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Effects of Perceptual Curiosity on Attitude towards Different
Cultures and Intention to Recommend Products from Different
Cultures: Focusing on Halal Products
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Abstract As foreign tourists visiting Korea increase and Koreans traveling overseas become more
frequent, a study on the level of domestic consumers acceptance of different cultures and the
perception towards products from different cultures is needed. In this study, a perceptual curiosity,
which is an individual personality, was divided into Diverse perceptual curiosity and Specific
perceptual curiosity, and effects of perceptual curiosity on an attitude towards different cultures and
an intention to recommend products from different cultures were examined. To prove validity of
measurement items and reliability of data, SPSS and LISREL were used and to prove a hypothesis, a
structural equation model was used. The study results showed that the Diverse perceptual curiosity,
which is Hypothesis 1, had a positive effect on the attitude towards different cultures while the Specific
perceptual curiosity, which is Hypothesis 2, did not have a significant effect on the attitude towards
different cultures. In addition, it was shown that the attitude towards different cultures, which is
Hypothesis 3, had a significant positive effect on the intention to recommend the products from

different cultures.
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Fig. 1. Research model
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Table 1. Demographics of the respondents.

Demographics Frequency | Ratio(%)
Gender Female 120 60
Male 80 40
Less than 20 2 1
Between 20 and Less than 24 130 65
Age Between 25 and Less than 29 18 9
Between 30 and Less than 39 15 7.5
Between 40 and Less than 49 18 9
More than 50 17 8.5
Students 138 69
housewife 18 9
Office workers 14 7
occupation | Public officers or Teathers 4 2
Self-employed business 12 6
job seeker 6 3
Other occupations 8 4
Total 200 100(%)
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Table 2. Confirmatory factor analysis

Measurement item Crgnba Facpor Telta~ CR AVE
ch's a | Loading | Delta
Duverse_ Pgrceptual 79 47
Curiosity 1
Diverse Perceptual | 75 | 55 | 57 | 74 | 50
Curiosity 2
Diverse Perceptual
Criosity 4 75 49
Specific Perceptual
Curiosity 2 79 31
Specific Perceptual | 244 | g | 32 | 78 | 54
Curiosity 3
Specific Perceptual
Curiosity 4 56 69
Attitude toward different 8 28
cultures 1
Attitude toward different 85 25
cultures 2
Attitude toward different 904 & 2 o 7
cultures 3
Attitude toward different
cultures 4 84 27
Attitude toward different
cultures 5 86 26
Intention to 1Recommend 9 2%
Intention toZRecommend » 31
) .947 .89 .67
Intention to Recommend
3 91 .39
Intention toBRecommend 86 67
Fit Statistics : Chi Square=191.68 (d.f.=84; p=0.00), SRMR=0.08,
RMSEA=0.06 GFI=0.886, AGFI=0.837, NFI=0.956, NNFI=0.969,
CFI=0.975
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Table 3. The correlation analysis

Diversive Specific Attitude
Percentual Pefce wal toward Intention to
ept oot different | Recommend
curiosity curiosity
cultures
Diversive
Perceptual 5
curiosity
Specific
Perceptual 366 .54
o (.134)
curiosity
Attitude
toward .268 .186 7
different (.072) (.035) :
cultures
Intention to .259 183 .8 67
Recommend (.067) (.033) (.64) :

* The diagonal coefficient is AVE, and the values in () are the squares
of the correlation coefficients.
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Fig. 2. Results of Research model hypotheses
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Table 4. Results of structural equation modeling
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Path Standard Solution t value
H1 Diversive Perceptual curiosity — Attitude toward different cultures 0.25 2.49
H2 Specific Perceptual curiosity — Attitude toward different cultures 0.1 1.12
H3 Attitude toward different cultures — Intention to Recommend 0.88 14.5
(I::'\;‘Sga‘éiigcs : Chi Square=191.63 (d.f.=86; p=0.00), Standardized RMR=0.058, RMSEA=0.079, GFI=0.886, AGFI=0.841, NFI=0.956, NNFI=0.971,
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