized coefficient (3) t p F R
(Contrast) 12.721 .000
External search 220 3.379 001" .
Preference Infgz:rlis"“ Internal search 235 3.586 0o 2
Direct experience 108 2.024 044

" p<0.05.
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Table 6. Regulation effect of indifference in the effect Table 7. Validation of regulation effect of maladjustment
of information search for Korean food brand in the effect of information search for Korean
on preference food brand on preference
Dependent variable : Preference Dependent variable : Preference
Model [(B) Model II(B) Model II(B) Model 1(B) Model I(B) Model II(B)
External search - - - External search - - 5
220 .195 176 220 158 131
A) (A)
Internal search . ok - Internal search - - «
235 203 197 235 159 118
® )]
Direct experience - . Direct experience - . .
.108 .087 .039 .108 .103 .094
© ©
Indifference ik . Maladjustment . .
—.266 —.287 —.176 —.131
M) M)
(A)x(M) 155 (A)x(M) 155"
B)*M) 1127 (B)x(M) 042
(C)x(M) 022 (Cx(M) 122°
R 248 308 311 R 248 284 291
AR 248 +.059 +.003 AR? 248 +.036 +.007
F 12.687 15.126 12.466 F 12.687 13.327 13.116
)4 .000 .000 .000 P .000 .000 .000

* p<0.05, ™ p<0.01, ™ p<0.001.

T p<0.05, 7 p<0.01, ™" p<0.001.
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