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Exposure, Credibility, Usefulness of Food Tourism Information Channel of
Japanese & Chinese Tourists
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ABSTRACT

This study was conducted to examine the level of exposure, credibility and usefulness of the food tourism information
channel perceived by foreign tourists visiting Korea. A total of 230 survey questionnaires were distributed to Japanese and
Chinese tourists, who account for the highest percentage of tourists visiting Korea. The results showed that tourists were
segmented into three groups based on their participation in food tourism activities: culinary tourists, experiential tourists and
general tourists. Japanese tourists participated more actively in food tourism activities than Chinese tourists. The information
channel used most frequently by tourists was ‘word-of-mouth,” while the least used channel was ‘e-mail catalog contains food
tourism information.” Culinary tourist most actively used online and offline channels to search for food tourism information.
Perceived credibility and usefulness of the food tourism information channel differed by nationality and food tourist segments.
This study provides meaningful implications regarding food tourism promotion strategies.

Key words: Food tourism, information search behavior, food tourism information channel, food tourism activities
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Table 1. Demographics of the survey respondents

N(%)

Category Japanese  Chinese Total
Male 37( 33.9) 48( 47.5) 85( 40.5)
Gender Female 72( 66.1) 53( 52.5) 125( 59.5)
Subtotal 109(100.0) 101(100.0) 210(100.0)
15~20 9 83) 5( 5.0) 14( 6.7)
21~30 26( 23.9) 48( 47.5) 74( 35.2)
31~40 27( 24.8) 30( 29.7) 57( 27.1)
Age  41~50 22( 20.2) 11( 10.9) 33( 15.7)
51~60 23( 21.1)  6( 59) 29( 13.8)
over 61 2( 1.8) 1( 1.0) 3( 14
Subtotal 109(100.0) 101(100.0) 210(100.0)

High school

graduate 25(22.9) 10( 9.9) 35( 16.7)
College/university 70( 64.2) 86( 85.1) 156( 74.3)
Education graduate
Over graduate
school 14( 12.8)  5C 5.00 19C 9.0)
Subtotal 109(100.0) 101(100.0) 210(100.0)
Sightsceing 96( 88.1)  67(663) 163( 77.6)

Visit friends/

6( 5.5 1( 1.0) 7( 3.3)

relatives
Purpose
of visit Business 5( 4.6) 13( 129) 18( 8.6)
Others 2( 1.8) 20( 19.8) 22( 10.5)
Subtotal 109(100.0) 101(100.0) 210(100.0)
Once 26( 23.9) 52( 51.5) 78( 37.1)
Frequency 23 times 34( 31.2) 25( 24.8) 59( 28.1)
of Visit  Qver 4 times 49( 45.0) 24( 23.8) 73( 34.8)

Subtotal 109(100.0) 101(100.0) 210(100.0)
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Table 2. Clustering tourists by the participation of activities related food tourism Mean=S.D.”
Category Genegzlzgcs);msts totﬁ?srt):rlg\lllil?(l) 6) Culln(e;\fr}; 32); rists F-value p-value
Visit food facilities 1.86+0.604" 2.39+0.612° 2.92+0.667° 36.251 .000
Experience of high quality restaurants 2.1540.737* 2.40+0.680° 3.51+0.613° 51.590 .000
Experience of familiar food 1.72+0.584° 2.36+0.605° 2.99+0.770° 50.576 .000
Experience of local food 2.5140.795 2.84+0.667° 3.65+0.645° 32.407 .000
Visit food festival 1.34+0.607* 1.85+0.659" 2.97+0.888° 68.699 .000
Experience of distinctive cuisine 2.78+0.735 3.15+0.732° 3.79+0.673° 23.835 .000
Experience of cooking 1.38+0.543" 2.45+0.913° 2.74+1.012° 43.542 .000
Experience of local beverage and drinks 1.37+0.566" 2.44+0.903° 3.33£1.070° 68.459 .000
9 Likert-type 5 point scale: 1=never, 3=sometimes, 5=always.
*7¢ Scheffe multiple comparisons.
Table 3. Difference among the tourist groups by nationality N(%0)
GeneirI\Ial= 6t(S);msts touli;;};:n&lil?é@ Culm(al\rI}; 3t;))unsts Total 2 p-value
Japanese 25(11.9) 59(28.1) 25(11.9) 109( 51.9)
Chinese 40(19.0) 47(22.4) 14( 6.7) 101( 48.1) 7.629 .022
Total 65(31.0) 106(50.5) 39(18.5) 210(100.0)
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E«l A, A 59 tiEuAl, SEE, o|WE, ARIES]
= Fxo F2AQ0 Zolrt A TtHp=.047, p=.000, p=.000,
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Table 4. Difference of exposure of the food tourism information channel by nationality Mean+S.D.”
hi
Variables zaé):a;lg;; g}:lrllzsle) Total t-value  p-value
Mass media (TV, radio) 3.25+1.107 3.48+0.832 3.36£0.988  —1.672 .092
Mass media (newspapers, magazines) 3.20+1.137 3.47+0.784 3.33+£0.991 —1.998 .047.
Promotion materials (brochures, pamphlets, leaflets) 2.81+1.101 3.39+0.916 3.09+1.055 —4.123 .000
Events (experiential events, expositions, anniversary parties) 2.42+1.078 3.12+1.062 2.75+1.124 —4.731 .000
Sign (signboards, restaurant exterior areas) 2.61£1.155 3.53+0.876 3.04+1.129 —6.531 .000
Word of mouth (recommendations of family, friends or colleagues) 3.62+1.052 3.68+0.857 3.65+0.963 —0.450 .653
Homepage (the homepage of restaurant) 2.98+1.225 3.17+0.969 3.07<1.112 —1.247 214
Portal site (boards, banners, pop-up) 2.76+1.186 3.10+0.984 2.9241.106  —2.259 .025
Social network (blogs, twitter, facebook) 2.83+1.258 3.15+1.004 2.99+1.153 —2.015 .045
Special website (related to restaurants and food) 2.88+1.168 3.23+0.988 3.05+1.098 —2.331 .021
E-mail (catalogues) 2.06+£1.039  2.81+0.960  2.42+1.066  —5.341 .000
9 Likert-type 5 point scale: 1=never exposed, 3=neutral, 5=wery frequently exposed.
Table S. Difference of exposure of the food tourism information channel by tourist group Mean+S.D.”
. General tourists Experiential Culinary tourists
| Total F-val -val
Variables (N=65) tourists (N=106) (N=39) otal value p-value
Mass media (TV, radio) 3.26+0.871 3.30+0.987 3.67+1.132 3.36+0.988 2414 .092
Mass media (newspapers, magazines) 3.14+0.870° 3.27+£0.961° 3.79+1.128° 3.33+0.991 5.898 .003
Promotion matetials (brochures, 2.85+1.079° 3.0720.929° 35451211 30941055 5518 005
pamphlets, leaflets)
Events (experiential events, expositions, 5,1 ooz 2.68+1.029° 34451165 275+1124  10.542 000
anniversary parties)
:r‘eg:s)(“g“boards’ restaurant exterior 2.80+1.246" 2.89+1,022° 37260972 3.04£1129 9262 000
Word of mouth (recommendations of 5 )} 550 36450864  4.03£1063°  3.65:0963 4672 010
family, friends or colleagues)
Homepage (the homepage of restaurant)  2.83+1.129% 3.14+1.116a° 3.28+1.025®  3.07£1.112 2488 .086
Portal site (boards, banners, pop-up) 2.82+1.176 2.92+1.079 3.10+1.071 2.92+1.106 0.781 459
Social network (blogs, twitter, facebook)  2.79+1.194 3.05£1.116 3.13£1.174 2.99+1.153 1.328 267
Special website (related to restaurants ) 5, 3 3.10£1.023 30351239 3051098 0775 462
and food)
E-mail (catalogues) 2.26+1.055 2.44+1.034 2.59+1.163 2.42+1.066 1.235 293
) Likert-type 5 point scale: 1=never exposed, 3=neutral, 5=very frequently exposed.
® Scheffe multiple comparisons.
AtHTable 7). B S8 3}
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Table 6. Difference of credibility of the food tourism information channel by nationality Mean+S.D.?
. Japanese Chinese
Variabl Total -val -val
ariables (N=109) (N=101) otal t-value p-value
Mass media (TV, radio) 3.3540.857 3.51+0.919 3.43+0.888  —1.241 216
Mass media (newspapers, magazines) 3.39+0.895 3.53+0.907 3.45£0.901  —1.088 278
Promotion materials (brochures, pamphlets, leaflets) 2.9440.960 3.45+0.968 3.19+£0.995 —3.771 .000
Events (experiential events, expositions, anniversary parties) 2.84+1.047 3.33+1.087 3.07+1.092  —3.269 .001
Sign (signboards, restaurant exterior areas) 2.82+1.057 3.39+0.988 3.10£1.061  —3.996 .000
Word of mouth (recommendations of family, friends or colleagues) 4.1842.967 3.74+1.016 3.97+£2.261 1.397 164
Homepage (the homepage of restaurant) 3.2340.996 3.22+0.936 3.23+0.966 .068 946
Portal site (boards, banners, pop-up) 2.89+1.076 3.15£1.019 3.01£1.055 —1.808 .072
Social network (blogs, twitter, facebook) 3.20£1.015  3.19+1.122  3.19+1.065 —.045 964
Special website (related to restaurants and food) 3.11£1.044 3.19+1.012 3.15+1.027 —.577 .565
E-mail (catalogues) 2.47£1.009 2.82+1.187 2.64+1.108  —2.248 .026
) Likert-type 5 point scale: 1=never exposed, 3=neutral, 5=very frequently exposed.
Table 7. Difference of credibility of the food tourism information channel by tourist group Mean+S.D.”
. General tourists Experiential ~ Culinary tourists
Variables (N=65) tourists (N=106) (N=39) Total F-value  p-value
Mass media (TV, radio) 3.27+0.877° 3.38+0.861° 3.82+0.885"  3.43+0.888  5.269 .006
Mass media (newspapers, magazines) 3.36+0.897* 3.37+0.860" 3.85£0.933°  3.45+0.901  4.712 .010
Promotion materials 30651037 3.1120922°  3.61£1.028  3.19£0.995 4319 015
(brochures, pamphlets, leaflets)
Events (experiential events, expositions, 2891147 3.00:0985°  3.58+1.154°  3.07£1.092 5441 005
anniversary parties)
Sign (signboards, restaurant exterior areas) 2.95+1.119* 2.9540.969* 37240999  3.10+£1.061  8.862 .000
Word of mouth (recommendations of family, 5 ¢, 5, 4.10+2.984 41840942  3.97£2261  1.075 343
friends or colleagues)
Homepage (the homepage of restaurant) 2.89+1.026" 3.33+0.864° 3.51£0.997°  3.23+0.966  6.431 .002
Portal site (boards, banners, pop-up) 2.87+1.079 3.02+1.033 3.23+1.063 3.01£1.055 1.400 249
Social network (blogs, twitter, facebook) 3.06+1.180 3.20+0.949 3.36+1.158 3.19£1.065  0.955 .386
?f:;;al website (related to restarants and 2.98+1.070° 3.10£0.940°  3.56£1.095°  3.15:1.027  4.264 015
E-mail (catalogues) 2.51+£1.190 2.59+1.048 2.97+1.088 2.64+1.108  2.374 .096

® Likert-type 5 point scale: 1=never credible, 3=neutral, 5=very credible.
 Scheffe multiple comparisons.
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Table 8. Difference of usefulness of the food tourism information channel by nationality Mean+S.D.”
Variables g?j;lg;; gl;rizsle) Total t-value  p-value
Mass media (TV, radio) 3.39+0.936 3.37£1.051 3.38+0.990 0.137  .891
Mass media (newspapers, magazines) 3.40+0.960 3.36+1.015 3.38+0.985 0.278 781
Promotion materials (brochures, pamphlets, leaflets) 3.06+0.994 3.42+0.980 3.12+£1.002  —2.684 .008
Events (experiential events, expositions, anniversary parties) 2.91+0.991 3.20+1.082 3.04+£1.042  —2.001 .047
Sign (signboards, restaurant exterior areas) 2.96+0.999 3.36£1.069 3.15£1.050  —2.759 .006

Word of mouth (recommendations of family, friends or colleagues) 3.88+1.030 3.72+0.986 3.80+1.009 1.140 225

Homepage (the homepage of restaurant) 3.29+1.042 3.20+1.069 3.25+1.053 0.613 .540
Portal site (boards, banners, pop-up) 3.06+0.994 3.09+1.093 3.07£1.040  —0.230 .819
Social network (blogs, twitter, facebook) 3.26+0.961 3.13+1.220 3.20+1.092 0.845 .399
Special website (related to restaurants and food) 3.20+0.974 3.09+1.079 3.15+1.025 0.790 430
E-mail (catalogues) 2.55+1.017 2.69+1.140 2.61£1.077 —0.938 .350

? Likert-type 5 point scale: 1=never exposed, 3=neutral, 5=very frequently exposed.

7MY g3l a wrleE AR ujAls Eo|ew, Al Het A 495 T8 B, & g 7 folle HuA)
oM RE 1Y f88 ek =l AR A Email Aol U@ A9 4% BT Wt RE 2 ookl
(FrE1) K Table 9). oA e] R wjantolrE ZEA Wgeln 22kl u

Table 9. Difference of usefulness of the food tourism information channel by tourist group Mean=S.D.”

. General tourists Experiential Culinary tourists
1 Total F-val -val
Variables (N=65) tourists (N=106) (N=39) ota value p-value

Mass media (TV, radio) 3.20+0.939* 3.33+0.970* 3.8241.023°  3.38+0.990 5.293 .006
Mass media (newspapers, magazines) 3.27+0.980° 3.33£0.918% 3.74+1.107°  3.38+0.985 3.142 .045
Promotion materials (brochures, 3.08+1.044° 3.18£0.911% 3.6241.091°  3.1241.002  3.837 023
pamphlets, leaflets)
Events (experiential events, expositions, g5, 1 530 2.98+0.970° 3.5141.097°  3.04£1.042 5378 005
anniversary parties)
Zf:s)(“g“boards’ restaurant exterior 3.06+1.102° 3.00+1.000° 3.7240916°  3.15£1.050 7423 001
Word of mouth (recommendations of 3.68+1.091 3.84+0.967 39240984 38041009  0.839 434
family, friends or colleagues)
Homepage (the homepage of restaurant) 2.82+1.109° 3.35+0.973° 3.67+0.955°  3.25+1.053 9.288 .000
Portal site (boards, banners, pop-up) 2.84+1.198* 3.06+£0.943% 3.50£0.893°  3.07+1.040 4.949 .008
Social network (blogs, twitter, facebook) 2.88+1.179* 3.31+1.043% 3.44£0.968°  3.20+1.092 4.398 .013
Special website (related to restaurants ) o) 1y 3.10£0.940° 35940966  3.15£1.025 4915 008
and food)
E-mail (catalogues) 2.42+1.096 2.65£1.050 2.82+1.097 2.61£1.077 1.820 165

 Likert-type 5 point scale: 1=never useful, 3=neutral, 5=very useful.
® Scheffe multiple comparisons.
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