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Abstract In recent years, there has been a growing need for measuring consumer demand in overseas markets in
order to increase the sales of Korean dried persimmons. The country of origin of products is associated with consumer
ethnocentrism and has become one of the important factors for explaining consumer demand in overseas markets. The
purpose of this study was to analyze the Taiwanese consumers' preferences and consumption behaviors concerning
dried persimmon based on ethnocentrism. Results found no significant differences in the consumer awareness of
imported dried persimmons according to the level of ethnocentrism. The perception and preference of Korean dried
persimmons were statistically significant in terms of satisfaction, taste, color, safety, packaging, and hardness by level
of ethnocentrism. The factors affecting Taiwanese consumer's preference of Korean dried persimmon were found to
be the satisfaction of Korean dried persimmon. Age was the most influential factor in the purchase experience of
Korean dried persimmon. This implies that it would be necessary to increase consumer awareness of Korean dried
persimmons by targeting the segmented market and promoting marketing strategy in the Taiwan market for securing

sales channels and generating profit.
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Table 1. Measurement of variables

variable Measurement of variables

- We should purchase products manufactured
in Taiwan instead of letting other countries
get rich off us

- Taiwan people should not buy foreign
products, because it hurts Taiwan business

Ethnocentrism
and causes unemployment

- Only those products that are unavailable in
Taiwan should be imported

- It may cost me in the long run but I prefer
to support Taiwan products

. Purchasing experience and place, selection
Purchasing & exp P

behavior critcria,A prchcnccs and quantity of
purchasing persimmons
Awareness of persimmons
Evaluating attributes of persimmons(taste,
Consumer size, color, safety, package, price, general
awareness evaluation etc.)
Preference of Korean persimmons and
expected quality
Socio- Sex, Age, Marriage, Education, Monthly

demographics household income, Job, Family size

3.3 HR2H U Sy
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on, 4 H JHASS NT$109 o]Ato] 29.4%,
NT$47~63F 19k 18.4%, NT$8T~10%F 19t 16.7% 5
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Table 2. Characteristics of the sample (N=360)

Consumer Ethnocentrism

. Low High
Variables (N=188) (N= lg7 2)
Frequency(%)
Sex Male 92(48.9) 85(49.4)
Female 96(51.1) 87(50.6)
20’s 60(31.9) 51(29.7)
30’s 61(32.4) 60(34.9)
Age
40’s 50(26.6) 41(23.8)
50’s 17(9.0) 20(11.6)
. Single 107(56.9) 91(52.9)
Marriage .
Married 81(43.1) 81(47.1)
Highschool 30(15.9) 27(15.7)
Education  College 125(66.5) 125(72.7)
Graduate school 33(17.6) 20(11.6)
1 23(12.2) 26(15.1)
2 15(8.0) 14(8.1)
Family 3 37(19.7) 29(16.9)
size 4 57(30.3) 54(31.4)
5 34(18.1) 28(16.3)
More than 6 22(11.7) 21(12.2)
Less than 20000 11(5.9) 7(4.1)
20000~39999 35(18.6) 22(12.8)
Monthly
income 40000~59999 32(17.0) 34(19.7)
(NTS$) 60000 ~79999 26(13.8) 27(15.7)
80000 ~99999 31(16.5) 29(16.9)
More than 100000 53(28.2) 53(30.8)
Housewife 7(3.7) 13(7.6)
Manual worker 32(17.0) 22(12.8)
Governmental official 11(5.9) 10(5.8)
Office worker 51(27.1) 57(33.1)
Job" Sales person 22(11.7) 18(10.5)
Professional 30(16.0) 34(19.8)
Self-employed 9(4.8) 12(7.0)
Student 16(8.5) 4(2.3)
Etc 10(5.3) 2(1.2)
*: p<.05
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Table 3. Awareness and purchasing experience of
dried persimmons

Consumer Ethnocentrism
High

Awareness of dried persimmons(N=360)

Low

Frequency(%)
170(90.4) 166(96.5)
Have heard 12(6.4) 5(2.9)
Don’t know 6(3.2) 1(0.6)

Purchasing experience of dried persimmons(N=353)

Mean(SD)
0.89(0.31) 0.96(0.18)
0.77(0.42) 0.64(0.47)
0.16(0.37) 0.09(0.29)
0.48(0.50) 0.36(0.48)

. p<.005

X2
Knew
5.802°

t-value
2.709"
2.569"
1.959"
1.459

Taiwan

Japan

China
Korea(N=158)

+: p<l, T p<.05,
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3.97(0.76)
4.06(0.77)
4.00(0.76)
4.03(0.74)
4.02(0.78)
3.85(0.83)
3.95(0.80)
3.95(0.77)
High(N=44)
3.84(0.80)
3.91(0.70)
3.77(0.71)
3.77(0.77)
3.86(0.79)
3.89(0.68)
3.41(0.97)
3.86(0.73)
High(N=165)
3.45(1.15)
3.24(0.98)
3.34(0.97)
3.48(0.98)
3.34(1.20)
3.24(1.02)
3.52(0.91)
3.48(0.98)
3.95(0.68)
3.92(0.79)
3.79(0.78)
3.86(0.73)
4.02(0.73)
3.96(0.75)
3.17(0.99)
3.87(0.71)

High(N
High(N

Mean(SD)
Taiwan
Korea
China
Japan

T(345) w0, A}

o] v& I UE(3.76)-t7K3.67)-

T(3.44)-5(2.89) o YEYITE A

162)
25)
162)

Low(N=
3.67(0.65)
3.79(0.70)
3.70(0.71)
3.66(0.78)
3.68(0.73)
3.52(0.74)
3.65(0.77)
3.62(0.69)

Low(N
3.44(0.82)
3.44(0.96)
3.44(0.87)
3.32(0.85)
3.44(0.87)
3.44(0.82)
3.00(0.95)
3.24(0.92)

Low(N=162)
2.89(0.90)
2.94(0.87)
3.22(0.80)
3.39(0.97)
2.89(0.83)
2.83(0.98)
3.28(1.12)
2.83(1.09)

Low(N=
3.76(0.73)
3.78(0.78)
3.60(0.68)
3.75(0.69)
3.92(0.78)
3.81(0.71)
3.05(0.86)
3.64(0.6.)

1 p<.005
-3

+2(3.84)

pd
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among countries
9

1 p<.05,
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Variables
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e
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=
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.
-
A
=
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N
-
*

Satisfaction

Satisfaction
Taste
Taste

Satisfaction
Size

Satisfaction
Taste
Size
Color
Safety
Package
Price
Hardness
Taste
Size
Color
Safety
Package
Price
Hardness
Color
Safety
Package
Price
Hardness
Size
Color
Safety
Package
Price
Hardness
+: p<l,

Table 4°] A|A| = At}

Table 4. Evaluation of attributes of dried persimmons
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Table 5. Taiwanese Consumer behavior for Korean
dried persimmons

Variables Frequency(%)A
Low High
Knew 28(15.4) 60(35.1)
Awareness Have heard 40(22.0)  31(18.1)
Don’t know 114(62.6) 80(46.8)
Purchasing Yes 25(36.8) 44(48.4)
experience No 43(63.2) 47(51.6)
Department store 8(32.0) 11(25.0)
Small store 1(4.0) 3(6.8)
Place to
purchase Dscount store 14(56.0) 27(61.4)
Wholesale 2(8.0) 2(4.5)
Etc. 0(0.0) 1(2.3)
Preference” Like 17(25.0) 33(36.3)
Don’t like 51(75.0) 58(73.7)
Taste 6(35.3) 16(48.5)
Quality 2(11.8) 5(15.2)
Reason to prefer Safety 3(17.6) 2(6.1)
Color/Shape 2(11.8) 4(12.1)
Korean image 4(23.5) 6(18.2)

©op<ld, i p<.05, i p<.005

Table 6. Expected quality for Korean dried persimmons

(N=353)
Frequency(%)
Variables Low High
(N=182) (N=171)
3.0-3.5cm 21(11.5) 12(7.0)
) 3.6-3.9cm 67(36.8) 67(39.2)
Size 4-4.5cm 66(36.3) 67(39.2)
4.6-5.0cm 28(15.4) 25(14.6)
Very soft 63(34.6) 71(41.5)
Degree of soft 31(17.0) 38(22.2)
dryness Hard 43(23.6) 34(19.9)
No matter 45(24.7) 28(16.4)

Dark red 31(17.0) 42(24.6)
Red 72(39.6) 68(39.8)
Color
Light red 24(13.2) 24(14.0)
No matter 55(30.2) 37(21.6)
Very sweet 19(10.4) 35(20.5)
- sweet 128(70.3) 118(69.0)
Taste
not sweet 2(1.1) 4(2.3)
No matter 33(18.1) 14(8.2)
Ver much 9(4.9) 15(8.8)
Little bit 80(44.0) 84(49.1)
Powder
None 42(23.1) 42(24.6)
No matter 51(28.0) 30(17.5)
Small 45(24.7) 37(21.6)
R Small box(12) 129(70.9) 122(71.3)
Package
Large box(35) 2(1.1) 10(5.8)
Etc. 6(3.3) 2(1.2)
Willingness to If Less 95(52.2) 78(45.6)
purchase If similar 79(43.4) 84(49.1)
comparing t0 10.20% expensive 6(3.3) 7(4.1)
the price of expensive more than
Japanese P 2(1.1) 21.2)

20%

1 p<l, g p<.05, . p<.005
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Table 7. Influencing factors on consumer preference of dried persimmons

=353)

Preference for Taiwan dried persimmons(N:

159)

Preference for Korean dried persimmons(NN:

Variables

B(SE) Marginal effect B(SE) Marginal effect
-3.85(1.37)

2.11(1.84)
0.53(0.38)

0.02
1.96

*

Constant

*

0.67(0.29)

Ethnocentrism

-0.48

-0.73(0.44)"

5.31

e

General satisfaction of attributes for

Korean

1.67(0.48)

2.75

*

1.01(0.44)

-0.24

o

General satisfaction of attributes for

Taiwanese

-1.44(0.45)

-0.04(0.28)

-0.34(0.37)
-0.34(0.23)

Sex

191

ok

0.65(0.18)

Age

-0.05(0.33)

0.52(0.44)
-0.39(0.30)

Marriage

1.96

-

0.67(0.22)

Education

-0.07(0.05)

0.09(0.07)

Household income
2log Likelihood

323.70

181.39

ek

30.69

*

16.61

13.9% 13.1%

Ratio of prediction

TR

=

B

1 p<.05, : p<.005, : p<.001

Cp<l,
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Marginal effect
3

=353)

105.26
80.41™"
63.0%

persimmons(N:
2~
o &4

A S
AR

*
*

Preference for Taiwan dried

B(SE)
-1.55(2.50)
1.38(0.64)

21.02(225.05)
0.04(0.55)
-0.34(0.42)
-0.03(0.69)
0.18(0.37)
0.26(0.10)

SHAl et

S

159)

FAHOR §o

Marginal effect
8.77
-0.55

wek

169.68
47.96
34.9%

ke
*

B(SE)
1.48(1.93)
0.34(0.39)
-0.61(0.38)

-0.60(0.26)
0.75(0.48)
-0.40(0.30)
0.11(0.07)

Preference for Korean dried persimmons(N
2.17(0.43)

s p<.005, : p<.001

=

Variables
1 p<.05,

B
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Table 8. Influencing factors on purchasing experience of dried persimmons
L p<l,
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